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FOREIORD

The American Academy of Advertising is the national association of
advertising educators. Its more than 250 members teach advertising at all
academic levels and in colleges and universities with orientations in
communications, journalism, and marketing management.

The following set of Presentations represents the written record of
the 1974 national AAA Conference, held April 28 -30., in Newport, Rhode
Island. The Conference was divided into eight sessions and each has been
identified within this set of Proceedings with its respective papers
immediately following; all presentations made before the Conference appear

herein in the order in which they were given.

Educators' papers have been reproduced in their entireties, except
for illustrative materials. Some footnotes and tables were placed within
the context of their papers in an effort to save space. Presentations
and panel discussions given by non-educators were summarized by the editor
and have been included.

Sherilyn K. Zeigler
Editor

The University of Tennessee
Knoxville

Copyright ©1974, American Academy of Advertising, Knoxville, Tennessee 37916
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INTRODUCTION

The theme of this AAA conference wee Perspectives on Advertising:
curricula and instruction, descriptive and experimental research, cooperation
between educators and the advertising industry, and special area concerns of

public policy, international advertising, and public relations. These in turn
reflect the breadth and vitality of interests within the Academyan Academy
whose unifying element is its members' common concern for advertising education.

These Proceedings not only communicate the content of the Conference to
the broader community of.advertising teachers and practitioners, but also
reflect the institutional maturity of the Academy: this narks the second con- .
secutive year of printed proceedings. (The content of the 1973 conference:at
Arizona State University vas printed by the AAAA, with vhoss assistance the
augmented 1973 conference was conducted.)

The Academy is in the strongest intellectual and financial condition in
its history:

We have demonstrated our independent capability to conceive and
mount a significant conference program, including meaningful industry
involvement.

The Journal of Advertising has grown from a nascent stage to infancy
to pre-adolescence; now a quarterly, it is taking its place as an impor-
tant vehicle for those vim think and write about advertising.

Over 250 members are now on the paid roster, ur financial condition
permits us to 'hold the line" in dues while increasing member benefits.

The Academy's industry relations activities are broadening. Coopera-
tion with the kik's continues to be active. In addition, there are
active contacts and planned cooperative efforts with ANA and AAF.
(Indeed, representatives from all three of these groups participated in
a panel discussion of educator-industry relations at this conference.)

In bringing the Academy to its present felicitous state, and in laying the
foundation for its further development, we should make particular note of the
work of my predecessor and mr successor as the Academy's president.

Watson Dunn (University of Illinois) revived the flagging state of
the Academy and laid cut the paths of its subsequent development in the
past four years.

Kenward Atkin (Michigan Stat.. University) has undertaken the bulk of
the operating and implementing activities of these past two years.

With them, a number of Academy members have worked as officers and heads
of committees, aided by many members active in our growing variety of activi-
ties. It is in this broad foundation of active efforts that the strength of
the Academy's future lies.

x

12



All of us owe a large debt to those who have devoted their time and
energy to the planning and preparation of the Conference from which these
papers come. Program Chairman and Acadepy Vice President Kenward L. Atkin
(Michigan State University) mobilized an energetic group of session chairmen
to attract a large number of excellent papers and discussants. For Ken's
months of unstinting effort, and for the hard work of the individual chairmen,
we are grateful.

Also deserving of our very deep gratitude is General Conference Chairman
Conrad Hill (University of Rhode Island). His has been the very time-consuming
task of making arrangements for the ur :ference site, obtaining sponsors
for certain portions of the program, e-oeeing the myriad of details
involved in putting on the Conference. lo him and his URI host school col-
leagues, our deep appreciation.

Without Sherilyp Zeigler (University of Tennessee) this volume would never
have appeared. For her assiduousness in putting together the material, and
her care in shepherding the physical production of this volume, we are most
thankful.

4r. "1
We hope that reading though and referring to these Proceedings is a

professionally stimulating and worthwhile experience.

xi

Stephen A. Greyser, President (1972-74)
American Academy of Advertising
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SUMMARY OF THE PRESENTATION MADE BY: Norman Levy and B. Michael Moore,
Procter and Gamble Company

Procter and Gamble spends approximately $4 billion per year on advertising,
and markets 55 brands in the U.S. and 26 countries. Sales are based, however,

not on the quantity of advertising, but on the quality of products. Good

advertising ma lead consumers to buy a product once; but the product is
what's responsible for repeat purchases.

Advertising is just one element in the marketing success stories of
Procter and Gamble products. (An appropriate line from Zen Buddhism: "To

point to the moon a finger is needed...but woe be to those who mistake the
finger for the moon.")

The more that's learned about the development of advertising copy, the
more obvious it becomes that advertising is not an exact science. Good

advertising is advertising which does its job--which, basing its argument on
genuine product capabilities and relevant user benefits, helps motivate the
consumer to a sale. Judgment, research, and a certain amount of trial and

error all contribute to successful advertising.

What does it take to produce advertising which works? It takes lots of

experience (and an ability to learn from that experience), a willingness to

accept the probability of change and the flexibility to see changes through,
and a great deal of experimenting and testing. In short, it takes discipline:

(1) to produce an ad or commercial whose "heart" is in the product story, not
in sheer entertainment and irrelevant attention-getting devices; (2) to appre-

ciate the value to consumers of tangible benefits and to find appropriate,
meaningful problem-solvers to fulfill the wants, needs, and dreams people
have; and (3) to present advertising messages clearly, simply, and memorably.

1
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SESSION I: PERSPECTIVES ON ADVERTISING CURRICULA

THE INTRODUCTORY COURSE IN ADVERTISING

by
E. S. Lorimor

Assistant Prc,ressor
East Texas State University

Tommy Thomason
Instructor

Southern State College

Advertising education has recently been subject to criticism from all
sides--from practitioners who think it is not practical enough to produce
competent graduates (John T. Russell',-"Is Advertising Education Relevant?,"
Saturday Review, March 13, 1971, pp. 94-101.) (Robert A. Olins, "Speaking Out
On Ad Education--Who's Selling What?," Journalism Educator, April, 1974,
pp. 39-40.) to educators who think it is too practical to be academically
respectable. (Steuart Henderson Britt, "What. Is Wrong With Advertising Educa-
tion?," Journalism Quarterly, Summer, 1967, pp. 319-25.)

The teacher of the introduction to advertising course in most universities
faces the whole problem in miniature. In his case, the controversy over adver-
tising education is reduced to questions about the specific content of his
course.

Should he teach it as simply a survey of the history, philosophy, and
social implications of advertising, giving a broad general background of the

field? Or should he give the student a more practical orientation, stressing
exercises in layout and copywriting and the actual planning of advertising
campaigns? Or should it be a combination of both approaches?

A second question involves textbooks. Some are oriented toward business
and marketing, some toward agencies and the advertising industry, some toward
practical advertising problems with a stress or copy writing and layout tech-
niques, and still others toward a broad overview of the field, putting more
emphasis on educating advertising consumers than advertising practitioners.

So the teacher of the introductory course must choose both a course phil-

osophy and a textbook which will express that philosophy.

And if the problems of the teacher in choosing an approach to the
introductory advertising course seem somewhat complicated, the problems faced
by the department chairman in choosing an instructor for the course seem

equally perplexing. Again, the choices are similar. He must often choose

between Ph.D.'s with little or no practical background and M.A.'s or even
B.A.'s with practical experience in advertising.

As far as we could determine, little research has been done to discover
what is actually being taught in these introductory advertising courses in

2
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American universities. This is true despite the fact that educators have been

calling for such a study to help determine the major approaches to the teaching

of the basic course. (Opinion expressed by Dr. S. Watson Dunn in an address at

the annual meeting of the American Acq.demy of Advertising at Norman, Oklahoma,

April 14, 1972.)

The purpose of this study was to gain information on both the teachers of

the introductory courses and the courses themselves, and to discover the preva-

lent teaching methods and philosophies used in the basic courses.

METHOD

Questionnaires were sent to the 132 member schools of the Association for

Education in Journalism. An additional 91 questionnaires were sent to indi-

vidual faculty members who were members of AEJ and listed advertising as a

teaching specialty in the 1973 AEJ directory. (Some of the educators listed

with a teaching specialty in advertising did not teach the introductory course.

Also, an additional 32 questionnaires were sent to schools which noted on their

responses that they had more than one faculty member teaching the introductory

course. (While the introductory courses are standardized in some schools, in

others the teaching philosophies, course content and even textbooks vary among

the different sections of the course.)

A total of 102 usable replies were received.

The questionnaires included sections on the teacher and his academic and

practical-experience background, the introductory course and how it is taught

in the various schools, and the respondent's teaching philosophy.-

FINDINGS

The Professor

The most common academic rank held by respondents was assistant professor

with 36, followed by associate professor (25), professor (21), and instructor

(11).

TABLE 1

Faculty Rank of Respondents

Teach. Asst. Assoc.

Asst. Instructor Prof, Prof. Prof. Lecturer Other

1 11 36 25 21 5 8



Most of the respondents held bachelor's and master's degrees in journalism.
On the bachelor's level, the second highest numbei held degrees in English.
Most of the Ph.D.'s listed were in mass communications.

TABLE 2

Degrees Held by Respondents

Mass Soci-
Journ. Comm. Adv. Bus. Mkt. English psych. ology History Other

Bachelors 41 2 8 5 7 17 4 1 2 15
Masters 46 9 13 1 12. 1 1 0 0 19

Doctorate 2 22 1 I 7 0 1 1 1 7

The respondents had completed an.average of nine hours of undergraduate

work in advertising and an average eight hours of. graduate and post-graduate'
work. A large majority considered themselves either "extremely well prepared"
or "well prepared" to teach the introductory course.

TABLE 3

Preparation for TeachingProfessor's Evaluation of His Own

Extremely Very

Well Prep. Well Prep. Adeq. Prep. Inad. Prep. Inad. Prep. NR

41 40 14 3 1 3

Of the respondents who listed professional experience in advertising, most
had spent a greater number of years with newspapers or ad agencies. The re-

spondents who listed professional experience had spent the greatest number of

years in copy writing, layout and sales.

TABLE 1+

Amount of Professional Experience in Advertising
(of those who listed experience in specified areas)

Mean
Years SD Max. Min. Range

Newspapers 3.3333 6.0385 30 ,0 30

Radio 0.8776 2.9923 20 0 20

TV 0.5657 2.4082 20 0 20

Ad Agency 2.4783 4.8026 22 0 22

House Agency 0.3061 1.4388 10 0 10

PR 0.2700 2.0639 20 0 20

Other 1.4839 3.7084 17 0 17

4



TABLE 5

Nunber of Years of Professional Experience in Given Categories

(from among those who listed experience in specified areas)

Mean
Years SD Max. Min. Range

Copy 3.4800 6.7811 4o o 40

Layout 1.8250 4.4431 24 0 24

Art o.o6o6 0.3730 3 0 3 -

Research 0.8193 3.2839 24 0 24

Ad Representative 0.4891 1.9244 15 0 15

Sales 1,7241 4.2032 24 0 24

Other 1.5 4.4247 29 0 29

The respondents heavily favored both academic and experience requirements

for teaching the intro course.

TABLE 6'

Academic Requirements for Teaching- -

no. of professors who think there should be

Yes No Pe:haps.

78 21 3

TABLE 7

Experience Requirements for Teaching- -

no. of professors who think there shouldbe

Yes No Perhpas NR

76 23 1 2

The most common academic requirement listed was the master's degree,

although a considerable number said the bachelor's degree should be acceptable

if combined with experience in the advertising field.

TABLE 8

Kind of Educational Background Required

Bach. with

Bach- undergrad.

elor's

12 3

Master's in Master's
Bus. and/or in Journ.

Master's Marketing and/or Adv.

3 6

Some
Grad
Work Doctorate Other

2 2 34

5
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As to the amount of practical experience that should be required, the
respondents generally indicated one to five years.

TABLE 9

Amount of Experience Required

Years
1 2 3 4 5 6-10 more than 10 NR

13 13 12 3 13 1 0 21

The Course

The most frequently listed names for the introductory course were
Principles of Advertising or Advertising Principles (36), and Introduction to
Advertising (20).

TABLE 10

Name of Introductory Course in Advertising

Fundamentals of Advertising or Advertising Fundamentals....7
Introduction to Advertising 20
Principles of Advertising or Advertising Principles 36

Advertising Principles and Practice 3

Survey of Advertising.or Advertising Survey 2

Advertising 7
Advertising Copy and Layout 4

Other 23

Most respondents reported that it is offered at the junior level, although
many offer it as a sophomore course.

TABLE 11

Level at Which Introductory Course is First Offered

Freshman Sophomore Junior Senior Graduate Other

5 42 52 2 0 1

Most of the introductory courses represented in this study were offered
in the department of journalism.

TABLE 12

Department, School or College Where Introductory Course is Offered

Journalism Mass Comm. Adv. Business Bus. Admin. Marketing Other

57 17 10 1 6 3 8

6
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The most frequent type of advertising program mentioned was an advertising

sequence, offered by:47 schools; folloued by an advertising major in 22

schools, and 18 schoolswhich offered the introductory course only.

TABLE 13

'Type of Advertising Program- -

no. of institutions offering a given

Program Intro
on Course

Major Sequence Emphasis Request Only_ Other

22 47 6 1 18 7

Most of the introductory courses
taught by the respondents were offered

in tne fall and spring semesters. The next most commonly reported schedule

included not only the fall and spring, but also the summer semesters.

TABLE 14

Number of Schools Offering Introductory Course at Given Times

fall, spring, summer semesters
25

fall, spring
28

one semester a year
16

every other year
2

on demand
1

other
2

Schools on Quarter System:
one quarter a year

6

two quarters
4

three quarters
6

four Quarters
12

The average enrollment in the course the last three times it was taught

was 74, with an average 37 per cent of those enrolled either non-journalism o

non-advertising students.

TABLE 15

Average Enrollment in Intro Course

(last three times offered)

No. Resp. Mean SD Max. Min. Range

102 74.9608 79.3676 500 0 500



TABLE 16

Percent Non-Journalism or Non Advertising Students in Class

No. Resp.. Mean SD Max. Min. Range

98 37.0204 23.7209 80 0 80

However, most of the respondents noted that the presence of non-journalism or
non-advertising students in their introductory classes did not affect the way
they taught the classes.

TABLE 17

Does Presence of Non-Advertising Students
Affect the Way Class is Taught?

Yes No Other

34 62 6

Some noted that the presence of non-advertising students made the class discus-
sions more interesting.

TABLE 18

No. of Professors 'toting Effects (from among yes answers above)

Must Be More Elementary 7
Must Be More General 7

Non-Advertising Students Make Class More Interesting 8

The respondents reported an average of 322 undergraduate student majors in
their department.

TABLE 19

Number of Undergraduate Student Majors in Department

No. Resp. Mean SD Max. Min. Rani!.

102 321.8529 317.4216 2200 0 2200

The survey showed that the average number of advertising hours offered by the
respondents' departments was 14.

TABLE 20

Number of Credit Hours Offered in Advertising

No. Resp. Mean SD Max. Min. Range

102 14.1882 10.3826 40 0 40

821
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Textbooks

The most commonly used textbo& was Wright, Warner and Winter's
41dvertisin7, used by 37 teach s, followed by Klerpner's 112,vertisfng Froccdure,

used by 22, and Dunn's A,frartising: Its Role in :odern Marketing, used by 12.
:!ost nrofessors reported satds.:aecion ;ith the textbook they were using and

had no plans to change.

TABLE 21

Number of Teachers Using Listed Textbooks

Textbook
No.

Using
Satisfied? Plans to Change?

yes no DR yes no rerhaps

Warner, Winter 37 26 11 2 31 4

Kletr.)2er 22 15 6 1 2 15 3

Dunn 12 12 0 0 10 1

Littlefield-Kirkpatrick 3 2 1 1 2 0

Sandage-Pry burger h 3 0 1 1 2 0

Burton and Miller 3 2 1 0 3 0

Mandell 4 4 0 0 4 0
Ho Text 4 0 0 4 0 0 0
Other 13 6 4 3 1 9 1

The most freouently mentioned reasons for textbook selection were that the
book was the "Lest available," "most comnrehensive," or "most up-to-date."
:any of the resnondents were usi.lg a textbook selected by a department chairman

or departmental committee, or a book used nre.'ously in the course (Table 22).

Of those who suggested changes in their textbooks the most common
complaint was that the book needed updating (Tahle 23).

Most of the resnondents noted that they required additional readings in

the introductory course.

mABLE 24

Additional ReadingsProfessors Requiring

Yes Ortional 07 Epuivaleut Other

77 n 2

The most frequently mentioned were Ad Age, other advertising periodicals, and

trade and professional journals (Table 23).
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TABLE 25

Humber of Professors Requiring Given Types of Readings

Current Researel
5

Ad Age 24
Ot:zer Advertising Periodicals 13
Trade and Professional Journals 17
Parban andage: P.ladings in Advertising and Promotional StrateFY 4
nIoison ScrenuP

7
Femina: From Those Wonderful Folks IT-lo Gave You Pearl Harbor 5

Ogilvy: Confessions of an Ad Mar. 7
unspecified Periodicals, General Readings 22
Cther

44

:gost respondents did not require term papers of their students, and of
these who did the specified length was generally under 20 pages.

TABLE 26

Number of Professors Requiring Term Papers

Require Papers Do Not Require Require Ecuivalent NR

29 63 1 9

TABLE 27

Number of Professors Requiring the Stated Lengih of Term Paper
(from among those who require term papers)

Less than More than No sneci-
10 pp. 10-20 pp. 21-30 DD. 31-40 pn. 41-50 Pp. 50 pp. fied length

5 :i1 3 0

Cot Philoso-ny

0 1 11

Of 90 tears who answered the question on their philosophy of the
introductory course, 32 said they viewed it as an introduction to the history,
:hilosonhy, al,1 social implications of advertising; 12 said they taught a
1,ractical, hrw-to--,o-it course; and 46 said they viewed the course as a cws,
bination of both approaches and emphasized both theoretical and practical
as:)ects.

TABLE 28

:limber of Professors Who View the Introductory Course in a Given Light

7n;:roduction to history, philosophy, social implications of adv lo

Practical how-to-do-it course 12
Combination of both anproaches
No respcnze 12

12 -



One professor no4ntd:

Though I am personally more concerned ulth philosophical
and social knowledge of advertising, I find this becomes
bcring to students very quickly. I try to compromise and
do a bit of this general background mixed in with the 'real

world' stuff which they seem to Me--bringing in practi-
tioners, showing adio and TV Clios, slides of ads, etc.

A professor who stressed the how-to-do-it approach commented:

My thrust is to show how an effective advertising program
is Planned, researched and executed to fulfill social and
psychological needs and wants to consumers. I have no illu-"
sion that students will be advertising experts after taking
the course. But they should be auare of what is involved in
advertising, know why and how it works, determine whether or
not they wish to consider career opportunities in cdvertis-
ing, have a rudimentary copy and laycut skill, and be more
intelligent consrmers of advertising messages.

We spend no time on history or philosophy per se, other
than to cite campaigns which succeeded or failed for one
reason or another and to point out the purpose of advertis-
ing is to se goods, services and ideas.

Another professor who employed the practical anproach explained:

Our curriculum stresses 'doing it.' Most of my students

have had radio and TV (sometimes newspaper) production
courses. I teach them to apply this to advertising.

I try in the intro course to give them a smattering of
everything. For instance, I think it's unfair to gloss over
certain jobs in advertising, simply because an instructor
doesn't think they are glamorous, like direct mail.

Those who taught advertising within the marketing framework offered by
businens or business administration or marketing departments took a somevhat
different view than those in journalism or mass ccmmunications programs, who
were mainly concerned with Preparing either practitioners or intelligent con-

sumers of adv,tising. One marketing professor noted that his introductory
advertising course was combination theory and practice, but with a somewhat
different slant. He explained:

Advertising is part of the marketing function and should
be taught within the rarketing framework. Principles of

Marketing is a prerequisite for Principles of Advertising
at this university.

Many students, unless they are advertising majors, will

only take the introductory course. Therefore, it is neces-
sary to provide those who will end up in some area of com-
merce and industry sufficient 'principles' and a solid

foundation for making intellirent ranapyment decisions

13
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(emhasis his) concerning advertising. They must be able to
ideatify, define and analyze V.r.e market; da pl:,7chological

analysis and research; and have a knowledge of mass media,
etc.

Copy and layout should not be included in a Principles
course. These are specialized areas of advertising and
should only be taught at advanced levels. We have too many
incompetents masquerading as copywriters and layout artists
now. We certainly do not need to produce any more uho have
the misconception that they can write effective copy, lay
out an ad, or even communicate effectively after an intro-
ductory course.

Most of the respondents aaw their course as a combination of the practical
faid theoretical approaches, with the philosophies differing according to the
individual curriculum of the university. Among those who taught the course as
a "combination" of both approaches, the course generally leaned toward the
practical in schools where only the i: :..de -i.;ory course was taught, and leaned

toward the theoretical when the introductory course was the first in a sequence
which included specialized coursesia techniques later on.

One professor, from a school with only the introductory colt-se, explriAned
his approach:

This course is the oily advertising course many of our
journalism students will have. Thus, I am interested that
they understand advertising's role in society and that they
understand various aspects of the criticism often leveled
against advertising. I am more concerned, however, that
they 'maw the basic procedures involved in creating an ad.
any of our students will work for small newspapers. In

such a position they will sooner or later be called upon to
draw up an ad. When-that time comes, I hope they will at
least know where to begin.

Another teacher from a larger university which offered an advertising
seclunce noted that his school had added a new course which deals with ore of
the chief ale.% normally considered in the introductory course:

We hq..-e no croltive assignments because we want to draw
heavily from stue.i.nts who are interested in the area but

might be scared off by such work. There is plenty of
opportunity for that elsewhere, anyway. The purpose of the
course is to cover the general nature of advertising, includ-

ing muca reeding and discussion about creative tasks. We
used to have a lot of material about advertising in society
(ethics, consumerism, regulation, etc.) in the course, but
we took most of that out and put it into another course
called Mrtss Communications for the Consumer. Therefore the
Principles course is now i(.ostly industry oriented, and

basically very practical, in anticipation of the later
courses in the seauence.

114
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Also becoming more popular in the larger schools, as indicated by the
survey, are separate stations for majors aiid non-majors, with the non-mai:ors'

::^ Lion mainly a broad overview of the institution of advertising and its

social implications :1 :.:fors' Laction an introduction to fuyther srecial-

ized study in the field.

Team teaching, audio-visuals and guest speakers were the most frequen%ly
mentioned methods of helping arouse studo.lt interest in the introductory
courses. One p.:ofe7sor shared his method of adding depth to the course pre-

sentation:

My own personal belief is that professional people in the
classroom adds the breath of life to advertising, in many
stude:-.ts' opinion. So I always arrange for at least 25 per
cent of the lectures to be given by professionals from
agencies, companies, and media organizations. I assign

them their topic some two months in advance, reauire them
to make it as visual as possible (film, commercials, tapes,
slides, whatever) and ask that all material become the
property of the university at the end of the lecture. In

this way I build our library of current materials, which
are then available to any other professor for other courses.
We have had excellent cooperation from the pros in this

effort.

CONCLUSIOES

The study indicates that the purely practical how- to -do -it emphasis in

the introduction to advertising course is not as popular as a more theoretical

approach among the teachers of the course. The numLer of respondents who

chose the coubination approach slightly outnumbered both the others added

together.

Host teachers responding to the survey indicated that they introduce
their students to practical layout and writing problems, and even let them try

their hands at some writing, layout, and campaign assignments.

TABLE 29

iIurnber of Professors Requiring Certain Assignments

Assignment Yes Do

writing ad copy 64 37

making ad layouts 58 44

planning a campaign 54 48

preparing ads for a campaign 43 58

3ut they viewed this as giving the students an opportunity to "get their feet

wet" in advertising, not as an attempt to produce copy writers or layout

artists of even minimal proficiency.

In short, the respondents viewed the introductory course as just that -an

introduction to advertising.

15



Till Tv ;ACHING OE ADVERTISING IN BUSINESS SCHOOr3 AND

JOURNALIS/Cal i1571.C,'AT:ION SCHOOLS: A CO?1PARISON

by
Barbara J. Coe

Associate Professor, Graduate School of Business
New York University

Advertising in the educational curriculum of universities and corer:es 3n
he United States has evolved over time from heavy representation in journalism
ssk.tings to business settings back to journalism settings and is now msving
into colleges of communication.

The purpose of this paper is to consider the similarities and differences
in approaches to the teaching of advertising as fouil in business schools and
jet(rnalism schools. Comparison will be based on a consideration of basic
advertising courses offered at the undergraduate and graduate level.

SIMILARITIES IN APPROACHES

In both the business and journalism settings the basic courses on the
undcrEraduate and graduate level are similar in several ways.

First, the majority of these courses will stress the purposes, objectivts,
strLtegies and classifications of advertising and the use of agencies and media.

These basic topics of the advertising process form a major portion of the sub-

ject matter in introductory courses. Examples utilized in class to illustrate

the points will vary with the background of the instructor but the basic themes

remain the sa7:e.

Second, the assumption underlying the basic courses on both undergrad.tate

and graduate level is that this represents the first exposure of studerts to

advertising. Given this is the student's first exposure, problems relating to
misconceptions, myths, and negative attitudes and opinions concerning advertis-

ing must be considered. Nany students take advertising due to a fascination

with the topic. A fascination often built on misconceptions generated by the

mass media.

Finally, especially on the undergraduate level, some of the students
enrolled in the course will be from outside the business or journalism school.

Their motivation for electing the course may be curiousity, random choice, an

easy grade, or interest in the subject ratter. They represent a special chal-

lenge to the instructors in the course because they have no common background

or orientation.

DIFFEN,OCES IN APPROACi1ES

Advertising as taught in business and journalism schools is differentiated
by such considerations as: 1) differences in the student audience; 2) differ-

ences in the background of the instructors; and 3) differences in the appiJach

to and emphasis on course content.

lh



Student Audience

The differences in approach found in businces and journalism courses is in
large measure attributable to the differences in the audience.

7n an undergraduate school or college of business, students will hove the
option of majoring in one of four to six functional business fields. (The most
commonly offered functional fields include Accounting, Economics, Finance,
':anagement, Marketing, and Quantitative Methods.) Advertising, in the majority
of business schools and colleges, is not offered as a major. (Based on a survey
et the catalogs of 625 four-year schools and colleges of business. Of this num-
ber only 69 (115) offered a major in advertising.) The undergraduate business
student may often take only one advertising course. This will represent his
entire formal exposure to the area. While the student may elect only one course,
'els does not mean undergraduate departments limit themselves to only one adver
tising course. In some business offerings as many as four advertising courses
ere offered on the undergraduate level. (Of the 625 schools and colleges sur-
veyed: 125 (205) offered two advertising courses; 106 (175) offered three
advertising courses; and 25 (45) offered four or more courses.) Generally,
these are part of the program of the Department of Marketing and are offered as
electives. In addition, some of the courses are actually duplicates of offer-
lee's in the Journalism Department. (Of the 625 schools and colleges surveyed:
61 offered a second advertising course jointly with journalism; 82 offered at
least one of the three advertising courses available jointly with journalism;
and nine offered at least one of the four or more advertising courses available
jointly with journalism.) The student will register under the marketing course
number but will actually be a member of the journalism class. This is primarily
true for courses offered beyond the basic course, but normally not for the basic
course itself. The prerequisite for the basic advertising course in a business
school is generally a principles of marketing course.

At the graduate level, the majority of business, students are pursuing the
MBA degree. In such master's programs, the course offering in advertising is
generally limited to one course, (Of the 625 schools and colleges surveyed 487
had graduate rror,'ams. Of the 437, 410 offered a graduate level advertisir;
course. Of the rereaining 77, 49 allowed interested students to take an under-
graduate advertising course.) though not all ESA programs offer a graduate
level advertising course. In such situations, the student is often allowed to
take an undergraduate course to satisfy his interest in the area.

On both the undergraduate and graduate level, the vast majority of the
students will be taking only one advertising course while journalism students
may take several specialized courses dealing with different aspects of advertis-
ing. For the average business student, advertising is not viewed as a career,

rather as part of the total marketing mix which must be managed. Therefore,

he is more interested in managing advertising as a tool rather than in knowing
hew to actually plan, develop, end inPlement a campaign. Given the interest of

hip type of student as the main audience, the business advertising course is
Iczirned to meet these special needs. Many journalism students, on the ot11.1.:*

11*-d, will be working either directly in advei tising or in jobs that reg.i!ee a
,Iractical understanding of the actual development of the advertising campaign.
he journalism student, through his selection of an advertising major, has
specifically indicate? his interest in being a technician and/or practitiorer

in a specialized field. This makes for a special audience in terns of ad:Pcti7-
ing courses to be taught.



Back;round of Instructors

Individuals :and teae1 1-11f7 in nrylc r6radl.late and graduate business cols
and collef;es tend to have str,,ng buiiners bacLgrounds, but not necesst:ily In
the acvortising area. Preparation for teaching has come from graduate edn.:--
t5 on in business and cconoLics mo:t work experience in the business

sector, or a combination of these. The instructor is normally part of the
marketing cr management faculty and is e%pected to teach a variety of COU:SCS
including adveltising. Due to the limited number of advertising courses tauglIt

at both the undergraduate and graduate level in the business schools, instruc-
tors teaching in this setting do not usually cite advertising as their only or
major teaching interest. To have such a defined interest would normally cause
an instructor to seek a position in a journalism or communication college where
he could develop his expertise in depth.

The approach instructors use in teaching the subject reflects their inter
est in the topic, their other business interests, their background, and the
needs of the students. Due to the need to keep current in a field which
changes as fast as advertising, some instructors ul:o have little interest in

the topic to begin with find the job of teaching an advertising course to be a

burden. In comparison, the instructor in the journalism advertising course has
normally been a practitioner or is currently a practitioner in addition to his

teaching and rescar :h function. His selection of a journalism school as his

base of operation indicates his teaching interest. The range of subjects he

will be called upon to teach will be more closely related to advertising than

f.s often the case for his counter part in the marketing or management setting.

His teaching style is the result of his background, his research interests, his

consulting activities, and the needs of his stuOants. The business instructor

can be expected to take a management approach while the journalism instructor

will take a practitioner's approach.

Course Content and Approach

Witl.in the advertising courses the content and approach emphasized also

differentiate the business from the jcurnalism offering. These differences

include: 1) degree of orientation to the management of advertising as a tool

in a company's promotional mix rather than an emphasis on designing end de,relop-

ing advertising, from a practitioner's point-of-vies: 2) variations in the

indepth development of various topic areas covereo 3) reauired demonstrations

by the student of expertise developcd as a result of exposure to course mate

rials; and 4) emphasis on local/regional versus national advertising planning.

In business advertising courses the emphasis is on the management of

advertising as a tool. Advertising is vieued as one of the tools available to

management in shaping the marketing strategies to achieve stated goals and

objectives. The relationship of advertising to other tools available, its
relative ccst-benefit, it advantages and limitations in various a tuetions,

and its over-all potential contribution to the success of the firm in reacl!ing

its goals a:e key considerations. Given that the business student may take

only one advertising course, it is vital the orientation be toward detccinz-

tion of the job to be done, determination of its cost in relation to its con-

tribution, determination of appropriate personnel, and evaluation of the

results. The vier is one of managing and evaluating a function performed by

18



experts not one of nerloing the function himself. Seeing advertis r.g as part

of a larger manag:ment/marke'Ang mix is the desirable end result of the cour:le
6:.udents who develop an interest in the practitioner's role as a result of the
course would be c:pe,..ted to seek out addlidonal courses, most likely in the

journalism or communication college.

In journalism advertisThg courses the orientation is to a practitioner's
understanding of the development of advertising and less emphasis on how adver-
tising fits into the overall scheme of things. The journalism student will
most likely taLe several specialized courses which get into the particular

areas such as layout, print media, electronic or broadcast media, photography,
as well as many other areas. In the basic course, therefore, emphasis is on
developirg a basic understanding of the practitioner's role and function.

The differences in orientation translate into variations in the indepth
development of the various topic areas covered in the basic courses. The busi-

ness approach is one of surveying the major areas of advertising as it relates
to management in a business setting. Because this may be the only exposure a
student has, an effort is made to cover as many facets as possible. Yet, due

to time constraints, no sufficient indcpth examination is possible. The end

result is an orarview of advertising as a management tool. The text selected

for the course will reflect both the management orientation and the survey
approach. (Texts by Wright, Warner and Winter and Dorothy Cohen are representa-
tive of the type of book favored in undergraduate and graduate business adver-
tising courses.) The basic journalism advertising course also takes an over-

view approach. But the difference lies in the fact that the majority of topics

touched on in the basic course will be developed ia advanced courses. Those

topics which are developed in depth in the basic courses are ones which will
serve as foundations for the advanced courses. The texts adopted for the basic

courses also reflect the practitioner% orientation and are written on the pre-

mise that the student is teginning a course of study which will be implemented
by more inderar coverage at a later time. (Texts by Sandage and Fryburger, Dunn
and Barbaa, and Otto Kleppner are representative of the type of book favored in
undergraduate and Graduate journalism advertising courses.)

The orientation and depth exhibited by the basic courses leads to different
recuirements In terms of demonstrations by students in the form of semester
projects. Given the heavy orientation in business advertising courses toward
management of advertising as a tool and its role in the overall goal attainment
of the company, it is not surprising that required demonstrations generally
take the form of case analysis. The case approach is suited to the treatment

of advertising in a management setting. The interrelation of advertising with

other areas of the firm, its cost as related to benefits, its advantages and
limitations in various settings, and the evaluation of it as a tool can be

treated effectively in the case situation. The instructor is generally comfort-

able with ti- case approach and finds it suitable as a teaching tool. The

students are also generally familiar with the case approach since it is often

used in opher business courses. The semester project or several smaller proj-

ects assigned throuahout the semester is more often found in the journalism

course. Here, where the emphasis is on the practitioner, the project is 'lest
suited to translatin,, theory into actual practice. The individual assignments

throughout the semester can be effectively utilized by the instructor to
emphasize various aspects of the basic course and to give the student a
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"hands-on" feel for the tcpics. The case approach favorcal in business schools
is less suited in the journalism setting who-.:e a more specialized approach to

tae topic is desirable. The stuaent and ia some cases the instructor doe:; net

feel as comfortable with the case method as with the project approach. The
business instructor generally experic:ees the reverse situation.

A final area of difference in course content and approach relates to the
emphasis on local, regional and rational advertising. The orientation in the
basic course in undergraduate and g2aduate business settings is toward the
large national firm and its use of national advertising as a management tool.
The orientatiJn in most business scLools is towiia the problems and activities
of large corporations. The tactics, strategies c.nd theories developed and

studied reflect this orientation. It is often assumed that if the tactics,
strategies and theories are developed for large corporations, they can be modi-
2ied for use by smIller firms. Problems and information relating to regional
or local business are normally relegated to one or two chapters in basic
marketing and management texts. It is only natural given the orientation and
interests and backgrounds of the faculty teaching the course that the emphasis

in the advertising course is on national advertising and advertisers. Informc.-

tion on the activities of large corporations is often readily almilable and the
excitement of discussing a firm spending over 100 million dollars a year on
advertising seems greater than discussing a firm who has 40 thousand dollars to

spend. Given the nature of business student, especially at the graduate
level, their career goals often relate to employment with large corporations
and their interest is in the problems of these corporations.

The journalism student will, on the other Land, be exposed to a greet deal

of information relating to local and regional advertising. Many of these

students already work or will work in locally oriented media, in advertising
agencies serving a variety of companies, or in local and regional companies.

They are less likely to hTe career goals involvinz eventual employment with

large national corporations. Specialized advanced courses will especially

focus on local media and the development of local and regional advertising

campaiLi.s. Instructors in the journalism courses are often experienced in

local or regional media, local or regional agencies, and local or regional
companies. he geographic orientation of the courses then, becomes a function

of: 1) student career orientation and 2) instructor orientation and experience.

In summaiy it may be said that the advertising taught today in business
and journalism oriented settings is similar in some ways. The detailing of

purposes, objectives, strategies, c_uassifications, use of agencies, and use of

media is usually found in courses taught in both settings. But the offerings

also differ in many ways. The differences include: 1) degree of orientatien

to the manage:Lent of advertising as a tool in a company's promotional mix

ratner than an emphasis on designing and developing aavertising from a practi-

tioner's point-of-view; 2) variations in the indepth development in the various

topic areas covered; 3) required demonstrations by the student of expertise

developed as a result of exposure to course materials--the form of semerter

projects varies widely; and 4) empl-,asis on local/regional versus national

advertising planning. The difference in approach iS in large measure attrilsut-

able to the differences in audianse. In the business school setting the vast

majority of the students will be taking only one advertising course while the
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journalism student may take several specialized courses d.aling with afferent
asl:acts of advertising. For the average business student advertising is not
'5eued as a career, bht rather a.; part of the total marketing mix wh5.ch im:.st be

managed. Ti-arefore, he is more interestei. in managing advertising as a tool
rather than in kn-ring hou to actually plan, develop, and implement a camyuijn.
G: fen the interest of this tyle of student as the main audience, the business

adve:tising course is dosicned to meet chece special needs. Many journalirim

tudents, on the other hand, will be working either directly in advertising or
in jobs that require a practical understanding of tha actual development of the
ad/ertising calpai;n. The instructor in the business advertising curse uill
almost certainly have a strong business lx-ckgro',Ind, but not necessarily in the
advertising area. The arproach business instructors u.-,e in teaching the sub-

ject reflects their background and the reeds of the students. The instructor
in the journalism advertising course has normally been a practitioner or is
:ur:antly a practitioner in addition to his teaching and research function.
as teaching style is therefore a result of his background and the needs of his
students.

To date there has not bcen a vast amount cf communication between the tvc
different advertisin;: education groups. Increased communication could benefit

both groups in terms of a sharing of attitudes, techniques, and philosophies,
and the possible evolution of advertising as a more unified body of theory and

practice.

This increased communication could be brought about in many ways:

1) More co. tact on individual campuses between people teaching advertis-
inP: in business-journalism-communication settings. This could be done

informally or through faculty seminars.

2) More contact within advertising associations (such as the AM) between
individuals teaching in business and journalism. The tendency at

meet:ags to seek out only those who tench in similar settings compounds

the communication problem. Panel discussion, such as this one, involv-
ing people from differt:nt settin-s is a good starting point for

further contact.

3) Joint sponsorship of ADS and GIX chapters by both business and
journalism groups in an informal if not formal arrangement.

4) Joint ressa-ch projects among f:.culty with different backgrounds and

interests involviAg probler.s commonly recognized.

5) ilorc interdiscivlinary flavor in journals.

Closer working relationships between teachers of advertising can aid in

euhRneing the role of advertising as an academic field.
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AiWITTISTaG ELUCATIOU: A REAL WORLD
CLIE:;T/CO:JPDYITIVE MODEL

by
Thomas E. Barry

Assistant Professor, School of Business
Scuthern Methodist University

Robert L. Anderson
Assistant Professor, College of Business

University of South Florida

In most areas of study there is usually a controversy between people who

teach in the discipline and those who practice the discipline. This is cer-

tainly true in the field of advertising. To establish this point the follow-

ing statements have been selected as fairly representative of both sides of the

controversy.

The valuable advertising graduate is one with a broad
professional interest in business, with the ability to
identify the root cause of a problem. An agency is made up

partly of extremely talented specialists, such as artists

and writers but for the student *.rho is not an artist or writer,

a narrow specialized education will not fill the bill. Agen-

cies now are looking for the student with a professional

interest in business who is well prepared and kenerallv

grounded in theory, if not in practical aspects (underlining

added for emphasis). (Jones, 1970)

The quality of advertising education has no doubt improved

the most by changing the basic vocational approach to the

teaching of advertising to the more theoretical approach. It

should be said that many prospective employers of our grad-

uates still feel that the nuts-and-bolts approach is best.

In fact, it is not unusual to hear advertising education

criticized et meetings of professional practitioners for the

lack of teacning the colts-and-bolts. (Ross, 1973)

Many students have a narrow perspective of marketing and

do not appreciate that advertising is one facet of the

marketing mix.... Many programs tend to make technicians

of their gradliates. These students try to quantify advertis-

ing rather than develop the creative aspects.... Education

progrems.in advertising are aimed in the majority at develop-

ing generalists. Yet business needs many advertising

specialists. (Montana, 1973)

Applicants from school for junior positions--for instance

in media--know how to punch out a reach and frequency result

from a computer. But very few of these people understand

the concepts involved and are unable to recognize when the

result is sensible or when it is in error. (Zeltner, 1973)
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Advertising education is healthy. The graduates of
advertising progra"is throughout tl.e ecuitry are wen pre-

pared to move rapidly and effcotively into the advertising
business, es;:ecially with agencies. The long-time contro-

versey over the educational issue of 'theory and philosophy

vs. trade school approach' is dead. There is room for both

in today's educational procers. (Christian, 1973)

The above statements from educators and practitioners demonstrate the

diversity of opinion that still exists in advertising education. Some practi-

tioners and educators desire specialists and some desire generalists. HoIdever,

there appears to be more of a consensus among educators and practitioners than

meets the eye. In a study conducted by Moore and Leckenby (1973) among adver-
ing educators, students and bractitioners the results of a questionnaire (see

2aJ1e 1) dealing wth the objectives of an advertising curriculum il1ustrate a

rather parallel viewpoint between educator and practitioner.

TABLE 1

Possible Chjectives of Advertising Prog%!ams*

Students Prsetitioners Educators

Preparing students for
first job in advertising

Preparing students for
long range careers

Teaching students latest
advertising approaches

Providing stcdent with
train ing and judgment in
problem solving

4 4 4

1 2 2

2 5 5

3

Giving the student an ap-
eciation of the field of
advertising in general 3 3

*Ban::.ings based upon mean rankings for each group

1 = nost iml!ortaut; 5 = least important

Thus the livergence in opinion among practitioners and educators appears to

with the mc!.hoas of achieving the objectives rather than the objectives them-

selves. This is illustrated in TP.BL73 2 drawn from the Moore. and Leckenby

stuey.
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TABLE 2

Areas of Content for :n Advertising Sequence
(1 - Very iml,ortant) ;Aeon Comparicon

IIISTITUTIOIIAL COI:C2,FTS

nractitionevs EOueators Students

Advertising History 3.5 3.14 3.8

Advertising & Society 2.3 2.0c" 2.6
Advertising & the Economy 1.7b.r 2.1 2.5

GROUP MEAU 2.5 2.5 2.9

THE PROCESS
Advertising Organization 2.8 2.5 2.1

Advertising Research 1.8
.

1.9 2.0

Art and Layout 2.0a 2.6c 2.0
Copywriting, 1.6 2.0* 1.3

Legal Aspects of Advertising 2.1
.:

2.4
n VW

2.4

Mechanical Production 2.3aC 3.3- 2.3

Media Planning 1.8 1.9 1.4

Radio-TV Advertising 1.7 2.1 1.8

Retail Advertising 1.9a- 2.5 2.1

GRCUP :4 AN 2.0 2.35 1.96

RELATED AREAS
Consumer Behavior a.4 1.6 1.7

Communications Theory 2.0b" 2.4 3.0

Computer Technology 3.3 3.2 3.6

:agazine Article Writing 3.3- 4.0 3.6

:larketing Concepts 1.4 1.8 1.8

Photcgrephy 3.1
3.4c-- 2.7

Public Relations 2.2 2.7 2.6

GROUP LAII 2.38 2.72 2.71

OTE: a = Practitioner-Educator Comparison
b = Practitioner-Student Comparison
c = Educator-Student Comparison
*:hsignificant difference at .01 level

significant difference at .05 level

Perhaps part of the divergence of opinion as to what should be included in
advertising education is due in part to the diverse backgrounds practitioners

have. John Crichton, President of the American Association of Advertising
Agencies presented the results of a survey he conducted (1972) to a symposium
which honored Charles H. Sandage of the University of Illinois upon his retire-
ment from taaching. The survey was taken from 485 agency personnel in 18

offices of 31 lar6er agencies. The results of his survey (see Appendix) high-

light the diversity of backgrounds among agency personnel. Depending on the

area a practitioner works in (the executive group, media/research group,

contact/marketing group, or creative group) the undergraduate training is q%!to

different. Therefore, one might suspect this training difference would con-
tribute much to the disagreement as to the methods of best preparing a student

for a career in advertising.
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Two points should be made from these studies. First, from the results of

the Moore and Leckenby study the educators and Practitioners appear to agree

that a broader based curriculum is needed. Note the importance attached to

areas such as consumer behavior, marketing concepts, research and retail

advertising in Table 2. Second, the Crichton study suggests that a variety of

majors will suffice as an educational background for entering advertising.

However, it is believed by the writers that the objective ranked first in the

Moore-Leckenby study (see Table 1) points to the need for advertising curricu-

la to be more integrative and not just broader in scope. Dunn (1967) details

the objectives of a curriculum that appears to be integrative in purpose:

1. To develop the student's skills as analyst, decision-maker, and

planner in advertising and related communication fields.

2. To familiarize the student with the newest tools of analysis and

decision-making (behavioral science, mathematics, computers, etc.)

and provide an understanding of their use in advertising.

3. To help students comprehend the relevance of social sciences, humani-

ties and physical sciences in advertising theory and practice.

4. To equip the student with enough knowledge of practice in advertising

and information-gathering techniques that he is ready to work effec-

tively in putting advertising into practice.

5. To equip students with a basic understanding of our social and

economic order and the governmental climate in which advertising

operates.

6. To develop the students' power of innovation and creative thinking.

7. To educate the full meaning in the liberal tradition but keyed to a

professional advertising purpose.

The question is, can present methods of teaching advertising accomplish

the goals of producing specialists, generalists and integratively oriented

students? The traditional methods of lecture/class discussion, term paper,

game theory, and case analysis all have their shortcomings. Perhaps the

severest shortcoming is the lack of student initiative, involvement and

responsibility for integrating a total campaign in a real-world setting. One

method which might meet this criticism is the "real-world client/competitive"

model (Professor Norton Sabo of The American Institute for Foreign Trade

utilizes an approach he calls the "agency approach" which is quite similar to

the client/competitive model. Advertising Age, September 2, 1968.) which is

the focus of the remainder of this paper.

THE CLIENT/COMPETITIVE MODEL

The authors have been friends for over ten years and teaching colleagues

for most of that time. Both have taught and experimented with advertising

courses. We think that the heart of much of the controversies of education of

any kind seems to boil down to.the conflict between efficiency and effective-

ness. The efficiency criterion of advertising education refers to the number
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of students taught per education dollar. This approach suggests cramming as
many students into the classroom as the faculty mwdher (and students them-

selves) can tolerate. The effectiveness criterion rercrc to how well the
educational process prepares the advertising student to enter the business

world and be of value to an organization. Obviously we are looking for some

level of optimization where we can effectively instruct our students and be

efficient at the same time.

Alternative Teaching Modes

For each faculty representative here today there is probably at least one

teaching style in the classroom and maybe two or three. The options open to

us as educators include, among other things, lectures, discussions, computer

games, term papers, problems, cases, hypothetical projects and real client-

oriented projects. Each educator has his own way of disseminating knowledge to

the student. It is probably safe to say that there is no one best method for
all professors as there is no one best method of learning for all students.

(An extensive study about how managers learn is in progress at the Massachusett.

Institute of Technology. See: David A. Kolb, "On Management and the Learning

Process," Working Paper, Alfred P. Sloan School of Management, March, 1973.

The researcher contends learning consists of a multi-cyclical process and is

empirically investigating an experiential model of learning.)

The reality of the matter is that some combination of two or more of the

above styles would lead to the optimization of learning given the efficiency/

effectiveness criteria. The authors propose, as a major part of a basic

advertising course, (Note that our perspective is a School of Business where

there is one--tvo at most--courses in advertising. The students have virtually

no background, academic or practical, in the field at all.) a reel world

client/competitive model for advertising education. We feel that this

approach enhances the educational process in three important ways:

First, it aids in closing the gap between educators and

practtioners and their perceptions, attitudes and behaviors

in and about the advertising world. It accomplishes this

through experiential learning, not only for the student, but

for the faculty member and practitioner alike. This is

because the model necessitates the interaction of these
three actors in the learning process.

Second, it motivates students to take the initiative and

to accept the responsibility for actually solving a problem.

Much of our education today is passive rather than active.

Our students are required to read the principles, understand

the concepts and feed them back on some kind of examination.
Rarely are they challenged to read the principles, understand

the concepts and take the responsibility for implementing the

concepts to solve somebody's actual problem or problems.

Third, the students are evaluated based on their performance

and the results which they Produce. This evaluation is performed

by their peers, the faculty member and the client for whom the

students work. They getreal-world feedback about their ability

to solve an advertising problem.
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How the Model Works

Prior to the development of campaign projects, students are given

theoretical and conceptual input about the nature of advertising management.

This is done through a variety of means including lecturettes, discussions,

cases, books, articles and so on. The theory input is minimized due to the

concentrated amount of time in which it is disseminated, The lifoject takes

about 60 percent of the semester's time.

At the initial stage of the campaign projects, the students are informed

of the clients for whom they will be working. The clients are directly

solicited by the faculty member. Depending on the size of the class, two to

four competitive groups are formed for each of the client projects. Each group

forms its own advertising agency with various members having responsibility for

manacement, media, creative and research activities. All of the groups for

each client meet together, initially. Here the client presents the situational

analysis, or at least the beginnings of it. The agencies learn the history of

the company, the marketing and promotion objectives and then the specific task

for the semester. From that point on, the groups meet with the client individu-

ally whenever they see fit.

The students then develop a total promotional campaign for the client to

meet the agreed upon objectives. The competitive presentations are made orally

at the end of the semester with the client, the faculty member and various

members of the advertising community judging which agency in each project

"receives the account." Then written projects are turned into the client and

the faculty member for the academic evaluation of the course. Although in the

past, specific campaign formats have not been required, it is suggested to each

agency that their final projects follow this format:
1. Analysis of the situation--nature of the market, the product and the

customer.

2. Determination of marketing, promotion and specific campaign objec-

tives.

3. Determination of a budget. The client may give the agency a specific

budget or a range within which to work. The students then determine

how much of that range they will spend.

4. Develop a media plan and schedule.

5. Develop a creative strategy with specific spots and insertions.

6. Coordinate the campaign with the other marketing mix variables of the

firm.

7. Establish a plan for measuring the effectiveness of their suggested

campaign should the client implement it.

In sum, Figure 1 presents the steps involved in the teaching model:
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Books
Cases
Discussions

Word-of-gouth
Student Input

Faculty Input
Client Alternatives

FIGURE 1

Concepts

Theories
Principles

'1:

Client Selection

Group (Agency) Formations

Lectures
Articles
Observations

Faculty Promotion
Peer Input

Friendships
Past Experience

I Other Businessmen I
Course Faculty

iOther Faculty I Agency/Resource Interaction Other Students

Other Books,Cases,etc,-- Clients

Faculty

1
Client

I

Agency Audio-Visual Presentation

1

Final Written Presentation

Oral Presentation
Written Presentation
Faculty Evaluation

Final Grade

Practitioners I

Peers

Exams
Term Paper
Peer Evaluation

STEPS IN DEVELOPING REAL-WORLD CLIENT/COMPETITIVE TEACHING MODEL
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Processing and Evaluating the Agencies

The problems of this approach start with the developmert of the agencies.

Some client projects are much more appealing to the students than others. To

date the most democratic, although not always the most efficient, way to form

the groups is to let the students decide which project they want. What usually

happens is that informal groups are formed and vie for a particular project

client. Individuals who have nc preference for either working with a particu-

lar group of peers or witha particular client, are placed into project teams

where there is space.

Students are evaluated all through the semester by their agency peers.

This evaluation includes such dimensions as attendance at meetings, creative

contributions and completion of tasks assigned. At least four group evalua-

tions are administered i ughout the semester. At the end of the semester,

peer evaluation comes in :ms of the individual's evaluation of him- or her

self as well as the evaluation of the group's members. Serious evaluative

deviations are handled in small group conferences with the faculty member.

One agency from each project is awarded the account. Evaluation is per-

formed by the client, the faculty member and one or two other advertising

practitioners. The final written project is evaluated by the faculty member.

A student's grade is determined mostly by the faculty member's evaluation of

all of the semester's work and in part by peer evaluations for contributions

toward the project. Practitioner evaluation only comes in at the oral pre-

sentations but does not count in the grades. Both the authors and practi-

Zdoners are constantly amazed at the professionalism of the oral presentations

even though they are not graded (something about pride, ego and future job

potential)!

Pros and Cons of the Model

Many diverse business and pub

approach to advertising education.

Client Name

Sea-Breeze Fish Company

Holiday Inn
Howard Johnson's
Quality Inn
Valley View Shopping Center
Old Town Village
Republic National Bank
Fair Park National Bank
Eugene Frazier Studio
Jefferson Insurance Company
CondoLease, Incorporated
Dinner Theaters, Inc.

SIM Distributors
Dallas Police Department
Next Door Restaurant
Extremultus, Inc.
Wall Street Journal

lie organizations have taken part in this

Among the past and present clients:

Business/Project Area

Fish Processor
Motor Inn
Motor Inn
Motor Inn
Regional Shopping Center
Strip Shopping Center

Bank
Bank
Corporate Decoration
Hospitalization Insurance
CondoVilla Leasing
Playhouse-restaurant
Hot Beverage Machine
Minority Recruiting
Family Restaurant
Conveyor Belts and Drive Chains

Subscriptions and Space
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The advantages of this model over other teaching methods are:

1. It is real and experiential.
2. It forces a socialization process among the students which they will

experience in the business/advertising world.

3. It is ambiguous enough that it is frustrating and challenging for the
students.

4. It motivates the students because of its competitive nature and its
potential for ego-satisfaction.

5. It is well accepted by many business community participants.
6. Tt forces interaction among students and faculty; students and

practitioners; students and students; and faculty and practitioners.
7. It gives students a sense of responsibility and a feeling of

accomplishment.

8. It produces a tremendous amount of faculty satisfaction that students
are learning something that they might retain--a process.

9. It leads to high teacher-course evaluations.
10. It leads to potential consulting.

The disadvantages of this model are:

1. It is extremely time-consuming for students, faculty and practitioners,
in that order.

2. Students often prefer to do their own work and not rely on other
people.

3. Students do not like to evaluate each other.
4. Some clients are unrealistic in their expectations.
5. Some students are put on projects they dislike or with people they

dislike (not too unrealistic from the business world).

All in all we feel that this approach, particularly when combined with other
teaching approaches, is very effective. It does lack somewhat in efficiency
even though the class can be as large as 60 and still be implemented effec-

tively. With the client/competitive model, the gaps and controversies of

advertising education can be narrowed if not completely closed. But it takes

commitment--by students, by faculty and by practitioners. But at the end of

the semester, all of that commitment seems very worthwhile!
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Appendix

TABLE I

Executive Group - Undergraduate Major

English

Total Up to 49 50 and Over

31(32%) 14 (32%) 17 (31%)

Economics 19 (19 ) 6 (14 ) 13 (24 )

Business Administration 10 (10 ) 4 ( 9 ) 6 (11 )

Journalism 10 (10 ) 3 ( 7 ) 7 (13 )

History 8 ( 8 ) 4 ( 9 ) 4 ( 7 )

Psychology 6 ( 6 ) 4 ( 9 ) 2 ( 4 )

Political Science 6 ( 6 ) 0 ( 0 ) 6 (11 )

Engineering 5 ( 5 ) 3 ( 7 ) 2 ( 4 )

Advertising 4(4) 0 ( 0 ) 4 ( 7 )

Liberal Arts ( ) 1 ( 2 ) 3 ( 6 )

Mathematics 4 ( 4 ) 1 ( 2 ) 3 ( 6 )

Marketing 3 ( 3 ) 1 ( 2 ) 2 ( 4 )

Soclology 2 ( 2 ) 0 ( 0 ) 2 ( 4 )

Philosophy 2 ( 2 ) 1 ( 2 ) 1 ( 2 )

Science 2 ( 2 ) 0 ( 0 ) 2 ( 4 )

International 2 ( 2 ) 2 ( 5 ) 0 ( 0 )

(6 other subjects mentioned once)

TABLE II

Executive Group - Graduate Major

Total Up to 49 50 and Over

(27) (16) (U)

Marketing 8 (30%) 5 (31%) 3 (27%)

Economics 3 (11 ) 2 (13 ) 1 ( 9 )

English 2 ( 7 ) 2 (13 ) 0 ( 0 )

Law 2 ( 7 ) 0 ( 0 ) 2(18 )

Once: Engineering
Finance
History
Architecture

Motion Picture Production

Classics
Statistics
Business
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TABLE III

Creative Group - Undergraduate Major

English
Art and Design
Advertising and Marketing
Journalism
Drama
History
Economics
Philosophy
Ausic
Business Administration

Total
--1TT)

'30 (415)
11 (15 )

8 (11 )

8 (11 )

4 ( 5 )

4 ( 5 )

2 ( 3 )
2 ( 3 )

2 ( 3 )

2 ( 3 )

Once: Fashion Biology
Communications

German
Theology

TABLE IV

UD to 49 50 and Over
(54) (19)

16 (30%) 14 (74%)
6 (11 ) 5 (26 )

6 ) 2 (11 )

8 (15) o ( o )
4 ( 7 ) o ( o )
4 ( 7 ) o ( o )
1 ( 2 ) 1 ( 5 )

( 2 ) 1 ( 5 )

1 ( 2 ) 1 ( 5 )
1 ( 2 ) 1 ( 5 )

Media/Research Group - Undergraduate Major

Advertising and Marketing
Psychology
English
Journalism
Mathematics and Statistics
Economics
Business
History
Engineering

Once: Accounting Geology

Total
(1F)
14 (20%)

10 (14 )

9 (13 )
7 (10 )
7 (10)

5 ( 7 )

5 ( 7 )

5 ( 7 )
3 ( )

UD to 49 50 and Over
(56) (14)

12 (21%) 2 (14%)

8 (14 ) 2 (14 )

6 (11) 3 (21 )

7 (12) o ( 0 )

6 (11 ) 1 ( 7 )
2 ( 4 ) 3 (21 )

2 ( 4 ) 3 (21 )

5 (10) o ( o )
2 ( lt ) 1 ( 7 )

Fine Arts Science

TABLE V

Contact/Marketing Group - Undergraduate Major

Advertising and Marketing
Economics
Business Administration
English
Journalism
Political Science
?sychology
Mathematics
History

Total
(44)

10 (23%)
7 (16 )

5 (11 )

5 )

4 ( 9 )

4 ( 9 )

2 ( )

2 ( 5 )

2 ( 5 )

Up to 49 50 and Over

(34) (10)
9 (26) 1 (10)
5 (15 ) 2 (20 )

4 (12) 1 (10 )

2 ( 6 ) 3 (30 )

3 ( 9 ) 1 (10 )

4 (12 ) o ( o )
2 ( 6 ) o ( o )
2 ( 6 ) o ( o )
0 ( 0 ) , 2 (20 )

Onco: Sociology Geology Architecture Market Research
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EVOLUTIO OF AD EMPHASIS

by
Fenton E. Calhoun

Assistant Professor, Advertising anphasis Coordinator
f2ommunications Department

California State University - Fullerton

At the beginning of the academic year 1973-74, it became necessary to

examine the Advertising Emphasis of the Communications Department at California

State College-Fullerton. It had been evolving, but from whence and whither?

Although enjoying continuing increases in enrollment, the university found that

more and more students were taking fewer and fewer courses, which had a very

unsettling effect upon budget considerations. All of the schools and depart-

ments of the university were faced with the burden of doing more with less, a

pl-oblem not unique to California. It had been hoped that the advertising

e=phasis could be revised and enriched during this period of growth. It was

clear that any enrichment and revision would have to be done within the con-

straints of very limited funding and without expansion of physical facilities.

The first task in setting up guidelines for systematic evolution appeared to

be an analysis of trends in advertising education, particularly in the west.

Another task was an attempt to redefine "advertising education" in view of the

rapidly changing nature of the business and the organization of its functions.

During this period of economic and political disruption, any attempt to

identify "trends" in institutional activities can be an exercise in frustration.

Even the most zealous champions of the merging science of forecasting and trend

projection (Herman Kean and the Futurist Society among them) are quick to admit

that surorise-free constants are hard to come by these days, and that variables

are ever more various. Trend analysis in education at any level cannot escape

this acceleration of unpredictables, and analysis of advertising curricula in

higher education is particularly difficult. This is largely due to the unique

relationship of advertising education and the profession which it serves.

Wright, Warner and interl point out that advertising can be viewed pri-

marily in terms of what it designed to accomplish (its functions), or as a

socioeconomic institution when viewed in the aggregate or abstract sense. In

the light of the growth of consumerism, regulatory encroachment, increasing

concern with the effects o± advertising upon society as a whole and upon

children in particular, it seems clear that any definition of advertising rust

include both the functional and socioeconomic aspects. This greatly enlarges

the scope of advertising education to include the considerations of responsi-

bility and accountability by the advertising community not only to its

regulatory bodies, but to government and to an increasingly aware consumer.

In fact, this larger view of advertising has already had measurable impact

upon the related curricula of colleges and universities. This paper trill

review some of the trends that appear to be emerging, limiting its scope to

emphasis upon advertising education in the west, and not some surprising inno-

vations found in the curricula of California Junior Colleges and in a growing

number of secondary school.

In February, 1965, Conrad Hill characterized advertising education as the

"Pariah of Academe" in an article for Saturday Review. From his vantage point
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as assistant professor of advertising in the School of Business, Western
Michigan University, Hill noted that there was strong resistance to the very
idea of undergraduate education in advertising by both practitioners and by
academics in mare traditional discipllnes. Hill suggested that both tend to
perpetuate the unrealistic notion that there are two kinds of advertising:
one for buyers of advertising and ore for the creators of advertising, with
business schools seen as training future buyers and journalism schools more
invol,red with the creators. Professor Hill's suggested remedy for this schism
callea for (1) consolidation of advertising course offerings into one depart-
ment (either business or journalism), (2) pruning and consolidation of splin-
tered courses, with a concurrent encouragement of the student to study related
Liberal Arts areas, and (3) a closer relationship between educator and practi-
tioner which might take the form of scholarships, internships and teaching
aids.

The schism is still very much in evidence, but several developmen+5 have
taken place in the past decade, and some continue in process which indicate
that winds of change are springing LID in advertising education.

Many current advertising professionals still profess that little has
taken place to correct the duality of advertising education. Herbert Zeltner3
of Needham, Harper and Steers told the American Academy of Advertising's
National Conference for University professors of Advertising as recently as
March of 1973 that '.,he agenclworld was still plagued with young job applicants
who were either overskilled with management training, or overtrained with trade
school skills,

Perhaps even more damning was his observation that many younger advertis-
ing aspirants lacked the basic abilities of fundamental arithmetic and English
composition. This suggests that many of our university and college graduates
have been getting fairly sound training in how to run an agency but don't know

how to work in one, or that they know how to do well some particular thing in
the advertising process, but haxen't the faintest idea why they are doing it.
Zeltner's observations are supported by many in the advertising field, and
certainly seem to give current credence to Professor Hill's "buyer - creator"
dichotomy. At the same time, Hill saw in 1965 a trend to a more "institu-
tionalized" advertising industry, whereas increasing numbers of advertising
profc.sionals now see the advertising world becoming mole fragmented and
specialized, with the agency itself providing not a "fill - service" fanction
(including the creative software) as in the past, but "strategic counsel," with

many functions farmed out to specialized sub-systems.4 We have witnessed a
definite .lovement toward the goals outlined by Hill in the areas of curriculnm
consolidation and closer practioner-educator cooperation. This can be seen

in rapid growth of the American Academy of Advertising to a membership of ever
350 advertising educators, and the close cooperation and support of the Ameri-
can Associa,:ion of Advertising Agencies, particularly the Educational Founda-

tion, established in 1(267.

Beyond the more inclusive, multi-disciplinary definition of advertising
used here, it is necessary to view the components of the functional elements
of the indnctry in its several dimensions. The industry can be viewed as a
pyramid whose four faces represent the components of fne advertising agency,

t1.-_ advertiser/client, the media and support/service functions (incl'idizig
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advertising education). At the top third of the pyramid we can see the giants;

the A.A.A.A. agencies, the corporate conglomerates, the networks and publisIsing

empires, and finally the service companies and schools (Metromedia and Harvard)

whose reputation and Product give them top nationally recognized status. The

middle third represents sizeable but more regional organizations, and the

bottom third the local, more limited and specialized elements. Obviously there

is less room at the top than at the bottom. Nationally, the gloomiest reports

of opportunity for the advertising graduate appear to concern the top third of

the Pyramid, particularly with the larger Hew York advertising agency. In view

of the fact that considerably less than fifty percent of the nation's advertis-

ing activity originates in New York, this gloomy outlook appears unreal,

especially when the healthy growth of advertising agencies in the South, Mid-

West and West is considered. Hew York City may still be "Mecca" to many, but

for the ambitious and talented there is strong evidence that much of the ation

is now largely elsewhere. It can be concluded that there is room at some '-)vel

and in some function of the components of our advertising pyramid for th

increasing numbers of students electing advertising as a career field.

To put a review of trends in advertising education in the west in some

measurable context, a look at the national picture is in order. The 1973-74

annual study of College and University enrollments in America done by Garland

Parker5 published in the February, 1974 issue of Intellect is perhaps the most

comprenensive, certainly the most recent, indicator of enrollments nationally.

Parker finds that in spite of don,* Predictions by some commentators and ccmmis-

sions the grand total of 1,116 four-year institutions surveyed reached a student

enrollment level of 6,454,137. This is an overall increase of 1.85 for the

nine higher education classifications used. Highest percentages of increase

over 1972-73 were in law, medicine and allied health institutions (11.65)

followed by the fifteen unitary state systems (3.95). Lowest enrollment per-

centages of increase found in the schools specializing in the arts and sciences

(.15).

In terms of national ranking by total enrollment (including part-time

students), the largest institution (including component units) is the State

University of New York (382,797) followed by the California State University

and College System, whose nineteen campuses accommodate 313,755 students. For

the western states, the national ranking is: The CSUCS, (2), the Oregon State

System (12), The University of Washington (21), the University of Colorado (26)

and Arizona State University (31). Parker finds that Freshman enrollments in

1,045 comparable institutions are highest in Public Universities of Complex

Organization," "Multi-purpose Colleges and Universities," and "Unitary State

College and University Systems" in that order, for a 1973-1974 total including

the other six institutional classifications cf 966,744.

In spite of the overall increase in percentage of enrollment

over the previous year, the Freshman enrol3ment shows a decline of 1.7%.

Parker suggests a number of reasons for this, including the increased enroll-

ments in community colleges, direct Post-secondary job entry, proprietary

school enrollments, travel, military service, and unemployment. Full time

students for the 1,045 institutions is up by 2.15 in the unitary state systems

classification. The Pacific Region (Alaska, California, Hawaii, Oregon and

Washington) ranked second among the ten geographical areas used in the study

in terms of percentage of increases (1.5%), behind the New England Region

(2.35). This represents the trend in population pressure and mobility, area
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deveLpnent, available edneational opportunity and resultant student migration.
The Parker study indicates that nationally, the western states (even exclusive
of Alaska and Hawaii) are high in the ranking by all the parameters, with the
California State University and College System second nationally to the State
University of Hew York.

A similar study by Alexander Astin at UCLA for the American Council cn
Education released early in February 1974, found that the number of American
c^llege freshmen from homes where parents were earning .4;20,000 or more is
inn-easing-7"; above 1972 and 155 above 1966 levels. The Astin survey also
showed entering freshmen to be more conservative in their political and social
attitudes and more job- oriented, hearing out Parker's findings of drastically
reduced numbers of students electing liberal arts studies.

The significance of these surveys for educational institutions in west is
that we may expect a continuing increase in enrollment numbers and percentages,
and that entering freshmen appear to be more serious, job and profession-
oriented, more affluent and more ambitious. Schools of journalism and business,

fellows, will continue to enjoy proportionately high percentages of increase
(althou;;h not at the rates predicted in 1971), and that courses, emphases,
sequences and major programs of advertising and directly related fields will
share in this growth.

Zeaningful statistics regarding the proliferation of advertising courses
and Prcgrams in the west are hard to come by, for the very reasons cited by
1P:ofessor Hill nearly a decade ago. Advertising education hes crown helter-
skelter and flowers in a variety of educational gardens, called by a garden
variety of names. The most recent attempt to quantify and describe the teaching
of advertising in the wast was done by J. Reid Roller? of the University of
'lashington and presented to the Western Regional Convention of the American
Association of Advertising Agencies in October, 1973. Professor Roller sent
ciuesvionnaires to 67 Advertising educators who were listed on the A.A.A.A.
;:estern :ducator List. This included names representing 38 schools sr depart-
ments of Business, 21 of Journalism or Communications, and 8 of unspecified
departmental affiliation. There were 46 respondents, a return of 68.75.
Thirteen of the 46 schools reporting offered majors, sequences or emphases in
advertizing. Twelve of these schools reported the number of credit hours
required in advertising for majors. Using the semester system as a basis,
required credit hours in advertising ranged from 5 to 27, with a median of 114.5
and a mean of 14.3. 2oller emphasized the lack of uniformity among schools
offering majors or emphases in advertising in the western states, but found
that there was a very strong current of feeling among his respondents that
uniformity was a worthuhile goal, and that a closer relationship with the pro-
fessicnal advertising community was desirable. Another of Roller's findings
was that there was a definite improvement in job availabilities in the last two
years, especially in California, Oregon and Washington. Respondents indicated
that of the advertising graduates whose whereabouts were known, 84.25 had found.
jobs in advertising related fields.

These figures and findings iddicate an awareness on the part of the western
advertising educator and practitioner for more and better information abcut what
t:.e schools are doing and how. i4ore inclusive and accurate information is
;_'_earl needed, and the mat.hinery and procedures for gathering and interpreting
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it must be created. The difficulty of the task is illustrated by the nineteen
campus California State University and College 3ystem. Each of the individual
campuses evolved autonomously and each has a different focus in its curricular
development. Major class codes, by which particular areas of major study may
be identified have been established, but those institutions which offer adver-
tising identify it under a variety of class codes, including "Advertising,"
"Business Administration," "Marketing," "Journalism," "Communications," "Mass
Communications," and "Mass Media." AA effort is underway to streamline the
coding system so that advertising courses and sequences may be accurately
identified.

If the proliferation of advertising courses and programs at the college
and university levels suggest an increasing interest in this larger Advertising,
consider t'ae activity measureahle at the community college and secondary level.

Because of the Master Plan and Inventory of Programs required by Califor-
nia Administrative Code, Title 5, it is possible to isolate courses which deal
with advertising under only two class codes, "Business Management," and

"Communications." Eleven community colleges offer courses in "Advertising
Services' under the "Business Management" class code, and five courses in

advertising under the "Communications" code. This means that sixteen communi;,y

colleges offer courses of advertising content exclusively, while 44 othor
schools in the system offer courses under the marketing and purchasing class
code. For advertising exclusively, this represents an increase of offerings
of nearly ten rercent in less than three years, with four institutions plen-irg
additions in 1974. The cormaicaticas of overlapping course content for int-,

ductory courses at community college or senor schools just in the CSUC systmn
are explored at score length in Eric Etein's° present.ation to the 1973 American

Academy of Advertising convention. His paper, "The First Advertising Course-

Where Should It Be Taught: A Problem of Articulation," was based upon his own
experience in Illinois, where a total of sixty co :muni.ty colleges have now

established. Considering that California alone in the West has 96, the probl,:ri

of where the first advertising course should be taught becomes understanaably
urgent if we are to avoid redundancy, and the problem of transferability of
community college credits. A system of transferability similar to that c.oznon

in journalism curricula in Califcrnia for one, seems inevitable.

Now, add to the above the 356 high school districts in California whi-.7.".1

retort to the State Department of Eexcation, Division of Secondary Education,
Office of Curricular Affai...s, the philosophy, goals and objectives for every

course taught at the ,econdary level in California. This reporting is a result

of the "Stull Bill, AB 29371, AB 7, 1972," concerning employee evaluation.
coding system similar to that of the CSUC systm and Community College system
identifies course offerings under a variety of headings. Exact numbers of

courses vhat.:A relate directly to advertising are not available at this writirg.

It can be assumed, based upon an informal telephone survey of districts in
Southern California in January of 19(4, that there may be as many as 70 cellrras

in some aspect of advertising taught in the state's high schools. One

school alone, La Serna High, in the Whittier Unified School District ir 'Jos
P.Igales his offered 13 sections of Advertising in the last three quarters of

instruction, reaching 576 students. Bruce Reeves9 reports excellent respom7

to a highly innovative course of Arcalanes High School in Lafayette, Califoiri.

the course, "Mass nedia and Propaganda" contains a unit on advertising analy,is.
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The course, as is the case with most at the secondary level, is elective, and
taught in the Department of English. The evidence presented here of the
increasing numbers of courses in advertising at all levels of education does
not represent the activity in private and parochial schools in the vest. There
is even some indication that elementary z_liool children are showing greater
interest in guest speakers for presentations of advertising content, particu-
larly television advertising, and that elementary teachers find themselves
drawn into discussions of advertising more and more. This last is offered
tongue-in-cheek and without widely based substantiation, but the trend cannot be
dismissed.

Parallelling the growth of both programs and courses in advertising in the
west is the increasing desire on the part of advertising educators for closer
ties to tne professional advertising community and for more direct involvement
in the advertising process by both students and educators. To this need, the
American Association of Advertising Agencies has responded with a program under
the control of its Educational Foundation which provides many opportunities for
student/educator-professional interaction. These activities range from agency-
college "adoption" programs to summer internships for students in member
agencies.

On the other sides of the advertising pyramid, support appears to be in-
creasing for advertising programs from networks and stations and from some of
the larger publications. A significant trend is the emphasis being placed on
the support of advertising education by a variety of associations representing
various media or advertising related activities. Examples of this speaker's
bureau of .he Specialty Advertising Association International, the Educational
Committee of the Outdoor Advertising Association of America. The American
Advertising Federation absorbed Aloha Delta Sigma, National Professional Adver-
tising Fraternity at its national convention in 1972, and very fruitful and
productive joint non-curricular activities have begun between the local, county
and regional advertising federations and various campus advertising chapter
members. Newer colleges and universities, private and public, have given
advertising parity with programs such as journalism, public relations, business
communications and the like, and have in many cases provided a third alterna-
tive to the journalism/business "either-or" by creating or evolving departments
of Communication in which advertising, in its larger sense has room to breathe
and grow.

In summary, trends indicate a generally healthy picture for the advertis-
ing industry in spite of economic and social uncertainties, with some basic
structural changes in the role of the full-service agency. This optimistic

view holds for the four sides of the advertising pyramid, agency, advertiser,
media and service components, and at most levels of its vertical structure.

For education nationally, the trend is up, with small by steady increases
in university enrollments and strong increases at the community college level,
particularly in the western states. The national picture for the decade ending

in 1980 is neatly summarized by Dr. Sidney Tickton, Director of the U.S. Office
of Education, National Science Foundation, President's Commission of School
Finance, Board of ReGents for both Kansas and Ohio and consultant to the U.S.
Chamber of Commerce and the U.S. Treasury. As Tickton sees it, there gill be

for the remainder of the 70's:
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Expanding economy accompanied by inflation
Decreasing birthrate
Fewer jobs for the unskilled
Continued interest in higher education
Greater desire by the disadvantaged in higher education
Greater demand for part time enrollment
Greater demand for technical training
Expanding ideas of the "right to go to college"
Peak enrollment of 11.5 million in 1980 (all post-secondary)
Greater numbers of students in community colleges
Reduced enrollments in private liberal arts colleges
:lore students involved with off - campus learning opportunities

Other trends seen by Tickton are:

1. Conversion of small private colleges into state systems

2. Changes in the mission and character of private liberal arts

colleges

3. Conversion of junior colleges to four-year colleges

4. More lenient admissions recuirements to attract more students

5. Greater interest by colleges in the needs of students

6. Increase in competition for students through student aid

7. More emphasis upon ability to earn a living after college

8. Expanded use of campuses at night and on weekends.

In spite of the hazards of prognosticating in these times, Dr. Tickton's
credentials make his projeet!ons as knowledgeable as any.

For advertising education western states tie can summarize a few signif-

icant trends:

1. Growing nuMbers of courses in advertising at all levels of post-
secondary education, particularly in community colleges.

2. Growing numbers of elective courses in advertising at secondary

schools with relatively large enrollments. Usually offered

through departments of English.

3. Increasing enrollments in sequences, emphases or majors of

advertising.
4. Consolidation of advertising courses in unitary state systems

under departmental umbrellas of journalism, business, mass media

or communications.
5. Growth and enrichment of established departments of advertising.

6. Emergence of stronger sense of professionalism among professors
of advertising as evidenced by the astonishing growth of the
activities and influence of the American Academy of Advertising.

7. Closer ties with the Advertising community due largely to the
work of the AAA/AAAA Joint committee on Education, and the AAF/

ADS educational committees.

8. Continuing high placement percentages for advertising graduates.

Along with these encouraging trends go some attendant problems. The

proliferation of courses taught at the secondary level can be seen as an indica-

tion of the interest and demand for such courses, but for what reasons? Young
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people are traditionally, (often justifiably) suspicious of advertising. With

a few exceptions, information on course content and outcomes in terms of studert
attitudes does not cdst on any kind of systematic basis. We need to know a lot

more about wnat's happening in western high schools, and this suggests some
continuing research. Background and qualifications of teachers of advertising
at high schools is another important area where there is a vacuum of informa-
tion.

In the burgeoning of advertising course offerings at community colleges,
there appears to be a lack of uniformity in course objectives, goals, course
content and outcomes for introductory or specialized areas of advertising that
makes transfer admissibility a nightmare to contemplate. A dialogue needs to

be opened between departments offering these courses at the community college
and the four-year schools offering advertising emphases, sequences of major

degrees. This need not lead to dull conformity--innovation is an organic
necessity in teaching advertising--but there needs to be, it seems, certain
basic levels of skill and knowledge in specific areas that should be common to
all programs.

This shared-knowledge, shared-goals aim should be extended to the colleges
and universities with advertising programs, particularly the unitary state
systems or multi-campus institutions to insure graduates with more approximately

equal levels of skill and knowledge.

Advertising's role as both a socioeconomic and functional institution in

America culture is changing. It is becoming more esponsible, self-regulated,

accountable. It is more and more important in the arena of social change,

public information and ideology. Perhaps we are evolving a profession which

will be one day known as the "Persuasive and Informational Arts," or something

equally esoteric.

It is against this background that the evolution of the Advertising

Zmphasis in the Communications Department at California State University at

Fullerton can be reviewed. Founding chairman J. William Maxwell was one of

two faculty members when tne department opened its classroom doors in 1960.

With fifteen full-time and seven part-time faculty, and with well over 600

majors, the department is today the fastest growing department of its kind in

California, and the university remains the fastest growing campus in the

California State University and College System. The department is patterned

after "third alternative" programs on leading mid-western campuses. In addi-

tion to core requirements for all majors, the student may elect a specialized

emphasis in advertising, technical communications, news (journalism) photo-

communications, telecommunications and film, and public relations.

The advertising emphasis was the last of the six to be offered, with the

first class in advertising production being offered in 1965. Until a full-

time faculty member could be recruited, classes were taught largely by part-

time instructors. As an emphasis having full parity with journalism and

freedom from traditional business school associations, a great deal of flexi-

bility was possible in establishing overall philosophy and goals, the creation

of courses and the design of content. A course in broadcast advertising was

added in 1970, and a survey course in 1973. A student must complete 15 units

of communications department core and 21 units in the emphasis. Emphasis
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courses are: Introduction to Advertising, Advertising Production, Advertising

Copy and Layout, Retail Advertising, ilational Aivertising Campaigns, Broadcast

Advertising, Communications Writing and the pre:: tics in the field, Hass Media

Internship. Twelve collateral credits at the upper division and outside the

department are reauired.

This structure represented a solid base upon vhich to build. It repre-

sented general course areas common to many other advertising programs, yet left

content and technique open to a variety of innovations. The question then be-

came how best to design or re-design this program to respond to the friendly

critics in the Professional world who find advertising graduates overeducated

and underprepared?

In 1973, an informal research program got underway to review what appeared

in the literature regarding advertising education. This included both writings

by academicians and of advertising Prcfessionals. In addition, a systematic

analysis of the proceedings of various higher education conferences and con-

ventions was undertaken either by personal attendance or by a review of the

iniblished proceedings. It soon became evident that the ideal advertising pro-

gram could not be limited to a curricular structure. The very nature of the

field reouired a much broader base tnan what might be experienced in the class-

room no matter how innovative the course presentation. It became obvious that

the student must live as close to the everyday realities of the advertising

world as Possible.

Based upon that principle, a model program was designed that appeared to

be workable not only in the revision and enrichment of the emphasis at Cal

State Fullerton, but by any institution wanting to begin an advertising pro-

gram, or to enrich an existing one. The model has five basic components, each

of which is designed to interact with the other. The components are: Recruit-

ment, Curriculum, Co-curricular, Placement and Research. These might appear to

be excercises in the obvious. In fact, they are noLhing more than

tightly organized arrangements of activities that have been going on since the

inception of the emphasis. The importance and the value of the model lies in

the close interaction of the components, and the fact of the geographical

proximity to the resources and activities of the Orange County and Los Angeles

advertising community. Additionally, the components were designed to interact

with innovative activities in other departments. This breaking down of tra-

dition disciplinary insularity not only widened the experience of students 04'

all concerned departments, but could be accomplished without the surrender of

departmental autonomies.

I. Recruiting. A fair question here might be "why recruit?" Is it unrealis-

tic to encourage enrollment in an undergraduate program whose graduates may

well find it difficult to find work even in the peripheral activities of adver-

tising? It is often heard that those students who want to enter advertising

badly enough will find a way in, regardless of their academic backgrounds. An

advertising emphasis if there is to be one at all should be small. The re-

sponse to that reasoning is that advertising is being taught at a number of

institutions in Southern California, but none of them has a fully articulated

emphasis in advertising that can take advantage of the resources of the area.

The intent in an intensive recruiting activity is not to enlarge the emphasis

to any substantial degree beyond its current enrollment of 60, but to attract

41

C



tae more hi,;hly motivaLed student to the program at Cal State Fullerton. A
more highly motivated freshman or junior college transfer student is a more
highly motivated university student and be ..ter prepared, more productive grad-

uate and job-seeker. In February, 1974, a recruiting slide presentation was
oroduccd by the Instructional Aedia Center at Fullerton. The spokesman is an

advertising student telling his own story. The presentation will be shown to

intensely selective groups. (High school and junior college classes in adver-
tising, marketing, illustration, graphic design, business management, etc.)
These showings are a continuing activity of the CSUF AAF/ADS Advertising Club.

nceuents to these classes of freshman and community college transfer
st 5s regarding the scholarships available through programs are made

during nese presentations. It has been found that students relate better t'
CSUF student club members than to faculty or administrative personnel.

II. Cnrriculura. The curricular structure has been described earlier. The

modes' ..,'is for a continuing enrichment of the survey course content through

t' u] if speakers, films, video-tapes, and examples. Witt. the exception of

th internship and the survey course, all of the courses are practical, project
oriented activity courses in which professional guests participate in the pre-

sen-ltion and critique of materials produced.

III. Co-curricular. This is perhaps the most active and rewarding component

of the model. It is based upon the activities of the AAF/ADS campus chapter,

"The Ad Club." Activity of the club has become so popular that many members
are not advertising students, but come from such diverse areas as marketing and

art. Over half of the clUb membership cannot ^i-tend weekly club meetings be-
cause of schedule conflicts, but they pay dues and carry the chapter duties.

Business meetings alternate with speaker or event Meetings. The club functions

as an advertising agency, performing parallel functions with an outside adver-

tising agency on a learning basis, and soliciting local retail accounts. It

is "full-service" in the sense that the club prepares a marketing analysis for

the client, sets goals, objectives, budget, creative strategy, media analysis,

creative work through to finished art or commercials. Media time-buying re-

mains tne responsibility of the client. Public service advertising is prepared

at no cost. Guidance and creative supervision is supplied by the faculty and

by professionals with agencies in the Orange County, Los Angeles area. Fund

raisinG projects are undertaken on a periodic basis. Workshops open to all

interested students expose them to professional seminars.

Beyond club activities, the newly instituted "Top-Ten" list is causing a

strong surge of interest. Each spring, ten students are selected for the list.

Criteria for judgment is scholarship overall, GPA in the major, contributions

to the club, department, university, community and critical evaluation of

portfolio of ads, storyboards, copy, papers, and published materials compiled

by the student during his career at the university. Judging is done by a

committee of faculty members and advertising professionals. At the Spring

Banquet, the "Top Ten" list is announced Tice highest ranking student is

awarded the "Advertising Student of the Year" award. Ranking of the remaining

nine students is not announced. A picture, and a short subjective biographical

sketch are printed on a single "flyer" and mailed, together with a cover letter

signed by tne department chair and the president of the university to a mailing

list representing 200 potential advertising and ad related employers in the

"pyramid" described earlier. An "Ad Club Student of the Year" is selected by

1+2
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the members of the club to reward a student who may have made substantial con-
tributions to the club but for some reason does not otherwise qualify for the
"Top Ten" list. In March 1974, the Advertising Currlculum Advisory Zoard was
formed. This board, consisting of members representing the Media-Agency-
Advertiser-Support sides of the pyramid, will periodically review the curricu-
lum of the emphasis and make recommendations for its revision and improvement.
This board also participates in the "Top-Ten" selection, supplies speakers,
guest lecturers and materials for classroom use.

IV. Placement. Obviously, the "Top-Ten" mailing outlined above is the chief
placement activity. It has the additional value of motivating students to
perform in an outstanding way. It produces interviews, and it attracts atten-
tion to the quality of our "product" in the emphasis; a well-prepared graduate.
'.1aturally, not all of our graduates are going to be outstanding, but there is

room for them at some level of the pyramid. The main effort here is find a
level of efficient function for every graduate, and to assist each student in
the plan to follow which will be most efficient in seeking an entry-level job
in the field.

V. Research. As was suggested earlier, there is a great deal to know about

Low advertising is being taught in the high schools and community colleges in
the west. It may well be that research already underway may provide a basis
for a more uniform presentation of basic advertising. There are early indica-

tions that a full instructional unit on consumerism and government re7ulation
may be desireable at a number of levels. Beyond this, two research activities
are underway; research that will provide a foundation for keeping the academic
activity consistent with the realities of the professional world, and researCi.

designed to respond to the advertising community's chancing needs. This last

can be done through grants, commissioned work, or research funded by the aca-
demic institution and undertaken on an interdisciplinary basis.

Although much of the activity discussed here has been attempted with vary-
ing degrees of success at other institutions, it is the proximity to the people
and resources of the advertis:ng community of Orange and Los Angeles Counties
that give the evolving emphasis at California State University at Fullerten

its uniaue potential. It is the intent of the department to make the advertis-

ing emphasis competitive with the better institutions around the nation whose
programs enjoy widespread recognition.

Much of what has evolved at Fullerton is in direct response to the sugges
tions of Herbert Zeltner at the American Academy of Advertising Conference
last year. Mr. Zeltner made the point that a great deal has been accomplished
In bringing academia and the professional world closer. The Educational Founda-

:don of the A.A.A.A. has been working at establishing some of these objectives

at the national level. The evolution of the emphasis at Fullerton proves that
his suggestions are realistic and workable.
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SOME OBSERVATIONS ON CLOSING THE COMMUNICATIONS GAP
231`117.Eli VACHE'RS AND 22ACTITIOITERS

by
Melvin S. Hattwick

Professor of Marketing, College of Business
Colorado State University

When I returned to the University to lecture ... and to listen to students
... after thirty-plus active years in business and corporate life, I made

several surprising discoveries.

The first almost overwhelmed me. In the offices of my new colleagues were

row after row of textbooks and journals ... on marketing, advertising, promo-

tion. All Obviously filled with information, theories, data, etc., which I

suddenly realized I would need to know all about in the classroom tomorrow!

And little of which I probably knew today.

A new colleague would casually say, "of course you're familiar with Jone's

theory of abstraction with regard to comprehension?" I would look at him

abstractly with no comprehension, hoping such an expression indicated understand.

ing. What I was really registering was near panic. Not only didn't I not know

that theory ... but, looking around, I hadn't even heard of a lot of those text-

books and journals.

But, I dove into the material ... and damn near drowned.

That was my second discovery. If the first discovery could be abbreviated

in two words ... like TOO MUCH ... the second might also be described in the two

words: maTEussmanY DIFFICULT. At least to a businessman. As I swam desper-

ately in this swollen stream of published material ... with considerable relish

at first but with increasing concern ... I had trouble keeping my head above

water. "Gad, this is tough reading. This is hard to understand," I muttered

to myself. "You better read that again, Mel. If you don't get it, they'll

take away your professor's badge."

So I read it again. And then, like Koehler's primates, I would suddenly

get it. Insight? Trial-and-error? Anyway, "Voila! !bat's what the writer

m^ant!"

And then in the midst of elation at having figured it out, I thought,

"why-in-hell didn't he write it simply ... like he'd tell it in conversation?

This is written in academese that's foreign to good business communications.

Business people won't get it. They haven't got time to do the translating."

Much of what I was reading was almost another language. Academese, I 1Ja5

told. Once I translated it, I found much of it very helpful, clear, and excit-

ing. And a great deal of what I was now reading, I realized, 1 had actually

been applying in business and management over the years.

And so I eventually began swimming in this pool of important information

with greater ease ... getting used to acadamese. But for a while it was tough.

45



There is, indeed, a "language "harrier," a very real communications gap, between
business language and acadenix 1:-.nguage.

And this, it seems to me, is sad. Sad, because as long as journals and
texts are written in such language, business and industry management will _liss
much of it. Result: both business and the universities lose.

A feu words about my third discovery. Well, I'll put it in one word:
REL:17A:CY. "ae're all faniliar with the publish-or-perish policy so prevalent
today. I have no solution for that. But the result is a flood of published
material, much of which is of doubtful relevancy in the marketplace. Finding

the relevant, for me at least, has been somewhat like panning for gold. You
have to pan an awful lot to get very much gold out of them thar publications.
The silt left behind is substantial, much of it redundant material. And the

tine it takes to reach pay dirt ... OH! my aching eyes!

May I be irreverent and suggest there's too much irrelevant writing and

publishing? As Conrad Hill sagely observed recently in our news letter ... "to
that extent are new journals a response to faculty hunger to get stuff in
print? Or does the impetus stem frcm a need to print important and useful
data? To what extent is all this research viable, insightful research? Hou
much is regurgitated research?"

Enough said ... and well said, Conrad.

dell ... TOO MUCH to digest ... UilNECESSARILY DIFFICULT to read and trans-
late ... often redundant if not IRRELEVADT. It seemed that way during my

initiation back into the University. What about no:,? How that I've become a

member of the Club?

Well, let me put it this way. If our purpose as researchers, writers, and
teachers is to help educate students and industry and business in the most
effective and efficient manner regarding the communications process ... then
we ought to take a gcod look at our language used ... whether this article, or
research ue publish, is necessary ... and if so hotr relevant it is to the

marketplace.

Perhaps, under the present rules of academia which place a premium on the
Printed word in a form that impresses colleagues, maybe this is asking too

much.

But at least we can ask it of you ...
we I mean we business, those of us who
students who really look to us for better
cost in this case is the tine required to

and hope for some converts. And by
have been on both sides, and those
education at lower cost ... and the

"get the message."

May I close these observations, then, with just 2 suggestions to help
shorten the communications gap between teachers and practitioners.

Since ue must do research ... and most of us like to do research ...
consider delving more into the less known, and less in the let's-see-
if-we-find-out-what-he-found-out-by-replication kind of investigation.
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More research that's relevant, example: There's so much in the field
of communications yet unexplored. Exciting to explore. Credibility,
for example ... not just the Nixonian type, but the advertising type.
I've been working in this credibility field and you'd be surprised
how lonely it is. Should I say it's incredible?

2. For me, and those little 01' and tired busin-)ss and industrial
executives, and also those eager and critical students ... do us this
favor. When you write up your research, write it like you talk. Not

long, involved sentences; but short ones. Not colleague-impressing
four syllable words, but short ones. Tell it like it is ... in
everyman's language.

You and I can do it if we cant to ... and make a lot of business and indus-

trial executives sit up and take notice. Which presently they don't.

If I sound too critical ... I don't mean to be so. But having, in a sense,

worked both sides of the street ... and knowing how much you and I and the Uni-

versity have to contribute from our side, but how little gets recognized or
used on the other side ... I pass these suggestions on, hoping they are con-
structive.

To end all this on a lighter vein, when I'm inclined to pontificat ... now
there's an academon ... here's a little story that helps me cut my words down
to everyman size.

Some years ago.a plumber made a discovery. He found that in cleaning out
clogged drains, hydrochloric acid did a mighty good job. He wrote the good
nears to the National Bureau of Standards in Washington, told them what he had
discovered.

The Bureau wrote back: "The efficacy of hydrochloric acid is indisputable,
but the corrosive residue is incompatible with metallic permanence."

The plumber wrote the Bureau his thanks. He was glad they agreed with him.

He immediately received this reply.

"We cannot assume responsibility for the production of toxic and noxic
residue with hydrochloric acid and we suggest you use an alternate procedure."

The plumber was happy to receive this, the second compliment, as he put it.
Since the Bureau again agreed with his idea, he wrote them his thanks again.

The next letter he received from the Bureau really communicated. It was

as follows:

"Don't use hydrochloric acid, it eats Hell out of the pipes."

END OF SESSION I
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SI:3310N II: PERSPECTIVES ON RESEARCH - IESCRIPTIVE

UNANTICIPATED EFFECTS OF PCGRAMMING CONTENT
ON ADVERTISING AWAREi!ESS AID

GENERAL ATTITUDES TOWARD ADVERTISING

by
Dean N. Krugman

Bruce L. Stern

Illinois State University

Recent television documentaries and magazine articles, in an attempt to
provide information on today's advertising world, have at times Portrayed the
industry in a someuhat unfavorable light. It is the contention of the authors

t this information may, in fact, be producing some unanticipated effects.
On the surface, it would appear that unfavorable information might discount
the credibility of advertising, thus lowering its effectiveness.

'However, learning theory has indicated that strong negative or positive
information (as opposed to neutral information) may affect the learning of

messages. Britt helped explain advertising's relation to learning by stating:

Unnleasant things may sometimes be learned as readily as
pleasant things, but the most ineffective stimuli are those
which arouse little or no emotional feeling. The applica-
tion is that it is better to have rewarding conditions than
unpleasant conditions, but either is preferable to learning
under neutral conditions. The arnoying radio or TV commer-
cial.works, but not as well as a message which gives the

audience a promise of rewarding experience. (Steuart H.

Britt, "How Advertising Can Use Psychology's Rules of
Learning," Printers Ink, Volume 252, September 23, 1955, p. 74.)

Expanding this principle beyond the commercial as a source of favorable
or unfavorable stimulus would imply that viewing a program unfavorable to

advertising nay, in fact, be a type of unpleasant condition that is more con-
ducive to learning the content of specific commercials than might be a mere

neutral Program. That is, the unfavorable nature of program content may well

be perceived as an unpleasant stimulus to the viewer. When the viewer observes

negative inputs about advertising, he or she might feel someuhat uncomfortable
since they may rely on advertisements as sources of information upon which to

make purcase jt,dLments. When the program displays advertising as being less
than truthful in certain situations, the viewer might feel uncomfortable about

the ploorects of using advertising as an aid in making purchase judnents.
This might force the vieirer to take a more scrutinizing look at specific als in

order to evaluate them on a more objective basis.

Rogers' diffusion theory points out that new attitudes are adopted in

five stages: 1) awareness, 2) interest, 3) evaluation, 4) trial, and 5) adop-
tion. (Everett M. Rogers, The Diffusion of Innovations, New York: Free Press,

1962.) Congruent with this is the idea that advertising in many cares is
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intended to cause awareness, the first step in the adoption process. If a

neLative or unfavorable program about ad-rertisin4 mazes an individual more
a- :re of its scheduled commercials, it may be a siguifif.ant factor in cauJing

t. person to be more agare of advertising, possibly making his 1,:,_c ,AbL.up-

tible to it. Furthermore, negative or unfavorable advertising information

might possibly have a carryover affect (outside the immediate advertisirg or
commercial content) that increases the awareness of other advertisements.

Hynotheses

3ased unon the previous assumptions, the authors hypothesize:

1. Individuals viewing a documentary portraying advertising in a somewbf:t
unfavorable or negative manner will have a lower attitude of advertis-

ing than individuals viewing a Program considered to be neutral in

content.
2. Individuals viewing a documentary portraying advertising in a somewhat

unfavorable or negative manner will have a greater awareness of the

viewed commercials than individuals viewing the same commercials in a

more neutral setting.

24ethodology

Five matched samples were used which included 123 basic marketing Students.

Two television documentaries were procured. One of the television documen-

taries concerned itself with advertising. It is the contention of the authors

that the documentary showed the industry in an unfavorable light. The second

documentary was considered to be neutral in regard to advertising in that ad-

vertising was in no way related to the subject natter of the program.

Each documentary was shown with and without commercial messages. Since

the original advertising documentary did not have commercials, the commercials

from the neutral documentary were edited in. This created four different

documentaries.

A. ileutral Programming With Commercials

B. Unfavorable Programming With Commercials

C. Unfavorable Programming Without Commercials

D. i:cutral Programing Without Commercials

Four of the samples were each shown one of the documentaries and given a

two-part questionnaire to determine their attitudes toward advertising in

general and their awareness of the specific advertisements. Although Groups C

and D received no commercial messages, it was felt that their responses to the

awareness questions would help determine the amount of product knowledge ob-

tained Prior to the testing situation.

The fifth group (E) was not shown any programming but received the ques-

tionnaire. This would allow the authors to determine if viewing a docurs,.ntz7-y,

regardless of its information, has any effect on advertising attitudes ari

awareness, as well as determining the amonnt of product knowledge prior to the

testing situation.
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The order of the awareness and attitude Question sections was rotated
between the sample groups to avoid any order bias. Also, the order of the
snecific attitude and awareness (recall) ouestions was randomly determined.

According to the hypotheses, Croups 3 and C should have lower attitudes

toward advertising than Groups A and D. Furthermore, Group B will have hiel:r

awareness of the commercials than Group A.

Awareness Questions

The commercials viewed in Grouts A and B were for nine different products
ano services, which included:

insurance agents
arthritis formula

headache formula
denture cleaoser
air conditioners

furniture polish
coffee
automobiles
telephone usage

Fourteen nultiule- choice auestions were used to determine awareness of the
product benefits or other information specifically discussed in the commer-

cials. (See Atmendix

Attitudinal Questions

A five-point Likert scale was used to determine individuals' respon,es to

tt.enty pre-tested statements dealing with advertising. (Gregory M. Gazda, "A

Ltudy of L...sinessmen, Consumers and Consummerists Attitudes Toward Consumerism,"

Unpublished Doctoral Dissertation, Arizona State University, 1974.) Individ-

uals were asked to respond to each statement by choosing one of the following

alternatives which indicated their feelings toward the question: strongly

agree, agree, neutral, disagree, strongly disagree. (See Appendix II) Sin^e

some of the statements were positive and others were negative in regard lo

advertising, the soles of the positive questions were reversed so that a sun -

narized scale could be constructed in which the higher the total score (on tlIn

twenty statements), the more favorable would be the individuals' overall atti-

tudes toward advertising.

Results

To test the aforementioned hypotheses, an analysis of variance was con-
ducted to determine whether or not treatment differences did occur both for

the recall and attitude scores. The data, as displayed in Table I reflects

tnat significant r- ratios did occur; therefore, the hypotheses of no treatnen':.

differences for attitude and recall scores were rejected. The F-ratio rcp-e-

senting the attitude toward advertising scores proved to be significant 11,,yo.li

the .05 level of significance for 4 and 113 degrees of freedom. The recall of

advertising content scores produced an F-ratio. which was significant well

beyond the .01 level of significance.
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TABLE I

Analysis of Variance of Attitude and Recall

Scores for the Treatment Groups

DF S3 !B F

Attitudes G = 4 712.535 178.134
A3.007'

Toward ii = 118 6990.227 59.239

Advertising T = 122 7702.762

Recall of G = 4

Advertising W = 118

Content T = 12L

578.854 144.713 37.8963

450.610 3.819
1029.463

A = p<.05
B = p<.01

The analysis of variance computation merely acknowledges whether or not

treatment differences do occur. Critical to the thrust of this research is

the determination of differential recall and attitude scores between particular

treatment Groups. The Scheffe test was utilized to determine whether signifi-

cant differences did occur between treatment groups taken two at a time. The

results of the Scheffe test appear in Table II.

TABLE II

The Scheffe Test for Differences in Attitude and

Recall Scores Between Treatment Groups

Group A B C D E

Attitudes A 0.0 2.313 1.355 0.726 -1.271

Toward B -2.318 0.0 -0.978 -1.715 -3.198A

Advertising C -1.335 0.978 0.0 -0.688 -2.364

D -0.726 1.715 0.688 0.0 -1.906

E 1.271 3.198A 2.364 1.906 0.0

A = p < .05

Recall of
Advertising
Content

B = p <

Group A P c 7) E

0.0 0.591 3.7323 8.6123 8.0883

4.591,, 0.0 7.3573 7.0653 6.92615

-8.732f, -7.357f o.o -0.911 0.110

-8.612'5 -7.065 0.911 0.0 0.9147

-8.0833 -6.9263 -0.110 -0.947 0.0

51 64-



The attitudinal scores in reference to advertisiug showed that a statisti-
cally significant difft.rence occurred between Groups B and E. That is, atti-

zdes tc7ard advertising were round to be significantly more positive for
E (tha pure control &roup)as compared to Group B (who saw the aave:7tirin!;

doeLmentary with commercials). Significant differences between Groups A

(communism documentary with aas) and 3 (advertising documentary with atl_s) did
not occur, although the data were strongly in the predicted direction. T!et

is, Group 3 had a more negative overall view of advertising than diel Group A.
W:lere significant differences in attitudes did occur, the difference is attri-

b-.:tecl. to the nature of program contents (or lack thereo:' in Group E) directed

r-s-iard the treatment g-ouns.

There were sististically significant differences in groups' ability to
e=rect,' recall tne content of advertising messages. The significant differ-

ences that occurred between Groups A, C; A, D; A, B; B, C; B, D; and B, E are

attributed to the fact that Groups A and B were exposed to the specific ads
within programs, while Groups C and D were only exposed to the programs, and

aconp B was exposed to neither program nor ads. It was predicted that individ-

uals' ability to recall advertising content may be affected by the nature of

the program that the ads were inserted into. A statistically significant dif-
ference in recall scores between Groups A and B, groups with similar ads and

different program contents, did not occur. Group 3, however, was able to re-

call ad content more correctly than Group A. This phenomenon may have occurred

because the critical nature of the program content in the advertising documen-

tary might have made individuals more aware of the specific advertising mes-

sages being relayed to them.

The five groups' mean responses to the attitudinal questions appear in

Table III. The range of possible scores have the rotential of varying from 1

(strongly agree) to 5 (strongly disagree), with 3 being a neutral response.

Ai theugh it appears that many of the mean responses are auite similar, the

individuals that viewed the advertising documentary perceived advertising to

be much less truthful, believable, and reliable than those in other treatment

groups.

Limitations

It is possible that the study lacks external validity in view of the

student sample. In the future a more realistic sample is suggested using a

population cross-section.

Some problems were encountered in the use of video-tape systems over

closed circuit television. With the transfer from network programming to

video tape, there is some loss of quality. All commercials were viewed in

black and white due to a lack of color video-tape equipment.

Implications

Although the critical hypotheses were not statistically significant, the

data reflected predicted directions. The results clearly showed that there Was

greater awareness (recall) of advertising content for the group who viewed

the ads within the context of the advertising documentary as compared to the

group who viewed the ads within the context of the neutral program. Also as
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TABLE III

dean Lihert Scale Responses to the Advertising
Statements By All Treatment Groups

Statement

i.lost advertising today is worthless.

Advertisements are typically truthful
and accurate.

Advertisements usually present a true
Picture of products advertised.

Advertised products are usually more
reliable than unadvertised products.

Companies should prove in advance any
claims which they plan to use in

their advertisements.

Advertising is good for our economy.

14ost advertising is believable.

I favor eliminating all forms of
advertising.

If a company uses false advertising,
it should be forced to correct such
statements in future advertising.

Advertising usually helps lower the

cost of products to consumers.

Advertising tries to persuade consumers

to buy products they do not really need.

A consumer should not believe most

advertisements.

Advertisements emphasize important

differences between products.

The only difference between some prod-
ucts is the way they are advertised.

Advertisements are reliable sources of
information about the performance of

products.

(more)
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A
n=?0 n=20 n=23 n=33 n=17

3.87 3.45 3.83 3.91 3.76

3.20 3.95 3.74 3.42 2.71

3.07 3.95 3.91 3.55 3.12

3.43 3.10 3.17 3.09 2.76

1.50 1.25 1.65 1.64 1.71

2.10 1.85 2.17 2.06 1.53

2.87 3.25 3.13 3.00 2.71

4.37 4.50 4.09 4.21 4.35

1.17

3.97

1.35

3.80

1.74

4.26

1.48

3.76

1.47

3.82

2.47 2.10 2.30 2.36 2.35

2.97 2.60 3.04 2.85 3.41

2.77 3.60 3.48 3.00 3.18

2.20 1.60 1.57 1.91 1.88

3.10 4.00 3.48 3.27 2.94



TABLE III (continued)

I enjoy watching, hearing, and reading
most advertisements.

There should be stiffer penalties for

false advertising.

Advertising too often stresses the image
of a product rather than supplying
useful facts about it.

Advertising tries to brainwash children.

3.13 2.90 3.09 3.41 3.18

1.63 1.85 1.78 1.61 1.71

1.80 1.60 1.91 1.85 2.12

2.45 1.95 2.35 2.09 2.65

Advertisements are of little use in
deciding what product to buy. 3.56 3.45 3.91 3.75 3.88

predicated, overall attitudes toward advertising were less favorable for the

Persons viewing the advertising documentary as conpared to perrons in the other

treatment groups. Thus, the unfavorable advertising 7rogram may have, in fact,

led to greater learning of commercial messages that appeared within the

specific program.

Although the study made no attempt to measure this, it may be possible to

extend these findings beyond the immediate commercials viewed within the spe-

cific program. Through additional research, investigators might attempt to

explain the effect of programs unfavorable to advertising on the awareness of

commercial messages viewed at a later date.

The authors would encourage additional research that might prove or dis-

prove the effect of stimuli unfavorable to advertising on the awareness of

specific commercial messages. This study was of a pilot nature, and with

further research using population cross-sections, the results might be more

generalizable and useful.

APP! I

Questions Testing Awareness (Recall) of Advertising Content

The following set of questions is designed to acknowledge your degree of

familiarity with a number of products and services. For each question, please

select the one best alternative and code the number of that alternative on the

answer sheet provided.

1. Which party determines automobile insurance rates?

1. Insurance companies

2. Insurance agents

3. Federal Government
4. Automobile drivers

5. State governments
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2. What brand =me is associated uith "Arthritis Pain Formula?''

1. Bufferin
2. Anacin
3. Excedrin

Bayer
5. Vanquish

3. Which agency are independent insurance agents affiliated with?

1. American Association of Insurance Agents
2. Rational Academy of Independent Agents

3. National Association of Independent Agents
4. National Association of Insurance Agents
5. American Academy of Independent Agents

4. Polident stresses which of the follouing product benefits?

1. Clean smelling breath
2. Fast cleaning action

3. Cleaning power
I. Clean tasting teeth
5. Economical to use

5. "Arthritis Pain Formula" is a tablet designed to relieve pain generating

from arthritis. According to its spokesmen, what other type of pain

might this Product relieve?

1. Headache
2. Bercitis
3. Rheumatism
4. iluscle tension
5. Backache

6. What is the major advantage of owning a Gibson Air-Sweep air conditioner?

1. Economy
2. Long lastingness

3. Quietness
4. Ease of installation
5. Good warranty

7. What is the Furniture Doctor's prescription?

1. Lemon pledge
2. Scott's liquid gold

3. Behold
4. Uoodcrafter
5. Old english lemon

8. The drunk driver accounts for what percentage of all fatal accidents?

1. 405
2. 50;

3. 305
4. 705

5. 205
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9. What feature is th,: producer of Excedrin promoting?

1. Added strength
2. Non-breakable bottle
3. Safety cap
4. Speed of relief
5. Economy sized bottle

10. Polident is available in what forms?

?. Liquid and powder
2. Tablets and paste
3. Liquid and tablets
4. Tablets and powder
5. Paste and powder

11. Why might you want to drink :?r. _m coffee?

1. It tastes better than mo-r other coffees
2. You can drink more without typical coffee side-effects

3. It is more economical than most other coffees
4. You can drink more because it is less filling than most other (fre,sn
5. Because of its deeper, richer flavor

12. In a controlled gas economy run, the Datsun recorded how many miles per
gallon?

1. 42
2. 30

3. 38

h. 35
5. 32

13. Uhen face-to-face communication or contact is not rossible, you can
express your feelings via:

1. Long distance telephone
2. STD

3. Western Union
4. HOlmark ca=ds
5. Special delivery letter

14. What model Datsun participated in the as economy run?

1. 1000
2. 660

3. 1C00
4. 1200

5. 1300
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AfFirDIX II

Questions Testing Attitues Tovcri

For each of tilt folowirg 1,1ca:0 -clect the ore alternattve that
beFt d,_:scribes aLl,it4dcs, code the numter of the alternatd-ve on the
rnmer sheet provitled.

41. Vost ad-vertining today is 1.;ortnless.

1. Strc.-rgly Arree

2. Acr:n
3. iqr 4 r 11

D..s..gree

5. Strongly Disar-ree

42. Advertisements are typically truthful and accurate.

1. Strongly Agree
2. Are
3. Neutral
L. Disagree
5. Strongly Disagree

43. Advertisements usu-Aly present a true picture of products advertised.

1. Strongly Agree
2. Agree
3. lieptral

4. Di-mr-ee
5. Strongly Disagree

44. AP.7.crtis..:i products are usually more reliable than unadvertisc-d products.

3.. Strongly Agree
2. Agrox

3. Vece,ral

4. Df.saj.r.n

5. &;rongly Disagree

45. Compani:s sho.ild prove in advance any claims which they plan to use in
thir advertlsomehts.

1. Strongly Agree
2. toes
3.

4. Disagree
5. Stront;ly Disagree

46. Adverisinz is good for our economy.

1. Strong1.y Agree

2.

Y .s!,:tral

DisagrPe
5. Sz,roriy Disagree
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47. Most advcrtisin-3 is b;,1i6vabil..

1. Strong7y Agree
2. Agree

3. heutrcl
4. Disagree
5. Strongly Dis:..gree

48. I favor eliminating all fords of advertising.

1. Strongly Agree
2. Agree

3. Heutral
h. Disagree
5. Strongly Disagree

49. If a company uses false advertising, it should be forced to correct such
statements in future advertising.

1. Strongly Agree
2. Agree

3. neutral
4. Disagree
5. Strong3y Disagree

50. Advertising usually helps lower the cost of products to consumers.

1. Strongly Agree
2. 1.gree

3. Uc.tral
4. Disaaree
5. S%rocgly Disagree

51. Livertisirg tries to persuaae consumers to buy products they do not
really ne,:d.

1. Strorgly Agree
2. Agree

3. heutral
4. Diss.gree

5. Strongly Disagree

52. A consvaer should not believe most advertisements.

1. S"rorgly Agree
2. Acrse

3. 1:eutral

4. Pisar.ree

5. SLrocgly Disagree
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53. Advertisements emphasize important differences between products.

1. Strongly Agree

2. Agree

3. Neutral
4. Disagree

5. Strongly Disagree

54. The only difference between some products is the way they are advertised.

1. Strongly Agree

2. Agree

3. Neutral
4. Disagree

5. Strongly Disagree

55. Advertisements are reliable sources of information about the performanre

of Products.

1. Strongly Agree

2. Agree

3. Neutral
4. Disagree

5. Strongly Disagree

56. I enjoy *.catching, hearing, and reading most advertisements.

1. Strongly Agree

2. Agree

3. Neutral
4. Disagree

5. Strongly Disagree

57. There shol,ld be stiffer penalties for false advertising.

1. Strongly Agree
2. Agree
3. Neut,.al

4. Disagree
5. Strongly Disagree

53. Advertising too often stresses the image of a product rather than supply-

ing useful facts about it.

1. Strongly Agree
2. Agree

3. Neutral
h. Disagree

5. Strongly Disagree

59

72



59. Advertising tries to brainwash childreu.

1. Strongly Agree
2. Agree

3. Ke-tral
4. Disagree
5. Stronrly Disagree

60. Advertisements are of little use in deciding What product to buy.

1. Strongly Agree
2. Agree

3. :ieutral

4. Disagree
5. Strongly Disagree
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Introduction

Several major studies have been concerned with the economics of advertis-

ing. It is well recognized that there are definite limits to the benefits of

advertising: a corporation should continue to increase advertising expendi-

tures to the point where the margine. benefits eaual the marginal costs. It

has also been shown that there are cumuli benefits of advertising, and also

decay factors over time. :lost of the work in the area has been in theoretical

terms or has examined advertising relative to corrorate sales or earnings. The

current study attempts to examine the ultimate benefit of advertising to cor-

porate owners in the most direst and relevant manner--in terms of stock price

caanges. An advertising campaign that entertains but does not generate higher

revenue. and subsequently higher than normal returns to the owners (stock-

holders) cannot be considered successful. This paper examines the benefits of

advertising by analyzing the differential returns to stockholders of companies

that experience substantial increases or decreases in advertising expenditures.

The first section contains a discussion of past studies dealing with the

,,ffects of advertising. The second section describes the sample of companies

and the measures used to determine relative increases or decreases in advertis-

ing. The tests of advertising effectiveness are presented in section three.

Section four contains research findings. The final section summarizes the

results. (The authors acknowledge the extensive assistance of Nile-Erik Aaby

and Francois Eppel; also the use of the computer facilities at the University

of Wyoming and the SFP Compustat Tapes.)

I. Prior Studies of Advertising Effectiveness

The rich literature on the general subject of advertising effectiveness

can be disaggregated into three groups on the basis of research objectives.

Those taking the "societal" view have investigated apparent relationships

which can be observed at the marco level, e.g., the relationships between ad-

vertising and competition, efficiency, pricing structure, and social values.

The work of Borden (1942), Quandt (1964), Telser (1960, 1966, 1973), Stigler

(1956), Bayer and Greyser (1968), and Backman (1967) is representative of this

concern. A second group of research can be distinguished on the basis of a

M managerial" concern, i.e., the relationships between advertising and the mAnro-

economic variable such as sales, profits and-return on investment which art of

keen interest to practicing managers. Here the work of Casey (1962), Green

et al. (1966), Kuehn (1964) , ?alda (1964), Semon (1964), Robinson, et al.

(1968) and Simon (1971) is representative. A third group of research might he

characterized by its concern for the "communicative" consequences of advertis-

ing messages. This group includes not only the well-known syndicate. measures
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cf advertising's memorebility and attention-capturing value but also the more
theoretically-oriented inveetIcaticL3 of the relationships between the 3-Iver-

tiLing message and the resultaLt behavioral ouicut,es, e.g., attitude ckiwe,
persuasability, preference, putchaxe rr,bobilities and the several :.,11.,sro...erses
of consumer behavior. In this thid ,rs:oup, the work of Britt (1963), Klan
(190), Levy (1971), Rel;erto end Pinson (1973) and Cheth (1 :73) i13-.ztrative.

It is not our intentich to imply that an e:,haustive review of the adver-

tising effectiveness literature has been presented. The focus of this paper is
the relationships vhich exist betreen advertising expenlitures ana str.7--. price
movements of companies who have large advertising expenditures. To ovcr.:Im-

plify, our concern is "Are comPanies with heavy ad-eriioing gccd investments?"
Am such, the view taken here is an "owner" or "investor" perspective rather
than "societal," "managerial," or the *behavioral" view.

It is noted that rec ant contributions to the literature have taken a scme-
what similar Durrose, and that the managerial/accounting notion of advertisinc-
as-investment has prompted investigations of the rates of return for selected
advertising expenditures (Telser, 1973; Peles, 1970, 1971). However, the

lin:.age between a firm's advertising budgets and the market value of common
stock ownership has been virtually neglected. The substantive hypothesis hei e

is that common stocks of the heavy advertisers perform differently (either
better or worse) than the aggregate stock market.

I.I. Sample, Data and Data Adjustments

Sample of Cenranies

The basic universe of companies considered for the study was, the "Top
National Advertisers" as reported each year since 1964 by Mvertisin:: A,7e.

("Top 125 Companies," 1964-1969; "cop 100 Companies, 1970-1972.') Each year

this source pl,blishes the dollar cYpenditures in major media by the top

national advertisers. Total advertising expenditure figures Titre obtained from

%him soLree. The percent c1-0-ges extmined year by year to d:te7miLe which

companies were on the list for all nine years (1964-1972). This allnwed the

de:;emmination of percent charges for eight years. The planned analysis 7ade

ths: availability of data for the complete time Period desirable. :n adliltio2

:o excluding firms not regularly in the "too ac yertisers" croup, some after-
tisers were eliminated because there was not a Public market for their stock
(e.g., the U. 3. Government was a notable exclusion for this reason). The

final sample was 71 companies.

AdJ.Astments in the Data

Two specific problems arose with the data fro:a Advertising Age. Fir7t.

thc outdoor advertising figures for the zarn!le companies were not reported in
1965, but were reported in every other year. One alternative would be to
eliminate the outdoor advertising figure from every year and recompute *eke

.L.,tals. Other alternatives were to assume an outdoor advertising fire for
1965 equal to 196h or 1966; estimate a figure for 1965 based upon an cxtraro-
lation between 1964 and 1966; or estimate the 1)65 figure based upon an pc_re-

eae chare,;e in outdocr advertising for 1965. It XIS considered e:l.renie ie
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eliminate data for eight years on the b:: :is of one year's absence so it was

decided to fitter :,t to estimeLe the '965 figere. Given the three estimation
Tzecedures considered, the third alternative vas selected since it was col-
s:I-dared to be mere exact t. an eetranoletLon Preceduree or he astamptdon

of no change. The es-ileation of an antrezate change for outdoor adverising in
li:65 was based upoa an index figeee for oi.edoor adveetising as reported in --971

"triness_StatIscica. %he inCex fiGure for 190i was 89, while the 19f5 irex

f: -.c was 92, indicating a 3.37 percent change. This -percent change figure

was applied to all firms that reported outdoor advertising expenditures in 19:A
and totals were recomputed and new ranks assigned if indicated.

The second problem occurred because newspaper advertising was not included
in 1971 eed 1972. Again, one alteraetive was to eliminate newspaper advertis-

ing for all previous years and recompute totals. This clternatilre was rejected

for two reasons. The first was that again ve would be ignoring data for seven
years because of missing. data for tuo yearn. The other reason was the effect

such an elimination wculd have en almost all companies, and the very signifi-
cant effect it would have on several individual compan5es. Specifically, total

newspaper advertising constituted S.'. tercent of the total advertising budget

in 1970 and 1969, and 9.7 Percent of the total in 1968. In certain individual

cases the effe:ts would be njor. For example, in 1970 news-namer advertising
accounted for over 40 percent of total advertising for three companies, and

over 25 Percent for an additional five companies. The deletion of such proPor-

tions could cause significant chan-:cs for these comenies and their rankings.
It was decided to estimate the individual newspaper advertising figures for the

two missing years by using the sae' ,rocedures used for estimating 1965 outdoer

advertising. That is, by using the index of ag,;eegate newspapee advertising as

recorted in the Survey of Current Business (1973) . Again, each company's news-

paper advertising was estimated and a new total derived and near ranks assigned.

Measuring Changes in Advertising

The objective vas to derive an annual distribution of percent changes in

alvertising and coapate these to coincident and lagged percent changes in stock

prices. One measure of advertising change is the anaual percent changes in the

aggregate edvertising expenditure. A avejor problem with such a measure is the

influence of mergers or divestitures. Specifically, a merger of a heavy

advertising firm with a competitor that aloo did a lot of aftvertising would

cause a major increase in advertising expenditures. The opposite would be tree

if a firm sold a division that did a sUbztantial amount of advertising. Two

solutions vere considered for this problem. The first vas to use advertising

experditures p2r share assuming that most mergers are carried out on the be ;i=,

of common shar.: eechanges. Therefore, one would assume acquisitions would re-

sult in an increase in shares oustanding and following a divestiture a firm

would reacquire stock (i.e., reduce shares outstanding) .

The zecoai alternative was to use advertising expenAitures p2rdollar of

seles. in the case of a verger either the sales and advertising expenditufes
1%-117 the acquired firm would Ls included for the fall year (if acceunted for az

a pooling of interest), or both would be included from the date of acquisition

if accounted for as a Purchase. The opeosite would be true in the case of a

divestiture. An advantage of the second alternative is that it takes account

of mergers or divestitures where the merger is carried out for cash or for
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somethirs-, oner than all common stock (i.c., convertible bonds or convex-tin:a
preferred stock). AlLo this preceure would automatically adjust in the case
=hre a corn:any sells a divThion and reeeOres cash or other co3Ipensation but
does not reacquire stoek. Given this a sriori advantage we elected to use ad-
vertising ex:enditlaes ter dollar of sales.

The measure of percent advertising change was derived for each company far
each year. The annual percent changes for each company in the sample were
7anked and a histogram constructed. The median value, the average percent
^1r,_nge, and the overall percent change for the aggregate were also calculated.

TIT. Tests of Advertising Effectiveness

Two tests of advertising effectiveness were conducted. The first tested
returns for the total sample of large advertisers against overall market re-
turrs. The second examined investor benefits from inmesting in six subsamples
of large advertisers and is referred to as the hif-h-low portfolio test.

Total Sample Portfolio

This test compared the average stock price perfc.rmance for the total sample
of 71 large advertisers to overall market returns. Tae basic question is how
would an investor fare mho invested in all 71 large advertisers during the
reriod 12/31/64 through 12/31/72? Put another way, do the stocks of consis-
ently large advertisers perfcrm better on average than stock in general. The
large ad.:ertising portfolio was compared to the Dow Jones Industrial Average
(DJIA) vhieh is composed of 30 blue-chip industrial shacks listed on the Neu
York Steck ELehange (NYSE), and to the Standerd and Poor's 425 Industrial Index
(S ?li25) which includes 425 of the larger companies listed on the. NYSE. While
not all of the 71 large adyertisers are listed on the NYSE, the great bulk of
them are :list...O.

",cv Par."*"..? i0 Test

She purpose of this test is to determine whether subEtantisl chnnge in
onr measure of advertising can be used as a decision rule in stock selection.
recifically, there is a con-earison between portfolios of stocks from cc panes

ef.peri,_nnel the largezt increases In advertising to portfolios of stocks
fro:: cempa.;ies that ezpericnced the largest decreases in advertising expendi-
tures (1r r:.'allest increases) . It was hypothesized that the high advertis-
in: chance portfolio would outperform the loy advertising change portfolio,
nhere high r.r.O are defined in terms of percent changes in advertising
4.:::penditure:: per dollar of sales. Because of the controversies rega.-c:: .,g the

time path cf effectiveness of advertising, the portfolios for the -tw) groups
1-.ere analyzed for V.:a two periods--the year of the acvertising change, and the
year follo7fin4 the cAlvertising change. The reasoning behind the ccinciden'
enalysis is based unon the notion of an efficir-n::. stock market wherein It is
assumed that stock prices adjust rapidly to new information (Pena, 1970. In
..:is analysis a.lvocates of an efficient rarket would hypothes;ze that althouga
the effect of advertising (in terms of sales and earnings) may not be felt
-nrediately, investors become aware of the major change in advertIsirr:
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expenditure aGi adjust stocls prices in anticipation of the subseouent effect on
the firm. The sUbsequent year analysis takes account of the possible la'; in
effect on sales apd earnirgs. This lag can also be justified on the basis that
investors may net know of the change in advertising until the following period--
i.e., although investvrs adjust ctoe!z prices rapidly to new information, the
infcrmation on advertising ch.esges is not available during the year of the ad-
vertising change.

Six portfolios were examined: the top and bottom five companies; the top
and bott:n tin corpanies; and the to and bottom fifteen firms. While the two
groups of five shoald give the most clear-cut results from the standpoint of
the hypothesis, the portfolio size is small. The Portfolios of 15 may be re-
strictive in terms of performance but they have the required size. (Several
studies 1.a.'e shown that almost all the Potential benefits of portfolio diversi-
fication are derived with portfolios of between 8-12 securities. See Evans
aed krcher, 19C8; Gamnitz, 1971; Fisher and Lorie, 1970.) Both average rate
of return and the variance cf return for each Portfolio (a measure of risk)
were considered.

IV. Research Findings

Overall Ecorm-ir. Chan -es

Stock prices are definitely related to the business cycle. Advertising
extenditures are also influenced by b.siness conditions. lance , Table 1 con-

tains tie 172?, chronology of ay.:_rega-.,a buciness cenditions (=Awing the period

cf T total period of analysis incluaed only one period of recession
(Uevember, 19()-:ovember, 1970) and was largely a period of economic expansion.

Three related annual economic series are included in Table 2--Gross
s;^tio al Irodact (CHF); Aggregate Scles per share (0425); an Net Profits per
share (CPL25) . T:e fiGuras in Table 2 are consistent with Table 1. There were
cersistent increases .n aggregate production (G2)--even during the 1970 reces-
sion. Both Ccrt)crate f:ales -eer share and not earnings per share fluctuated
cyclically.

Agrxerate Ad?ertising Chenges

Table 3 ceeitains three measures o advertising change. The first is per-
cent chan:es in az,vrregata advertising for the "Top National Advertisers"
(adjusted tor c,td,or advertising and newstaper advertising) . The second is
the percent ch:r.ce in the index of total advertising (1972 Business Statistici;
recent figures from the Sur7ey of Current Business) . The third is the percent
change in aivertising expenditure per dollar of eales for our sample of 71
2arge advertisers. This third measure is substantJ.ally different from tne other
series sine it is not an aggregote series, but a ratio. As such, it is compar-
able to a ratio of ntic.nal advertising to GE?, or a ratio of national advertl.:.-
irg chances to C::P changes. These ra'elo results are interesting since ',:ncy r_hcw

that while aggregate alvertising expen:literes have generally increased avers
yeLr, advertising expanditurt.s relative to net soles have declined every year.
Further discussion of this is deferred to a sUbsequent section. It is possible
that this steady decline can be explained in terms of increasing advertising:
efficiency for this sample of large advertisers.
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Dis:,riantions of Annual Advertisinn- Chanres

The distribetio4s of annual e.,ivertising changes for the sample compariee
are coateinad in Table 4 and appear relatively normal. The modal interval was
0.00 to -9.99 which is consistent vitn the avarere changes that were always
nag tine from -.6 to -7.5 ne:e:l.c. This was albo the median interval in every
year Once exception occurred in 1969 when there was a rather high percent
(1E3) of lar;e. declines (20-30;). This was the year before the 1970 reeecsin
and prof its declined slightly prior to a large decline in 1960. Firms may have

cut back during 1969 in an atteurt to forestall the decline.

Stock Price Performance of Total Sample

`the annual nrice changes for the two mar:et indicator series (DJIA and
SPI.25) and for the total sample of 71 companies is contained in Table 3. The

large advertisers portfolio (comnosed of equal dollar amounts of each of the
large advertisers) o4tperformed both of th market i-edieator series in every
year but one. The average performance of the S7P!25 was better than that of Um:

DJIA but toe portfolio of large advertisers had average annual returns twice nn
large as the 0425 and over four tines as large as the DJIA. Using typical
measures of risk, the portfolio of large advertisers did not appear to be any

riskier than the market portfolics--the advertisers portfolio had fewer and

smaller negative returns. It also had about the same variance of annual re-

turns.

High-Lou Portfolio Results

This test aaalyzed stock portfolio perform2nee for companies in the tails

of the advertisiag changes distribution, f.e., those companies with the largest

and suallest changes. Table 5 contains the results assuming an investor held
the altemative nortfolios during the year of the advertising charge. Table 6

reports performance assuning the portfolios are held during the year after the

advertisirg chenz-ts. Thole 7 contains a listing of the number of years that

one of the high or low portfolios did better than one of the market portfolios

or the portfolio of 71 large advertisers.

Coincilent Year Investments

The results for the thrce top portfolios sapnorted the hypothesis of dif-

ferential be:. ;fits to the stockholders. The three top portfolios did consis-

tently bet..er thal either market indicator series in terms of average price

change. Tdey .cd smaller coefficients of varia'cion (CV) and, therefore, were

less risky. When the top change portfolios were compared to the portfolio of
all large advertisers, they vere suterior in about h.2.11 the years, with some-

what higher a-.-erage returns. In terms of risk, only the top five portfolio :):'A

a lower CV.

The aurrrising result came with the examination of the portfolio results

for botteu portf:lios--i.e., companies that experienced the largest declines

advertising expenditures per dollar of sales. The results in Tables 5 and 7

indicate that these portfolios outperfermed both market indicator series almo-t

every year; that is, they had higher average annual price changes and lower

risk. in addition, these portfolios outperformed the portfolio of 71 large
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advevtisers the majority of individual years and on average (in terms of

returns and measures). tIle--!_j-rtfolios_o!.large unegativ.

u]vertisers did iqrcte: on averace 4.1,en the cort4oJ.io of eo-Ipenies that e7rtni-
__

enced the 1-,-,;ef.,t increases in advertif...n,z dsller oZ' sales. This suerior-

ity was manifeste2 in terms of aver -e price changes and risk measures.

Subsequent Year Ipvestments. Because of the assumption of a lag there Cf"!

or' seven toetfolio years. Again in terms of year-by-year comparisons and

averoge r.2tIzzv3, the top portfolios experienced supericr results compared to

eitner of the market indicator series. Specifically, the ton portfolios 7ere

better than the market caries d,lring either five or six of the seven years.

The aeeraf;e of the annual returns for the ton portfolios was 9-11 percent cm-

pared to e".:-,ut 2-5 ncrcent for he merk"rt. Given the higher returns, it is

notable th::t tee risks were anite comparable in terms of the standard deviation

of returns and lovar in terms of the CV.

The top portfolio results et,mpared to the total sample of 71 are best

described as a standoff--during about half the years the top advertising port-

folios were sunerier, while the average return for all the large advertisers

was superior to the top 10 and 15, but not the top 5.

As before, the bottom advertising chinge portfolios did much better than

one mient hynotkesize. They did better than the market portfolios in most -

years and their average returns were superior to both the market returns and to

the returns from the ton advertising portfolios. While the returns were gen-

erally superior, the measures of risk were also greater than the other port-

folios aPf.arently because of the very high average returns in 1967.

In general these results were corsistent with and confirmed the coincident

year results in that both high and low portfolios did substantially better than

the age,regate market indicator series in terms of returns and risk measures.-

The subsample results were also generally better than the total sample port-

folios. only were these portfolios better than the market but they were

also better than the top advertising port-folios.

Stock 1)ricc-s and Declining Advertising_

There are three possible reasons for the superior stock performance of

firms that experience major declines in advertising per dollar of sales.

Firs:, one coatend that these firms are the most efficient advertisers and

they maximize the sales effeit from tneir advertising dollar. Efficiency would

allow firms to substantially ra-.:rease sales and earnings per dollar of adver-

tising. Second, it is possible that the net benefits of Pant advertising

expenditures accumulate. As an example, assuming a firm has been'a heavy

advertiser in the past, once the desired image or demand has been established

it is possible to maintain the status or demand with a much smaller budget.

The final possibility is that a major cutback in relative advertising expendi-

tures is reflected in a much higher level of earnings for the year of the cut-

back. These higher earnings are reflected almost immediately in stock price

increases. If a firm censiders advertisilg expenditures as discretionary it

is possible for a heavy advertiser to cut back advertising for one year, and

assuming normal growth, to increase profit rargins and net earnings substan-

tially during that year. Some slight support for this notion can be detectel.
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from ne 1970 results. Rec.all that 1970 1:as the only economic recession period
cons12,;.-4d. L.sing ye; n companies thJt increased their relative advertis-
ing expenditure probally hurt thejr ulready delfrossed earnings and all top
advertising rcrtfolics ..,uffered larLec 1,r:ce declines than the aggregate market.
In contrast, ti!ka stocL of comPanies that e:zperieneed reductions in relative
advertising consiste..tly enjo:,ed stock price increases. These alternative
hypotheses are deserving of furtlIr research.

V. Summary an0 Conclusion

Summary

Studies cn the effectiveness of advertising have neglected the variable of
ultimate concern to the ownerhis wealth Position. Aosuming that the corpor-
ete manager's ultimate objective is to maximize the wealth of the owners, suc-
cess zi.ould be measured by changes in stock prices relative to an aggregate
mar.xet portfolio. The objective of the study was to analyze the effect of
lari:,c advertising bidets and substantial changes in advertising on stock prices

Analysis of 71 large advertisers indicated that while total advertising
extendi-,ules generally increased every year, advertising per dollar of sales
declined in ev,ry year. The two tests of advertising effectiveness were a com-
parison of stock Price changes for the total sample of large advertisers to
ag3-egate stock market changes, and a comparable analysis of subsamples of
large advertisersthose that experierced the largest increases in advertising
per dollar of sales and those companies that had the largest decreases.

The results for the total sample of large advertising firms definitely
supported the hypothesis regarding the benefits of advertising. Specifically,
in every year the Portfolio of large advertisers had superior returns to both
market indicator series with one smell exceotion. The average annual returns
for the ei ght-year period were between two and four times as large as the
aggret;ate market with about e,.ral risk.

The results for the top change portfolios supported the hyrothesis in 4hat
the results were definitely svperior to the overall stock marks; and slir;itly
,etler than total sample portfolio. Surprisingly, the bottom chanr,e port -

folios di1 bcLtcr than any otter portfolio, either total sample portfolio, top
ehanre Portfolios, or total market portfolios.

Conclusion

Heavy afitising expenditures do nave a substantial irpact on the relative
wealth rux.i,Icn of owrers. Stocks from both tails of the advertising chcAlge
distriou,dc-. did better Than the market. Assessment of the advertising straLe-
Gies acconiated with these extre.tes of relative advertising is a ::remising area
for furc:.er inviry. Ile hold that this future pork will be facilitated by the
uze of c'are'r-wealth as a measure of advertising success.
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`PALL'', 1

Soecificatjon of Peaks ond Troughs

in Businzss Conaitions
February, 1961-December, 1972

February, 1961 (Trough) - November, 1969 (Peak)

KoveMber, 19E9 (Peak) - November, 1970 (Trough)

November, 1910 (Trough) - December, 1972*

*December, 1972 was not a teak but only the end of

the test Prziod. As of February, 1974 there eras

no indication of an end to the current expansion.

Length of

Period

105 months

12 months

25 months

Source: Business Conditions Digest, U.S. Department of Commerce.

TABLE 2

Annual Percent Changes in Selected

.economic Ser-es, 1965-1972

Year

iiominal

GNP (1)

Sales Per Share
SP 425 (2)

Net Earnings Per Shrtre
SP 425 (2)

1965 8.3 10.2 13.4

1966 9.5 9.6 6.7

1961 5.7 3.8 - 4.3

1963 8.9 10.5 9.6

1969 7.6 6.9 - 0.5

1970 5.0 - 1.1 -11.7

1971 8.0 10.2 10.4

1972 9.4 14.1 14.9

Source: (1) Survey of Current,Pnsiness

(2) Standard & Poor's Analysts Handbook
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TABLE 3

Annual Percent Dances in
Advertising and stock Prices

1965-1972

Advertising Exnendjtnres Stock Pry es
Top
100

riotal

Index
Sanple of 71
Ad-r. /Sales DJIk SP 425

Sn,,.p1P

of 71

1965 8.41 7.08 -2.50 10.88 9.88 18.60
1.956 10.55 9.56 -2.70 -18.94 -13.9 - 6.0
1967 0.85 -0- -5.30 15.20 23.53 33.30
1968 5.71 4.03 -2.20 5.24 8.47 15.90

1969 0.93 7.10 -5.80 -15.19 ,i0.20 0.70
1970 3.85 -2.41 -0.60 4.82 - 0.58 0.40
1971 4.05 -o- -0.90 6.11 11.71 16.10
1972 4.50 9.87 -7.50 14.58 16.]o 17.10

Ave. of Ann.
Chances 4.86 4.40 -3.44 2.84 5.66 11.91

ndinG Wealth
Ratio 117.75 147.33 233.09

Ave. Annual
Ccrpound ChanGe 2.10 4.98 :11.05

St. Lev. of Annual
Price Changes 12.12 12.00 12.10

TA37.2 4

Yearly Freuuen-- Distrftiution of Annual Percent
Charges in Ad'ir4,f.sinG Exnendiures Per

Dollar of Het Sales for 71 Large Advertisers

'percent of Chargs in Intervals

'ear
-").0.0

nnel

-celow

-10.0
1-n

-?? 99

-10.0
tn

-1.9 .'?9

0.0
tn

-9.99

0.1

VI
9.99

10.0
to

20.09

20.0

29.99

30.0
and

above

1965
....,
J....3o

19(7
1!',68

3.919

1970
1971
Y2

4,1%:.

4.25
2j..;.,

2.6%
2.85

2.8.,;

2.85

5.7,
7.05

-,

4.,5
4.25

11.35
2.85

11.5.3;;

7.15

2.95

8.55

7.1!

21.1%
15.5%
21.15

25.45
33.25
14.05
21.15
18.35

:).1.5

32.45

40.c;:.;

36.,:,-5

1,5.15

11.0
46.55

32.:45

35.25
7.55

26.1%
19.75

18.35

8.45
11;.15

12.7%
12.65
21.15

1.(,.7;',

7.1%
12.75
4.25

8.55
12.7,E

7.05

15.55

9.9Z
).75

0%

2.85

4.25
1.141

or!,

4.?%

4.35
G5

2.25

4.25
1.h%
1.45
5.6%

2.C5

5.0
5.(;.;
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TA31:::. .7

Co=parison of I'm ;Ind :2ok;t-:al

Portfolics 1c.o Portf.;lios an( Scmple

Portrolio

Coinc..-enf Ysa-s

No. or tiTss oot of 8 wIlen2prffolio Euprior to!*

nJTA

Too 5 7 (70)
Tep 20 7 (71.)

Tar 15 7 (70)
Bottom 15 8
Bottom 10 8

Bottcm 5 6 (70, 72)

Portfolio

SP h25 71 Large Adv.art.

6 (70, 71) 4 (67, 68, 70, Ti-)
5 (66, 70, 71) 4 (66, 68, 70, 71)
6 (66, 70) 3 (66, 67, 70, 71, 72)
8 5 (65, 69, 71)
7 (71) 6 (69, 71)

6 (71, 72)

Per-Elie Plircasec. Yen: After

Ho. of times out cf 7 then portfolio sunericr to:*

DJIA SP 1x25 71 1Thrge Advert.

Top 5 5 (70, 72) 6 (TP) 3 (66, 67, 71, 72)
Top 10 5 (70, 72) 6 (72) 4 (66, 67, 72)
To.2 25 5 (70, 72) 5 (10, 72) 2 (f..6, 67, 70,-71,-72)

Bottn2. 15 5 (70, 72) 5 (66, 72) 5 (66, 72)

LDttor. 10 4 (6."), 70, 72) 5 (66, 72) h (6, 68, 72)
Pctt2m 5 4 (66, 70, 72) 4 (G6, 70, 72) 3 (66, 68, 70, 72)

The years in the Parentheses indicate the years when the advertising
17 as not st1.orio:.. to the market and s=ple portfolios
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It is the basic thesis of this Paper that both the quantity and quslity
cf national aavcrtS.ing (the advertising of the traditional p:oducers of COP--
saner nroducts) may neea to undergo significant charge due, in large part, to

the arcOaunf of the store-controlled bra Ad. rurther, that there are many

sisil-_ritier in the centennorary situation faced by national advertiserr to
that cf an enrlier tine in Are-ican markeins, crd that the contemporary
onions tlay Le seen more clearly al.;ainst such an Ilistorical backcloth.

The Contemporary Situation

The ze-cal?.cd "private bv.ard" has trad;tionely been d2scribed as one

eentrolled ty a -e--41,,r or lncl-a1^- thcn Cie ranufactur. Pet run

a bread ;Iefini.::on ercemrassn both tco :.:rich and too little for arnlytical

pnrnoses. Too co,c,..h, tecanne, as Weiss has cbscr,.:4:

Vhnt all of the current merchandining furcr is
ah:T. is rc,t t:e traisticnal private brand at a:1!
The tra'!"tIoral private ir..bel vrz

rnrely Usually it offered -:nor Quality and

Poor value. The cul:ri-nt excitement :7e7oles around

distrilf!%er-conteolle.d and ?d,..,.rtis,,d b_.-nr,s--and ,.:ore

cot trclled brands dint.....ibutrzi and adver-

tinc:i ".."! or giant re-ailers and giant wholesalers.

ULth innrnising frequency theca are Presodd ands .I

Tn:, to throw in the.:un,,van ensn-tmeit of "nrivit.. lcb-?s" 14.5.th th,,

carc,f,..1 ,le;c11.,naissf, or of, nvy, Sers, Wards, Grants, Ponneys, Vccl-

-.nrths, jt:!2:, and so on, is to vastly ovL-simplify the current battle of

:1t t:n.; -.:sfir.ition is ,,1so tno dit41c, to trn f1nr,Ic4rr:.;

trnna of 1-vc,r1,icc1 iff.,egr-,,ticn" has Ind to a hlurrin-; of t;le traditienal dis-

tinntinns bci.meen m.nufacttrer, whelesalcr, and retaLler. By way of ams:ny.'_c,

6 sr:s nn- outright, or -mns coni;:.cllins interest in, firms accountirs fer

o7:r c4 its tot=:1 r;- m^ . ? As this Inn%7 .1%.cturing capability increan,

will v.. s Lc cnly a retailer in any trr:ditional senoe? And tat of iinn

such as Sin7er -7;th %heir own retal c,;:t1ct::: Solely marxfactnrers? CE.1-cr

enrIplen aLcund.

TI-vs, in an attem :et, to do Justine to the major forces this arena

fl'nt, we will aiLcuss the pcte.tial influrnce of "c. -re
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bran.s"--me,nf.:-:, with lieiss, thc,e ur-:lacts controllel ard nerchant.ized

the country's giaats of rc.talling :f.-.LIese.:Ing. Nov, cf imnact?

nr d2::; faenart-

ment stores, disco'r-rc and t1-.eir brethten, suggest that store rrPnds are

with u: as never befere. pt d, of course, they oc-r..ny the nrecios sheaf and

flocr s::ace f!ear to t1-.e. nlacs cr nr.ufaeturers of corisex Locds.

Ueiss, vho has de-:-lop,:a a series of extensive reports on store l.c;!nis

beg'nninr in 1F:59, has noted a number cf ners:i.stent trends supolsilg
prrLicsion ti. 2t "fte time is not far distant when 50 (;iai.t

wIll gobble VD just about one-half of the nation's :vetail volume 2n .7.st of
their merchanitise Classification, "3 and that as much as 505 of this voli:me t-,t1

be accounted for by their own contrellei, bruarts. A early as the mid-60F,
Weisz saw tl: tre.Ids stropc-:ting the rise of store brands as these:'

1) 'Inc drop consumer loyalty to any manufacturer brands. Altiough

v2r7, Iiiere is apparently general acreenieLt that store brands ny
i!,:oosint for r. gre.:iag nerceLsage of total retLil volume and that they are domi-

nant in an ircreasing number of nerchaniise categories.

2) The Ivitter value often offered by store-con:zoned brands. Obi:iously,

it is difficult to objectify "value." Q=titatifsly, the price differential
':etwaen "nstional" and store brands is usually in L.e 15-255 range. In ad.li-

tion, stuc.les such as ti-e Burgvne Setopuer Study leveal that a

majority of s;:cnsers rate th-. ouality c: private label ;:ands as eoual to thai

of nationally advertised brancls of IroemcPrS.1

3) er-cwing similarity of brands vithin given merchandise categories.
This is perhe.w the key facscr opening the door f t i ;he sliantitative vEalle cf

5:ore brands. This fact of marketind ziy be due in large part to the

in:re? ingly oorhisticated research ant: devel.);meLt capabilities ty-::.cal of

ftrr.s olo;p:olistic cormettt;on.

kne--le..1;e amen shoy.:..rs :1,2t store brands are often 1.2

Sis.:eLe cf zane:acturars brP.Ids--at loue-

Th:s deserv..s nertic..Oftr em.h::is. In one cf

-Lc e..7,..7,.sn3 trade n12b.r.itati'rn edf.tforf.a1-7.zed abc-ut the de-

cline loyalty amona tae n.caucers the:nselvez. They yoint(sd

...)rtunee c.;" iira:d Names Founialon wi*Lh these revealing items:

. becausz ife:ns Lcay.kLy ;,:vol

la:el prodwt;on.

. president of the i.:nh.:.ttn we..; as chat:man

of 1.1.e Feunde,I,L.n . :mile his ce-,mpcoty vas runnin3 adi:e.ticaments in the 7-.1117

aet-: Reco:d offering to proace private-label snirts for retailers.)

(A sonewhat foot 7.te was 1%-ie ,f f:ral GaMY-f

,frer IvoT) L0a7 for priva,Alabels.1 :tcoording to al: Zeus: so;:e hi-;to.rians.

71.cry cy.e of our nricnee; brands that brought "na:;enza

1.st 18ns.)

".
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As far as the growing awareness of the eonsluing that they are
o:tancdoslin; with Tweq1c.I.um and Twoadledee, at least one major sociologleal
stujr° has found that, coharcc:y to wha:. nir,ht 'oe tapected, loyalty to "private"
brands is higher ca.:on.; white collar fa;:ilies :n _l blue collar families, per-

hays due in p-rt to thi; gl-eater 'Ynowled6e- sagmest2d by Ueiss. Supportive
evidence that ',upscale' families tend to prefer private brands is also offv!red13
by a repnrt from retail giant Toblaws,9 ard a recellt investigation by Coe.-

P.°_ :d hardly be rcintad out that we are increasingly a nation of white collar,

'nigher incomed, better educated fal-ilios.

5) The cnr oing. trends toward impulse shopoing and self-service, which
make shelf display of mounting imtortance, play inix) the hands of the retaller.3
who control the placement of brands within their outlets. Copious research

attests to the influence of these factors in self-service sho'ping. In addi-

tion, there 5.3 dtpare-ntly en important movement by the giant retailers tO 1.11)-

,;raCe their own pzckaaing Lo compete more effectively with the impressive
grophics of national brands, as well as to solidify their own brand images.11

6) The increasing williw-ness of retailers to stand behind their own
brands thcu.7:1 Asatizfe.ction LuaranteP' and warranty efforts that remove mach
cf the risk element involved in the shopper's flirtation with store brands.

7) The :re-cold status of the !.7.-:.-at chains. :-..7uch retailing giants as

.earn, !iar:s, and Grants have draaatically ir_creased their national advertising
budgets in sulmert of their own bran,1,-. (SePrs 7oteds welljarJ7Th° million.)
Broadcastin,:is Lurene ilatz hds rt.ferred to the 4s,ci.Lt evolution" of retailing

from a -local event to a national spectacular. l2

6) The fn...tt that manufacturers' wtvPrtising allowances frequently wind 1::0

% as dollars spent to Promote thP reti i i hers t cam brands. This is merely a mani-

4festation of a far more General phenemenon--nenely,'the increasing ability of
retail r- to exercise considarble polier in their Cealings with nany pro-

cue:1%s. As early as 1964, Grey Advert:L:int- nosed that manufacture=s are in-
creaainGly by reta:lers ff,r more rgin, advertising allowancez,

store-v: cont:-lbutions and dirort-to-roils_24er shipm,mts...."13 Thrs, what

we are talki-7 shout is lev,irage.

Historical Pr !seaent

It is at is .anint in tee investigation then, that we may bc able to

benefit frcaa a.kistcrieal Perspective. For we have, as earlior swgested, bPCl
here before. cap act (w'lich has incidently Jed many contemporarj

Ln-.nufactarela rnalvate label production) was not a major problem for the

American c:-:amer manufact-Jrer in rou::hly the lost "30 years of the 19th

cont-..r.. produced fcr the consq.mrtion of his community. As this wss

satisfied hr: bc1;an to 1)ca to more distaat markets. And it was here that the

wholesaler t:' :red the picture--te pro:ide certain services of distribution.
procurem,-.nt of retail outlets th:t the producer then found diffi-

cult to perf_rm. Indeed, the wholesalin; funetioa in, this cota!try aprarently

did not appear until the riddle of the 19th century.14



z.ow it must be kept in mind t'1',.t since the serknufrct-trer could sc1

virtually all he could Prot!-Axe at a re:,..;cneble profit, they° as little
incentive for hia to br.11-', his f,roJuet. HiF crackers, or soco, 07 flour vould

mixrd i i to similsr cut-uts of prou.c:_rs and teld in bulk by the re-
tailer. He was, in theee and C:;..3t2S, rarkeeim; an undifferentiated
r,d. Anc".. it wus th;s fact, plus the essentic.,. s.i.--vices rendered, that cn%blcil

tIie wholesaler to apoly increased pre: cri 1.;:e mant. facturer. For it was the
wholesaler who was in contact with the retailer who :fez, in turn, the link to
the ultimate consumer. As iicrris hes observed:

:_:us, consumers' wishes, exoressed to retailers were conveyed
to the wholesaler and on to the ---enufacturer. The Quantities of
various goods wholesalers purrbased from ranufacturers reflected
consnmer demand. Wholesalers indicated not only the quantities
of goo:fn they desir:rd but the styles and characteristics of these
goods as yell. In other words, manufacturers produced goods both
the quantity and cuality of which were stipulated by wholesalers.
A4d it is not hard to see, in these circumstances, fcom which

menufactvrere the wholesalers would buy their goods. Being eco-
nemic men, they would buy them from those manufacturers who were
willing to accent the lowest pr4ee.1?

This pressure became Particularly acute as the productive capacities of
manufeet-.L.-cre and desire to 171san efficient return on their

car.ital investments -.anted. i.s a result of this restrictive situation, the
income k,f many manufacturers was driven dcvn very close io the cost of Produc-
tion. In esrenee, the Prc:12cer had lest some preclous leverat,e in the market-
ing pro toss.

It was ct this point that c-,-tain prodnoc's ezrsrcised a powerful option
(uhich patent Lepicine manufmeturers had earlier seen); they differentiated
their nrod..:cte---tok them out of the ce-r.:ktr barrel if you will--first through

assuminz the pel-1,;:sig functirn tber7..lves and affi:--ing a brand to package,
and secondly, as Kaldor has stated, by advertising "'over t".;1 heads of the
wholesmlers to the ulthate buyers, the ccne.umin,; public. '-'-° With consumer

channeled toward spcciric brands of Previously undifZerentiated
:oods, the rota avers and the wholczalers were left with little choice ersent
1..3 do business with the enterprisin.: producers of the branded goods. This, itl

tu.ne, helped place the manufactu-er back in t..e marketing oriver's seat.

Th,ls, there hiettrical evidence to sugr,cst that national advertising
by sc-nsefaet:;rc.s in ;;:,.erica arose not to increase sales per se, but to atten,t

to rein s-me eeoromis contrcl from the mar,..et--to enable the producer to te
ice see'er' rather th-m a 'price tater: (It.is interesting to note that

the wholesa:--r a major fnctor in the rise of natlonal advertising is vir-
tually ir:sred in most advertising tezts.)

Contemporary vniscis

hot t-ss th;s to do with t'e center,r-crary marketing scene? We would
zu!-:est t :lerc are at least twe inport:Int
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(1) :p--:rtially uLdifferantiatPt1 (reeds. Anny of today's, products are

undifferentiated within pr:uct ciassee -t E level of perromonce. They .re,

of course, differen;ictd by brand'I,f;, Pacha ing, advertising, pronnti^n, and
e, then mar:sz:tin; str.ttagens, are cj't.n cuite similar to their comPetitors
in terns of difrercnc,:s essential to tn,_r Perceived performnce. Charles

Eldrid;:e, frmer vice President in charge of n.,rketing for General Foods, noted
tnis important fact of the contemporary consumer goods market:

Product differences tend to disappear. They tend toward a dead
level of relative uniformity--net of meeiocrity but of high quality.
It has become inc:easiagly difficult for any narketer to endow his
tre,xt with any neaningful surcriority or exclusive features, and
even rnre uifficult tc retain that suPerioity even if he is for-

tunate enough to obtain a temonary advantage .i7

trend, as previously mentioned, is apparently due in part to the
prr:Lnures to rely u.,_, a basic design to benefit from the economies of mass
prsd-..etion, as Jell as the sonhisr-icated research and development capah ilitics

of olit;epolircic firm:;. Even in tod;,y's increasingly frar:poutod markets, the
rapid Proliferation of eszentially identical gcods is obvious at even the mr,r4.
casual inspection. It is yet anRth,,r way of minimizing risk in the hazardous
ares, of new product marketinfr.1°

(2) T 6-ldnance of an intermedinry. The 19th century Producer was

ultimately fed with the problc- of rest:4ng control from the powerful whole-

se_ler. His cownternart of the 1970s faces a love/hate relationship with the

giant retailer. In early 1960s, Goodousekeepin; ran a prophetic trade ad

with the :!ational Brawl or Private 1.-,bP1--9hoss Going to TOwn' the

Grocery 3 oiness in the Years Ahead?'19 They were, of course, quite serious in

their qt,ery. For even t: the leverage of the contemporary intermediary had

beccne And as a major advertising agency began to discuss the real

poscibility of largc national adVrtiscrs franchisi.nr: the so-called "Mem and

:op stor::.s 'wh-ls-e they can he.,.e conro3 of their distributive dollar,

it became increasingly apparent rAw battle lines were being drawn.

4

SO= Present and Future Options

In retrospect then, the decision of some of the Pioneering consumer goods

adveitisers a century ago to attenpt to -Pull" their goods through the dis-

tribution ch.;*.nnels sti..rulating selective demand seers an appropriate utili-

zation of I ;_riai:.nble low risk option. The contemporary producer, once again

/fazed with tnc plssil,!.:ity of the erosion of mrket control at the hands of an

internediz.,:ry, is fzcel wi.:.11 choices they, we believe, are considerably more

complex. ,,he f=alowing reould appear to be some of the more obvious options;

(1) (--:ntine to atternt, throurh ad7ei+.isinr, prcr:otion, and product
,o est-tislish ard trend Loy^ tr while distributiy thomh

trardtion:11 retail outlets.

Certainly this is the practice currently endorsed in whole or in part by

many prcd.icers of consumer goods. It is, cr course, a comrelling choice if the
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nanufan!-urer c2:. link his brand with functional or psychclogical values
opnronriate to a large enough segment cf ,h2 cnnnnmer mrtet. However, given
the grouing sollhissication of the shopping nor:ad.:ion, the essential parity of
reserc: c1 develc:nent C iitis, and th. rnwing volnme of advertising
that :.ay serve to din:_niuh the ef:ect of cry one part, this may be an increas-
ingly tenuous choice. Some indication of the difficulties involved is the
incr;Insing relanne nton pro.:otion, in t:.e form cf trade and consumer deals,
in cddition to the sizable advertising e,nnenditunes for the introduction of
new products. :iielsen has found that these expenditures (a testimony to the
difficulty of securing both distribution and selective demand) of rival
advertiLing outlays cr.: 'also, except in rare instances, depress the companiez
total rnofits during the years when the brand is fighting for a place in the

o.,1 -nun. -- is need hnrdly be added that the sum mny be effectively blocked by
the brands of competing producers, as well as those of the chains, long before
accentable profit levels are reached.

(2) Prnenec for the sore brands. This, as we all know, is an option
nith awnrent ap-zeal to many producers. It offers the Potential for efficient
ne of productive capacity through the seductive volume of the great chains,
nd reducer the costs zni energy incurred in the stimulation of market demand

for a leas; ,,one of the income-producing production. But, as was the case
with the 19th century Producers who came to regard the wholesaler as their
market, there is an obvious danger hare. Specifically, riven the increasina
24arity cf zo' (actual or Penceived), the giant retailer is placed in the
enviable resic.ion of being able to Play one producer against another, while
wresting rrice and/or promotienal concessions in the Process. David Ogilvy has
reflected on this dilemma of the suonlier of private label goods when discus-
sing his agency's cuccessful effort to lift Hathaway shirts from uha he
described as an "impotent q private brand situation to national nroninence as a
grand in its own right.2 In essence, as Ogilvy suggested, as long as similar
goods (or goods perceived by the customer to be smilar) can be obtained from
many nources, the individual producer's tesitien e..n be marginal indeed.

(3) :tablish direct or inOirect control over retail outlets. Obviously
tai is an crtinn already pursaed by sone nrodu-ers. In audition, as earlier
nosed, at least one major advertising agency hns suggested the possibility of
producers of national brandz cstablinhing franchise arrangements with small
retail outlets, where the oroducnrs will be freed from the leverage of the
giant retailers and their resources. It is di:2icult to speculate on the pos-
nible snennnn nf such ventrns. hmong the na.;or impondere4.es are the uncertain
noods of cennnnern concerning one-step or multiple-shop shooing patterns.
(PrcisaLly tn-i inns retailer uou:'.d hold some advantage if single stop Shopping
:3 Preferrei.) In either case, however, the sLore brands would still presum-
ably be of:ered at lower prices.

Still nnother cnnfoundinn factor 4s the recent efforts of a growing number
of giant retai:es to offer their own brnds to otWt: retailers. Thus, as
::eino observe'., The private label is now emerging as a rival to the manufac-
turer's 13:,f:1 cc: a considerably br-Jader area of diJtribution than is gene--
ally reali:Jed."2-1 Among other things, this raises the intriguing possibility
of a saleor-= for a giant retailer and a salesoan for a national manufacinuncn
calling cn nn independent retailer and attemrting to sell him precisely the
same product under different brands.
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Tne biggest single drawback conceruing the option C1 a producer opening
his own retail outlets is prnbably the ,nnertise recuired for a successful
retailing or,:nation. In aZd:tion, as noted obae, it must be assumed that the
con;=or :rill alter nis or her sholopir; patterns to include an additional stop,
since in all Probabili:,y the firm's products are now Purchased, along with
others, as a single outlet.

(4) Finally, we suggest that a fourth option on to the national pro-

ducer of consvmer goods is to nttelant to establish brand loyalty on non-nroduct
levels. Lire manufacturer electing this option in whole or in part (initially,
ciort likely in part) would, in effect, be operating on the premise that he must
attract consumer loyalty in a context where his product is not likely to be
-ereeived as significantly different than rImpeting brands of other producers
an_ gi2t retailers, and will have a price disadvantage compared to many store
brands. Within these difficult confines he will be attempting to reestablish
the leverage held by may nroducers since tlhey first took their products out of
the cracker b:rrel to esteblish powerful brand franchises. But this time his

ootions are narrowed:

. ±is products are nnt likely to be perceived as greatly different than
that of lower priced competition.

e.ttemnts at differentiation through the various gambits of sales promo-
tion are often, at best, short run factors and, at norst, an additional drain
of profits.

. i,fforts to assume the functionel st2ilarity of Products and operate In
the tsy:.olo:ical/_nociological realm of association and feeling are, under
ideal corditlons, chancy, and given the increasing savvy of many of today's
sho2pers, possibly s.ounternroductive.

zut, beyond these considerations, perhaps the contemporary producer may
issris with:n tnese -given: to attempt to establish consumer loyalty based on
simple feeling of trust between consumer and producer stimulated
by what: we call acts of consnicnoas good will aimed at appropriate market
segments.

:icw what we ere .:incursin:; k'.yr is not sin7ly a high blown "corporate
relaticno pro,ram, bnt rat:-.er a cerien of corporate acts with market direction.
:t woulC, not seem unfeanib..L-, for exa:-.ple, to expect the donation of parks and

playgrounlo deni,:ned for the enjoyment of particular market segments (e.g.,
the fadlies with chil.lren), the sponsorship of major activities
in the art 4, ;.ne .,:rdernrIting of atpropriate medial and recreational facili-

ties, and so In the media we could expect messages directed toward the
alleviation of consn_ler problem=, a rtturn to sponsorship of broadcast Trogram-
:Li:1:g, the nti2inaticn of cona.erzial tine and space to stimulate, entertain,

inform. is not mcant to be seen as simply another form of the company's
existing pnl2.anthrophic or oublic relations activities. It could be, rather,

a stratenic, market-criented program involvint; an oftion that seems likely tr.:

enable the enterpeisin; Producer to rge.in some d.e,-ee of market control in an
environment currently conducive to the erosion of that control.

Oueh an undertaking would :lave far reaching implications for the qaantitf
and quality of advertising messages (as suggested above) as well as
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:-yl-ar:ng. For, in ord.lsr for the "acts of co:.s..lieuous good will" to earn

the gratituie of potent-Lt.:. m)rket segmc-ts, Ldvertising svnport above t'ile
brand Level would neem the ...oss Aff=cient stf4.ulus. If a consumer feels grati-
tule tow.:td a 7?::rti.ular Caere will be little oportunity for exr:essi-4
if the company's prAucts march under autono-yus brand names. Thus, an empa-
sis on tra,':-IIrrn: co-porn te Identificafion would seem desirable, with in1ivi:1

ual brands Gradually sul-ruicatel to an easily icentifiable company brand. It

seems evident that this trend is well underway with giant retailers such fts
Sears, Al?, and the "Suptrtrand" cc nn,,ot of Supernariets General Corm-ation,"
and is rect,-.nizeble at the nanuacturer level as well. Packaging would, of
course, follow suit, as would al' ccmpany rranhies.

Would ineroasingly sophisticated shep2-rs respond to a vague feeling of
gratitude raCr.er then imperati,res such as P).ioe, convenience, etc.? lie don't
knou. But scens ouite that a better eexcated and affluent citizenry
c,i:ugh', in an increa3in.-1y bcwildee,inz society, could well respond positively
t) E'cts that in so::e way make their lives somewhat easier to live,
e';:n uc the::, efforts are perceived (and achnoPledgecl) as pecuniary in nature.

This would then, result in accentuating the meshing of interests of the
so-called Itn:blic" and "rrivate- sectors of our society. Discussing the cur-
re n-. fricticn between these interests under the rubric of "Consumerism" Weiss
has stated:

The new competition between rival corporations will include
a competitionbelieve it or not--to cater to the public's rising
tide of expectations in corporate social philosophy, in product
and in paTketing.25

Given the 6routh of fre giant retailers and the resulting leverage of the
st-re brands, Weiss's 1:rediction may repr.lsent nrYthing more than sound Profit-
oriented thinking in the marketplace of the last Quarter of this century. The
crtionz cf the con+emocrary_preZucer, in historical perspective, would seem
far loss cleer than those of an earlier t1 . e in American marketing. Yet, the
problcL. ron_ins samethe assurane of sove degree of market control. The
option', ehcscn could wall have sicificant impact, not only for the profit-

natiorll af.7:vertiser, bit for the society of uhich he is a part.
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For the lr:st three years, we haie been searching the literature of

advertisinc., marketing, and eeonomics for meaningful ideas and concepts that

would lead understanding to the relatioAship of advertising to society and the

social uelfare. Gur purpose, in the beginning, was to point out contrasts or

similarities between past statements and those made more recently. In the

process of editinr our just publishod readin,;s book, Advertising's Role in

Society, the decision vas reached to rely on:y on articles of recent vinLage.

Many of those written in t:le past were discarded with ecnsiderable reluctance.

In this 1:a per, vi,:nettes frem cur efforts are presented Co: you to deternine

whethee ue have cere very far during the last hundred years or so in our under-

standing of advertising.

Early Susinees Thoughts on Advertising

Fur our first interpretation of advertising, the literature of management

provides a cool beginning. Cnarles Lbb,Lge is considered by many as the fathc-i

of management. You may knou of him as the English inventor of the first
mechanical "calculating engine"--a precursor to the computer. Although a

nester mathematician, he was interested in economics and production. Hc

authored a book titled On the Ecnnernr of M-7ehinery and Mannfacturers. Our

source was puDlished by C-rey and Lea in Philadelphia in 1832. In the follow -

in there are overtones of a knowledge of Adam Smith's contribution

to economic:,--!n 7,1eui3'7 Into the ii'ture a-id Causes of the Wealth of Hations.

3abbage expresseu his understandamg of the advertising process as follows:

Ti 2 object of all advertisements is, by making known articles
for sale, to procure for the: ...a larger extent of sale. How

the more any article is known, the Leire quickly it is discovered

whether it contributes to the advanta,e of the public; add the

nore quickly its consumption is assured if found valuable.

Smith said the extent of the division of labor in a society was dependent.

upon the extent of the market. In expJanation, he reasoned, "When the market

vcxy smzt1.1, no person can have any encouragement to dedicate himself
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entirely to one employment, for ur.nt of the power of exchange all that surplus
W.1.21: of the produce of his own labour, '..high is over and above his own consump-

tion, for such parts of the produce of otcr men's labour as he has occasion
for.' His thesis was that the richncss of a nation was the result of the ex-
tent of its market. Babbage realized this w::-!11 he exrlained that one facet of

the advertising nrccess was to extend the sale of an article.

The ne:xt keyword in the explanation was quickly. Babbage fully understood

that the advertising process specZ.ed up the consumotion of a good. Before the

age of advertising and salesmanship, it took three hundred years for the drawer
to become an accepted way of storing goods in furniture. In the era of modern

mar:,eting, it took about two decades for every home in the United States to
have cme or m:e television sets. Toth Smith and Babbage were consumption
oriented in their analyses. Babbage insisted that the advertising process
works only if the article is of value to the consumer. That is, advertising

7orko wh;:n consumer 1:_nefits are emPhasized and perhaps enhanced. Actually,

there are few more wat interpretations of the advertising process today.

The next loo!z into the past, we owe to Dr. Karl ::ever, emeritus professr
of marketing at Louisiana State University, and a member of this Academy. In

casual conversations about advertising, the name of P. T. Barnum is usually

mentioned. The most quoted commentary attributed to him is, "A sucker is

born every moment."

Recently there was en editorial comment about reauests by students and

others for inftrmation, et cetera to Advertising This type of information

gathering has been going cn for some time. Because of this, P. T. Barnum's

thought, about adlextising have been recorded. A letter appears in the book,

A Practicel Treatise on Busir.?ss: or Hair to Got, Spend, Give Lend, and

Beau,,ath 1.;cia-v: With an Tnnuiry Into the Chances Success and Causes of

2.1ziness. EduLn T. Preedley, the editor of the book, wrote then

telegraphed lir. Barnum in Bridgeport, Connecticut on June 28, 1852. In reply

he received "... a few rules that I am convinced, from experience and observa-

tion, must be observed to insure success in business." Among these rules is

one titled "Let your pledged word ever be sacrd.a Elaborating on this, he

said, "Kothing is more valuable to a mar in business than the name of always
doing as he ag2ees, and that to the moment.'' This is a strange contrast to

the "sucker" commentary.

On advertising he stated, "Advertise your business. Do not hideous
light under a bushel..`' In reply to the Freeqley inquiry, he explained in

specific vords:

Whatever your occupation or calling may be, Lf it needs support

from the public, advertise it thoroughly and efficiently. In some

shape or other, that will arrest public attention. I freely confess

that what success I have had in life may fairly be attributed more
to the public press than to nearly all other causes combined. Thor;

may possibly be occupations that do not require advertising, but I

cannot well conceive what they are. Men in business will sometimes
tell you that they have tried advertising, and that it did not pay.
This is only when advertising is done sparingly and grudgingly.
Homeopathic doses of advertiing will not pay, perhaps - -it is
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like half a potion of rhysic--makina the patient sick, but effecting
nothing. Administer ani tLe cure will be sure and per-
manent. Some say 'they cannot afford to advertise;' they mistake--
they cannot afford not t advertin.l. In this country, where everybody
reads the newspapers, where he is find his customers. Put on the
appearance of buniness, and concrally the reality 1:111 follow. The
farmer plc Ls his need, and while he is sleeping his corn and notato-s
arc growing. So with advertising. While you are sleep_ ing or eating,
or conversing with one set of customers, your advertisement is
being evad by hundreds and thousands of persons who never saw
you, ncr heard rf your business, and never would, had it not been
for your advertisei.ent ansearing in the newspapers. The business-
men of this country do not, as a general thing, begin to appreciate
the aavantales of advertising thoroughly. Occasionally the public
are arcuzd at witnessing the succc-s of a Swaim, a Braneeeth, a
Townsend, a Ranferd or a Root, and express astonishment at the
rnpidity with which thee gantlemen acouire fortunes, not reflecting
-hnt the same path is open to all who dare pursue it. But it needs
nerve and faith--tha fo-m,r to enable you to launch out thousands
en the uncertain waters of the futLre; the latter to teach you that,
after meny days, -it shall surely return, brincing an hundred or a
tnous:-nd fold to him who anpreciates the adJantages of printers'
ink, preperly applied.

As an aside. we ar, ;sad that P. T. Barnum answered the unsolicited inoeily
r ceived in 12,2. .le know more about h5a and mare about advertising fer his

having taken thc timt; to reply. His remarLs i.mrhasized the necessity to main-
'ain cor%inu5t:- in ihe advrtisfrig scle.;u1e. Faitn in the advertising process
vac an ..-ndeilyihj reouizite far business men maXing advertising decisions even
though tne results of its use were not exactly measurenble.

The n2xt name to be mentioned became a legend in both the advertising and
retail fields. 11..pin, he enunciated lengthily on his analysis of how to adver-
tise successfully. john Wanamaher nlse believed in the concept of the "extent
of the market" and the ec(rie:..ist's law of co:parative returns. In a talk to the
press reviewing his career in 1911: he said, am for reciprocity, and, from
or exl-ierien-:e and cXnwmiv.: scholin7, I fully understand the revising the

i.nniff, and I b_lieve it to be to the interest of American consumers to readjunt
'he tariff in many particulars, and fer the benefit of manufacturers to do it
downward, to in:rease emplcyments by lar:er sales of goods at lower prices."

carried this thinking through to the domestic market when as Postmaster
und_rurete the 2arcel Post. In this same speech, his words were,

am in favor cf Pacel Post for the ninety ndllions of people in the en-
tire United States, even if the act establishing it should exclude the store-
' capers in f:v, hundred larg_st cities of the United States, ourselves among
them, whose e.cceed five million. Why should ninety million people leze
fl-ilybenefits Lecause five hundred storekonpers, or one million storeke*ers
nr_ 'mains', it? ... I firmly believe that the adoption of the Parcel Post ...

ill ... when in operation, benefit the storckeopers, compelling them to me_t
ne-: conditions, mahe better stores and be sources of supl to the narious
-eitions in vLinh th_y live." in his tninking, extending the marks: encouraged
cnmpetition.
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Wantr.ker cleferrA to Liiiivm Penn in thinkin; abcut the u:,e of arhertis-

ing. In a privately publish book celebrating the first 50 years of his retail

story's existence, which had become the wola's largest dcpartment store, the
observation v..13 made the "Penn was wise t,no .gh to advertise in such a way as to

make loving friends." This book tells the folioving:

At 6:30 on Monday morning, April 8, 1861, John Wannmaker
and Nathan Brown, as rartners, opened 'Oak Mall' as a Mens'
Boys' Clothing Store...

At the close of the first day the cash drawer revealed a total
intake of $24.67.

Cf this sum $24 was spent for advertising and 67 cents saved
for making Change the next morning.

Jobn Wanamaker has advertised censistently until this day. Along with Barnum,

he believed that advertising should be used consistently.

S. S. McClure, editor of McClure's Mafr,azine, touched on another Ingredient

in Wanczakcr's advertising when he commeni;ed:

I think I have heard of John Wanamaker the greater part of my
life, I remember in 1876 visiting Philadelphia from Indiana, visiting
some old uncles there, who told me about this wonderful man.

'John Vanamaker is the best advertiser in he world. He is

the best advertiser because he is an honest merchant. He is an

honest merchant because he is an honest man. Behind the adver-

tisements are honesty and ability of the first rank. He has not

succeeded because of his advertisements, but because of the
aualities of mind that enabled him to produce these advertisements.

Fe is the foremost merchant cf our time.'

In other worls, nanareeker cryated advertising to serve society in the true

sense.

Wanamaker evolved a co=let.e une.erstanding of the advertising process

during his career. Much of this has been cataloged in the aforementioned bock

titled the 00 2':n nek of t'le Wanaftaker Stores: 1361-1971. The spirit of

;:anamaker's advertininz was analyzed in :he following words:

. A real first aid to the buying public.

. Absolvty accuracy and frankness of statement.

. Evadable type and original display.

. Clear expression.

. Freshness, newsinees and distin:t style.

. Thorough investigation of mercnandice.

. Systematic and logical presentation.

. Alwrys an optimistic out

. Justice to thy manufacturer, the customer, the commtitor, and to the

merchandiee.
. The store's p!rsonality.
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:fix these ingredients on ycur palette, and you can paint the picture your-
self, or ycu can see it in the daily We-lee:Ler exertI-sine rages. These arc
useful guidelines today. If our nation's edvcrtisers followed them conscien-
tiously, social critics mleht not hay.! been as naive in their comnents as
they are today.

rhat was Want:maker's judgemcet of advertising effectiveness? iie has been
auoted as saying that "Half of monies spent for advertising is wasted but I do
net ?now which bilf." This is an inaccurate paraphresing of the actual remarks
as reported in the Golden Pool_:

Genuinely good advertising must give in working scmething that
will be read about the goods that are wanted and that will present
clearly end exectly what goods are. It is generally known that
corrcon -dvertisf:ng is like be rels of seed in whien half the seed is
dead. If all advertising were believed and the goods of the value
stated, stores could be made twice as large and tusineEs twice as
good. It used to be said that it was only necessaryto put the name
of the store IL the newspaper, repeating it over and over for emphasis,
that the space mieht be filled in a striking manner, and thus get
the name cf the store known to the public - -it was thought this
was the whole of advertising. raw we know that publicity nas a
larger and finer field than this--that it must be informative, educative,
prcductivein a word scientific_

Flat he meant was that bad advertising was under or counter-productive.
Properly nrenared advertising continuously used, in his mind, was effective- -
and doubly so.

In August, 1372, Laron Montgomery Ward started a mail-order business in
Chicago. The merchandise wee shipped by express (often pooled) to fill the
orders solicited from the half mill en Granges in th middle-west. The informa-
tive price lists moiled out were the first form of advertising. Ward's first
advertisemant atpeared in the Preirie Farmer on Septelcer 27, 1873. Many farm
journals wee ce'del to the schedule &trine t'ee follcwing years. Wanamaker made
the proposel for "Rural Free Delivery" in 1891. R.F.D. was approved by Congress
in 1893, but w's not instituted until some time later. As mentioned in one .

of the Wanamae_r quotations, the merchants along with their newspaper editors
waged a contitaling propaganda war against the R.F.D. experiment. After the
system became a reality, the assult centinued. The mail -order catalog, a
burgeoning from of avertieing, reduced the cost of goods to the people living
on the farms erl in the small rural towns. "Satisfaction Guaranteed or Your
:Toney Back" applied one of the Wenamaker tenors in a new way. This was the cam-
reany's form of coesumer concernimplemented as a successful advertising venture
Many of 'he tvIve-viceeents were used to counteract the derogatory propaganda cf
the time. Today, this advertising would be referred to as corporate advertis-
ire. The copy for one advertiecment scheduled for The Farmers' Voice stated:

...We started this mail order business and made it such
a success that there is scarcely a department store in the land
which has not tried it too. They all, without exception, imitate
our methods as far as they can find thcea out; they all want to %no::
'How does Montgomery Ward & Co. do it?' We will tell you.
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We carry the goods in stock and are the only firn who can
henestly say so. 1Le attend to the mail order business alone.
It is net a nide issn.a with us, but our entire business. We
have no retail trade to bother us aad delay us. We study methods
of inoroving our business as we would a science. We
imitate no one.

Advertising and consumer concern were'the foundation stone for the business.

A ieoclacsicia Economist's View

These selected early business views suggest that perhaps there were also
:concmic views of advertising at this time. On perusal of the standard text.,

on the history of economic thought one finds that the word advertising is not
Mentioned until the time of Alfred Marshall. And usually, Marshall's comment
is referred to with legard to Char berlin's theory of imperfect or monopolistic
competition that eeveloped in the 1933's. After the 1890's, the growth of ad-
vertising in the United States was considerable. Marshall's basic economics
text appeared in 1890. This coincidence may have suggested his mentioning the
activity. Later in his book, Indus.ry and Trade, published in 1919, he cate-
gorized advertising into the "constructive" and the "combative," or informntiva
and persuasive, respectively. This construct established a critical :_eld o:
play for those social commentators wio looked on advertising with disfavor.

In discussing retail trade 1.L understood that advertising covld re-

duce the costs of making and selling goods. He referred to An Jthproach to
Business Pzeblens, book written by A. W. Shaw, wisa vas then a publisher of a

.

ousznass nerloalcae ../stem Magazine. His note read, thusly:

The econsmies of massive production of men's clothing have
been carried much further in America than elsewhere: and it

is said that fairly well fitting
at a less advance on the cost of
since many well-to-do people are
clothes, the trade in them is of
scope for lavish advertising.

men's clothes can be bought there
material than in England: for
willing to buy ready-made
gigantic dimensions, and gives

On this basis ha felt cost of distribution was high without considering the
savings in new production and diotribuidon methads implied in the above state-
ment. He felt that too much was charged the consumer "for the services of
...trade." Developing this thought, "...there remains a less obvious cause to
be considered: it I.; that much of modern expenditure on advertising is ra,t
sorstructive but caaroa:Ave." He conceded that particular transactiens such as
rrint adveraiziag as "horaes for salt" and advertisements "explainIng to people
generally tLe claims of scne new thing" were commaniable and thus constructive,
1,1arshall thcaght iterative avertising coupled with a statement of excellent
quality cr.-I-tiand thus waatetul. After prcliminary advertising, a product
beccm2s kraan. apaciacally, the comment was, "The chief inf:uence of such
advertscaent (combative) is exerted, not through reason, but through the blind
force of haLit: pcople, in general are, for good or evil, inclined to prefer
that which ic fani liar to that which is net." In explanation, h2 concluded,
"The iavi1 ca;veatiser mast deduct his cape:11;es from the gross profits of hi.s
A-::tional sales: while rivals whom he ousts lose their gross profits, ar. t'ais
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enie:s cne nienent. of cecial vasta." clenern: of -r.astn "cnine:

bnll dinplayeA =ave-,-tis_ments, is the rnlative nbscurity into which they are
dis;gned to throw, and do thnov, the adveat!nnmnnts of less -cealthy ran;
sc.= of when nsy have high constructive faculty."

Mtr-ba'lis ee=snt mode fz=hion.,b1.e the ::o:: i31 criticism of advertiritn,:
hrn rersirk..d until this day. H elso Observed that "psycholor) had bnen

nre;sad into s.nnice" by the advertiser. Eeonamic views through the years have
received their sustenance from Marshall's original seed.

Payal..nlor, initially en an applied level, began contributing views znout
ad:-rtising dnrinn the early years of this century. Frank Channing Eadenc::,
7:1.3 wrcte a bank in 2910 which he nailed Furriness Power. One part of the fon: -
n-nt back van titled "Psyehole,,v in Buziness:It In this section, he stated that

wss a bit:in...ass, a .;eience, and an art. Continuing, his explanation
:enaa, "This ;.1rticular trinity at the bottom is psychological. Its keynote is
'suEgestion....1 You must, t:tnrefore, create in him a particular appetite for
your values." Hn suma up his eomments by an unidentified (rotation:

iAdven:;:sinnr is that subtle, ii' definable, but powerful

force wl'areby the advertiser create:, a demand for a given
article in the minds of a great many people, or arouses the
damand 1.hat is already there in latent for.u.s

tha bock he rresents under the "Ai: s of Advertising" in paral*rase fora the
fnrmula Iflich first appeared in Shaw's menazinc in 11?98 -Attention, Inte:-

est, and Desir.:, with Action being added in 1911. In 1910, Haddock's fourth
atep was to secure Promat sales.

The first aness of rEnchological c.ncern were actually abstracted from the
literatule of businesa. Luvertising rsychology vas fcrmlized into a field of
study by tinier Dill Scott in 1903 under the tnitle T:leory of Advertising. The
bnok was rnhliahnd for textbook purpcses in 1921 with the title The Psychology
of Practical Advc.n.izinn.

r'nlv.,rtiairg also appeared in the first modern text in 1918 after initial
clssznnsm Ltiv hy Ralph Stazr Butler at the University of Wisconsin in 1911. The
19:18 book watt pnnr.nh-:d by the Alexander Hamilton Institute as a volume in it

busiaens correspondence course and titled n.Irketing and Mcrehandising--collabor-
ation bet ;. =L. thn Inanitutct editors end a team comnosad of Butler nnld John B.

T'nis boo:. e:=.21ainea advertioinn in coMbination with salesmanship: If

...he (the nanufnIctnrer) i3 putting on the market a branded commodity or one
which may be sold from dn!scri)tion, it . :ay be nnnoible for advertising to take

LII.CC of p:. no. sanesrlannhlp so far as calling on consumers and retail
dealers are connernd. In most instances, near artinles are introduced and sun-
nained by a csnbinn-don of ben salesmanship and advertising, irtroduced by one
combination ::ad nunperted by another .rind. The nature of the goods to be sold
is t.:re ac... i:nertant consideration in arriving at a selling method"--a mirl-
narkecing nix.

The Pioneenir Pachnlonists

Walter Dill Scott was the first social scientist to develop a theoretical
;O- Trutt for unJ,..rstarling ad:nrtising. ¶This schematic internrotation
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'n his rveitilIary TI.co:y of A.2-eartisin.-,

nnoli:,hed S!aul, ,nd CZ Bor,:en in 1903. lhe final te.vt,
retitled P-veni.logv -.4TZ poslished ay Dodd, Mend en:1 r:etrear
of 71.w Yol?, conntrkv:.; is v'o no ix.:112-: in the ra-mr. Mert,7s

f_xpicr.20 his tllouirht in relanion to n,Ylern cofunlicacien theory in a railer 1-21)-
lio:121 4n no C:.thern Pus!;-enn, Ju'.y, 1969, wdei t!:c C' LL, "Ms.
Continuity of Aa:-...1rting '"honrat.ff--Tr. '913, Ha-ry L. ilollingswol-th

his book Advertising cc-d nellir!:.. The work: cf the pioneering Psycholegints :::):1-
zmtrat:td on specific relde,- t.t%ard a3vcrt;semnts. The beck inclt-leJ
:Inch of the rczeareh dcne in the advertising arena Up to time. 1s 2nyc:101-
-c,i1:::5, did not iMbue their vol't_ with economic, buenecs, aef,thetic
ethical vcau:s. E. K. Strong in his 1936 book titled, P::velologic.al Asrects of
.nsiross, rUblishid by MeIraw-Hill Book Ccmpany, in discussing advertising
appeals s-mmcd up the ramose oe an advertisement by saying:

A:cc-1 -,.rferms functionz, namely:

1. To :Lnten,:ify the prosp.:ct's wants.
2. To demonstrate that the solution is adeauate.
3. To cc-%4on.

4. TC ti .t the solution will be satisfactory for a
reasenable length of time.

::.arketinnjEcono-.-ist' s 5 cu

One nare vi,mette will close our comment. . Floyd L. Vau ghan, who received
his doctorate at Wisconsin Unlverbity during the iicwering of institutional
-conomics and macoting instruction, made an economic evaluation of adverti,in3
in 2.923. The boo was m,lishcd by Princeton University Press with the title

cn1 Le.:ertisin: An Lconomic ;Inv-pis:a. Vaughan had a charter on t112
social cost of advertising. iris concluainz remarks were:

The !-hi` t in the bzsis of comnetition from price to quality and
service discoura4;es economy in production. Today many manufacturer:,
think Iens of making products economically and more of selling them
effectively. Factory costs inevitably receive less attention since
a lower price is now of less importance in selling commodities. On

the other :and, the importance of marketing stimulates excessive
expenaitures for advertising and salesmen, csrecially the former, much
of which is wort,.d. Less emphasis upon efficiency in manufacture
and a creator expenditure for advertising to create psychological
atmosrherc, auguant the cost of goods. Of these two factors the
waste in ac.:vertising...is by far, the more significant. It goes a
long waj toward explairing the fact that the proportion of the
consumer's dollar which defrays the cost of marketing is high and
continues to rise.

liewl,oints such as Vaughan's served to initiate t:sc consumer movement of tl2c
early 1930's, linich is closely akin to t.Jday's "consumerism." Consumer Rencrts
and similar "other sources of information" were resorted to in making buyin
decisions.
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Lt the of this 7-1-2er, ve mentioned that comba,..ing the ccmments of
yesteryear with cLrrent comLz.nZary r.'eeted a:; a icr-2e.t for our book. The
at is of ire than scholarly intevast, haua-ver, for it (ices us a letter in,

sirjht into the co-AtiLuing v%ream of er1.,ical thought when adrertising is con-
sidered a social ios.ze. Cur book Mvart::i.:1?;'s licle In Society explores -zhe.

various viewpoints covered in this paper in a ccntemporary-veln. You my find
he scen:rio eom,:_trilble or dif2crent frcm that of yesterday. The rear ings ger:.

selected for thin purpose. or example, Frank P:esbrey in his definitive bock
-2he History an Deve3on-rnt Cf vritten in 1929, concluded with a
,-hanter on advertising as a social force. Hi.s last parapa-aphs ware scenario
on the futiAxe of advertising in this respect.

Advert:sing, by reason of its technique, possesses peculiar power
as an educative force. An extension of this power into fields now
scarcely dreamed of for it, is not improbable. Who knows what it may
some dr:y he doing? 4. sociologist uhcf;e plan for social betterment is
contained in the two volum.:o of his dynamic sociology finds that
funeariti-telly there is one thing the matter with the world-- ignorance.
If everybody Lad all the knowledge that exists and is available, and
apnlied it, there would be very 1:'-tle unhappiness. His method for
giving hoopiness to everyone is c ion of every hamln being in the
sciences and all real knowledge. Then we should all know how to be
happy.

His belief is that all wrongdoing can be done away with, and by
means other than punitory restraints. The uay is to make right
doing in every action so plez._sant that no person would have any desire
to do wrong.

The plt;;II Thule ray some day be reached. The thought in introduc-
ing it here, in the closing Paragraph of a book cn advertising, is
that wf-'_ern aZiertising has maele the life of the macses so much more
pleasant by plinting attractive pictures of the things that make it
so, and has completely demonstrated its ability to influenne the
thought of pe:;ple of all classes, that then it comes to that big,
all comprehensive job of achieving an ideal state the potent force
of advertising will be least be one of the agencies through which it
will he accomplished.

What will be your stuzl.ents' projection of advertising as a social force into
the future?
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AIIL7:)a-A

Aasistent Professor of Marketinr,
Universiay of Arkansas, Fayetteville

Although the Phenomenon of comparative advertising is not new, its use has
burgeoned within the laot few years to the extent that it might by now be re-
gardee a3 a trend. Cormarative advertising nay therefore be a legitimate sub-
jeet for scrutiny vhen exaaining the regulation of advertising.

As of 1 January 1974, the Federal Trade Commission has not promulgated a
definition of comparative advertising even though as early as October 1971 -Lae
_C's director cf consumer Protection (Robert Pitofs!:y) had corresponded vith
television networks about 'advertising which identified -oer name specific con-

ieetitors.1 In a letter to the Washington (D.C.) Post published 12 September
1973, Gerald J. Thain, assistant director for national advertising for the :wee
bureau of the r_c, noted :advertising whica refers to competing products by
specific brand names...."

In a front-rage article published in December 1973, the Wall Street Jour-
nal discus-Jed camoarative advertising, in which an advertiser names the navies
of its competitors....-3 An operational definition as published by the
-ational arcadca.stiag Comany in Janaary 1974, it refers, wider the heading
Comparetive Zalvertising C:uidelpes,' to "advertising in which a competitor is

named or otherwise identified.4

It is this type of advertising which I xopose to examine in this paper.

So sayirg, I have rejected a detailed study of advertising that compares
a product with a whole class of products. the jorelco ad says We dare to

match shaves with a blade. Any blade and chows a :;orelco shaver next to a

straight razor., Greyhound says 'Often faster than flying" in Promotive Grey -
hoaaa. Package axpress.c The American 'pod Council finds mod better in several
ways than steel, eau:an:lei, or masongy.1 Steinway compares the popularity or
Steinvay pianos and 'other" pianos.° I4GA secs its color television sets as
superior to a;:taibutcs of 'most' sets.9 Motel 6 compares the appointments and
prices of its elotels with those of 'other motel rooms.10

Jomewhat less broad are advertisements which use other brands without their
brana names. Zenien aoks qaestions about repairs and brand preferences of tele-
vision service technicians' and gives the results in terms of Zenith as com-
pared with ,,rant A, Brand B, etc.11 Iceberg 10 compares its tar and nicotine,
content vita the tar and nicotine in other brands 1 through 5 of cigarettes.12

Tne 1.3e of such pram X advertising was common when advertisers felt tl.at
it was about as far as they could go in comparative advertising 'alder FTC regu-
lations. laivertiserz apparently were fearful of accusations of disparagement
if they referred to competitive brands, even indirectly.
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:otsta-ding eeep.rion to this belief was which has been using
C'3 ad-on ceatpe.r.ztive sin :e 1:hen avis hired Doyle Dane Bomboch
auvertisin, aganey to C_ l:. narth e2 a3vertising cn a
budget.-li fihe ire tr, harder' campaign -..hat DD., created for Avis began in
late 1963 and so dig,i,thc climb in .11::;.51 r.;vonuao--from y35 mildion in 19(3 lo

OA .___lion in 19:,414 and to y335.1; u:11:ca in rental-car rr7enu:.:. in 15:3.15

Avis has eontinu:d this apvtoach through the years. They allowed Hertz to
outspend maintaining thciz= -little guy' image despite their being ounad
by I1 .16 In 1973, after Hertz had saturated the rental car busino..;s with
heir 'Lat hertz put you in the driver's seat,' Avis countered with the_line:
-i:nen it comes to Putting you in the car, no one is f..L.ster than Avis."11 Thjs
erred te introduce Avis' :,13 million c74.%,iter systeu, dramatized as the tazard,

designed to give A7iS an edge over hertz.-° The battle of comparative car
rental advertising goes on.

'Tke eve.It tha; started comnarctive advertising's rise to its currant :21-0-.-

intmce was the 1)71 decision of the Federal Trade Co : :..ission to ask the AL:'
C_.,3 television networks to 'permit advertisers to name comdeting products whe::
making comparative claims.19

eau been acviptin-: substantiated conparctive ads for eight years;
an.. ;...0 had rrz.ftzd." They felt that 'nauing competitors constituted iditinr-
aginf' advertising and shouldn't be permitted.21 zkkiu two sets of comer-
cialscomnerative ii3C, non-comparative for A3C and CBScost too much for
many advertis_rs, who deciucd to se.tle for ads 'without direct comparizons.4

Than came the FTC's decision to encourage comparative advertising. On 19
October 1971 :!scncrt Pitoftky, F2C's director of consumer protection, 1:rote to
733 and A2C exi;ressing concern that their renuiring such circumlocutions as
" "rand X' or "a leading brand could result in preventing ''.he consumer from

receiving in:ormation uhich is relevant and tseful in making an informed choice
betwer.n bran cis, and may in some cases result in the consumer being
uisled or deceived. The _ter staff expressed its view that 'such policies pro-
vide consauPrs with information which is lens usable than would be the case if
specific coml:e.raciven ;;ere uade, and also that general comparisons can result
in the dizraragement of innocent competitors who might be confused in the con-
L.mer's mind with '3rand X."23

So it was that in March 1972, following the FI'C's encouragement in the
krcceding ".:ctobcr, C33 and AJC reached !volultary agreements to permit as one-
year trial of comra:ative advertisin,;.24 Since then they have "come to allow
cceparatives as a permanent policy."25

The use of coiwarative advertising was credited by Schick, Inc., with ar
increase of market share from 3.1,; to 217, in 0. year's time. In this 1972 adver-
tising, :;chick claimed superiority to ::orelco, Remington and 3unbctnt shavers.
3at the '-nere-se in its share of the electric shaver market also led 3chic:.
a rash of law suits brought by the named competitors. And Ronson, not nam_d
..!Chid :, ran ads asking "fitly didn't Schick include a Ronson electric shaver
their comparison tests-Ps"

After st.;dying the Schick campaign of comparatfve advertisinr the Da%-ona:
A," Boa,d issued an adverse ruling on the "over-all impliAa;i(-..m
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O_ 6ehi:::'s cammeiiin. CAILentini.; on this in an efiiterial entitled "Cemparati..,

ads validif,' Advertising;1.ee said that tne adverse ruling given Schich
won't stop solidly desiLned cumoeraive advaetiring, it should kill mi'lleadine.

cr duub ccuperative advertising.... I. is better thut adveetisers think mor
intently cbcut their se-called brand superiori,:y claims than continue to mount
misleading :r meanineless eed, in the final enclysis, counter-produAive cora-

oerative ad cameaiens.... Cemoaretive advertising rains a valid and desir-

able marketing tactic.2t

Pee.:aos to offnet any timidity about comparative advertising that Schick's
adveree ruling might eneender, _CC used its long experience with comparative
advertising to irlue in January 1974 what it ca_ieti Co iterative ad7ertising

guidelines. In D.Iblishing these guidelines, ...13C's Department of Broadcast

Staederds sa;-:

As a rezult of increased interest in the use of comnarative advertising,
the Department of Jroadcast L;tandards has re-excnined its long-standing policies
govereine aevertising in which a competitor is named or otherwise identified.
In the future all such advertizing will be reviewed subject to the following

general guidelines:

1. The products identified in the advertising must actually be in
competition with one another.

2. Competitors shall be fairly and properly' identified.

3. Aovertisers shall refraia frac discrediting, disparaging or unfairly
attacking competitors, competing products or other industries.

4. :Lae iaentification Liust be for comparison purposes and not simply to

ungraue by f,ssociation.
5. ;le advertisine should compare related or similar properties or

ingredients of the nroduct, dimension to dir.ension, feature to
feature, or wherever possible be a side-by-side demonstration.

u. Teie orooerty brine comoareU must be significant in terms of value er

usefulness of the product to the consumer.
7. he difference in properties must be mcasJrable and significant.

;-28

Publication of these guidelines promptci an Advertising Ike editorial.

titled -::BC erts for candor.-: The first sentence of the editorial says: :The

Aiational Isroalcasting Co. believes in candid, strai.;htforward, comparative
advertisin;.° It concludes: Ii2C's unilateral move should encourage the formu-

lation of iGi,,ztry standam. by the .rational Assn. of Broadcasters code board
for tv and radio, and by the jAP.3 for all Media. "2y

.fore im-ortant, perr.aps, than its congratulations to ABC is Pdvertising
A:;c'sz.ppreci,..tion of the rotential be of comparative advertising. In

the e..iC o-ets foe candor' editorial, ouyers are described as facing multi-

tude of choices in thu marketplace. The advertiser who puts his product into

perspective vis-L-vis the competition simplifies the consumer's shopping

chores. Aderican iotors shows hou in the commercials which lead drivers
through tne fine-priLt maze of the nev-rar warranty. Price comparisons for
itel.c like tissues and napkins are helpful, garticularly for she working woman
who fills her supermarket cart on the run."3"J

Tne uesideratu..: of helping the consumer recurs often in tLe Federal Tr6de

Ce_Imassion's iublished comments on compirative advertising. In the 3.ette-7 sr It



to ABC and CJ3 by the FTC's director of consumer protection in 1961, flobcrt
Pitofsky said that restrictions on ocoinarative advertising "nay prevent the
consumer from receiving information which is relevant and useful in making aa
informad choice betreen competing produgts, and may in some cases result in
the consumer being misled or deceived.41:-'

Aore recently, Gerald Thain, assistant director for national advertising
of the FTC's bureau of consumer protection, said 'Brand X comparisons are r_r:t
illegal as such.' Jut Thain feels that advertisements using Brand X may mis-
lead. 'Consumers may mistakenly suppose - unknown brand is the field
leader, whereas it may be a lesser bran u, at may be that the advertised
brand is superior only to the lesser bracu, not to the market leader. There
is no explicit misrepresentation hare, but the consumer gets the wrong impres-
sion of the product...with exp2icit naming, both the consumer and competitcrs
benefit. '32 'Advertising's purpose is to disseminate information to consume:.,,
information which they may or ay not use linen deciding on a purchase.' 33

Like the Federal Trade Commission, the Consumer Federation of America
favors comparative advertising as "a direct move toward more informative adver-
tisin,..34 hrma Angevinri, former executive director of the CFA, said "I think
that if advertisers Get into a competitive way of showing information and te7t-
ing, the consumer will benefit."35

liot everyone agrees tnat cemoarative advertisinG benefits consumers by
information. "Critics charge tat rather than just conveying informa-

tion comparatii.es allow an underdog to 'position' itself near an industry
le?ier and trade on that 6rand's reputation. In addition, an advertiser has
ccntrol cf the basis of comparison and the data that support the advertising
claim. CrLties charge that both elements can be mastered, not to convey dis-
honest information, but to create an erroneous imPre3sion."36

In a paper titled "Comparative Advertising...I'm O.K....You're not O.K.,"
delivered to an American Association of Advertising Agencies meeting, Jack
.2.obert3, director of special creative projects for the Los Angeles office of
OGilv w :lather Inc. advertising agency, pointed to a dancer of comparative
advortising. By Quietly acceptin creeping comparatives, and by being very
very7ood at making comparisons, we pay not only be damaging the credibility of
all advertise :;, "put ,..ay very well be assisting the consumers in making a nLo-
'nfo=9.ci cl-oif.e 3(

it iert :i haz further reservations about comparative advertising:
...it is impossible to a comparison without trading on anotLe-:'s

public acceptance,' and -some of it is surely confusing." But he adds:
acy case, like it or net, comparative advertising isn't goihg to co away. "3d

For .rne advertisr:r, a disa:vantage of comparative advertising may be the

tougher cr:tAcal standards it must meet. The FTC's Gerald Thain says "You are
expected to have better Joenmentation, more than ru would for just a general
product -.1eilm because, after all, you are getting more specific. You should
have some reasonably well conLrolled tests if your kind of claim lends itr:elf
to testing. 39

'.nether advantace for the advertiser has been expressed thus: "CormratiA.e
a:NartisinG gives a small company a chance to compete with the bid; guys, it
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doesn't have to wait five years for the word to get around."40

Marco Brizzolara, president of Brioschi (an antacid marketer), expressed
this feeling when he said ''Atka- Seltzer has spent great sums of money for ad-
vertisiug during the last 25 years, and, by directly naming it in an ad,
Brioschi is able to take advantage of that exposure.'' Brizzolara emphasized

this in pointing out that by sharply and clearly linking itself to Alka-
Seltzer, Brioschi is also able to secure a better position for itself on the
retail shelf.a Another marketer adds "...when you're trying to break intp a
market that is very highly competitive, this is a dramatic way to do it."41

As for disadvantages of comparative advertising to the advertiser, Jack
Roberts, of Ogilvy & Mather, is not alone in worrying about possible confusion
of products. Robert Levenson, a creative director at Doyle Dane Bernbach
(mentioned above in connection with its advertising for Avis), says that ''even
when you don't allude to someone else, the proportion of (product) misidentifi-

cation can be scary." He says that "the target of a comparative ad could in

some cases benefit more than the product for which the ad is bought

Another ca' ?eat is issued by John 2. O'Toole, president of Foote, Cone &

Belding Communications, Inc., an advertising agency. He says he has "always

thought it was ill-advised to condemn a leading product when there are a lot of

people - -who consider themselves very rational people who buy that product and

obviously like it."43

Is the use of comparative advertising a trend or is it a fad which will

disappear when it no longer has Shock value?

Gerald Main, of the FTC's bureau of consumer protection, estimated that
as of 1)73 comparative advertisements were about one per cent of all advertise-

ments. 'I don't think we'll see the day when, say, half of our ads are com-

paratives. One reason may be the standard marketing practice of emphasizing

your own particular product. Another is the fact that a lot of our heavily

advertised products are promoted on the basis of to -te or personal preference.

That king of ping doesn't really lend itself to the practice of comparative

advertising.'"

The question arises: what kinds of products do lend themselves to promo-

tion by means of comparative advertising? Based on a selection of comparative
advertisements published within the last year, one can conclude that marketers
of automobiles and liquor tend to regard comparative advertising as a technique

useful for their purposes.

Chrysler uses testimonials to let Dodge drivers do the comparing, taking
on Impala, Mustang, "Toyota, Buick, and Vega in one advertisement. Dodge's

slogan ''Ask t4 million who own one" also evokes Packard's famous "Ask the man

who owns one."45

For its Plymouth, Crysler bu;'s multiple small ads in one issue of a
magazine, eac0 ad comparing the Plymouth with a named competitive car: Pinto,

Maverick, VW.46
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Chrysler combines two of its brands of cars in newspaper advertisements
comparing Dodge and Plymouth with Volkswagen, jam, :Iaverick, Comet, Ventura,
Vega, Pinto, and Mustang II.

47

Automobiles imported to the United f es also use comparative advertise-

ments to promote their points of superior_ Even though they name specifi
names and product features, most of these z .s seem fairly low-key in their

approaches.48 Fiat uses bigger and bolder type than some.49 Volvo50 and
Saab51 might be regarded as bordering on disparagement in two advertisements
that seem to be as much judgmental as factual.

With the sizable number of comparative automobile advertisements visible
by consumers, it seems possible that some consumers may wonder about the rea-
sons why some automobile manufacturers do not use comparative advertising, or
why they compare one of their brands to another of their own brands.52 A con-
sumer attuned to comparative advertising which claims specific superiorities of
the advertised brand over the attributes of competitive brands may be condi-
tioned to look for these claims; in their absence, he may infer that products
not making such claims in their advertising do so because they have no competi-
tive edge and are in fact inferior. The frequency with which these inferences

are drawn may be the subject of research in the future if comparative advertis-
ing becomes a standard advertising technique.

At least one whiskey marketer uses a somewhat indirect or "cute" Approach

to comparative advertising. In newspapers and magazines, Old Forester employs

headlines with puns on the names of other brands of liquor: "When you prefer

your wild turkey with cranberry sauce...go Forestering," "When the only
Canadian you like plays hockey...go Forestering," and "When you stop taking a
shine to Smirnoff silver...go Forestering."53

Somewhat similar advertisements for Cutty Sark whiskey ("If Jay and Lea
drop in...Don't give up the ship") were described by Malcolm S. Forbes,, editor-
in chief of Forbes magazine as "a prize example of dumb advertising.'54

Presumably Mr. Forbes would favor straight forward comparative advertising
for liquor. More important, the Federal Trade Commission would probably
approve and perhaps evt.n applaud an advertisement for Raphael aperitif wine
which shows a bottle of this wine, imported from France, alongside a bottle of
Dubannet aperitif wine, "made and bottled in U.S.A. ", with prices quoted to
reinforce the ad's headline "13elieve it or nut, you save by buying the Imported
One."55 Surely this is one of the "specific'comparatives" that can "dissemi-
nate information to consumers" held desirable by the FTC's Gerald Thain.

iqually specific though perhaps less vitally "interesting to consumers is
an advertisement for Don Q. Puerto Rican rum showing a bottle of this rum be-
side a bottle of Bacardi rum with copy that claims Don Q. as the #1 rum in the
Caribbean.w

A considerable amount of specific comparative data is given in an adver-
tisement for Fedders air conditioners published by a Fedders retailer. Com-

parative efficiency ratings are shown for varying capacities of air condi-
tioners sold by Sears, Carrier, G.E., Lennox and York, as well as Fedders, with
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a source for the data given. Consumers with enough knowledge of physics to
comprehend ratings exoressed in BTUs per watt may find this advertisement
nelpfully informative.57

gtopparative prices are given in an advertisement for StarCrest panty-
hose, -' as recommended by the FTC. However, the illustration of this ad
features packages of L'eggs pantyhose with no picture of the StarCrest
package, and at a glance would seem tv be an ad for L'eggs. Thus, the danger
of an 'underdog' trading on the reputation of a leader seems illustrated in
this ad; at the best, the ad will probably be a source of confusion (between
L'eggs and StarCrest) for many consumers.

Apparently, Purex has attempted to fulfill the expressed wishes of the
Federal Trade Commission and the Consumer Federation of America in its adver-
tisement comparing Purex brands with "famous competitors."59 The illustration
shows four Purex products and four competitive products displayed with equal
prominence. The copy gives facts on prices, ingredients, strength, and per-
formance, these facts seem to support Purex's claim that Purex offers either
better products or lower prices. There appears to be no disparagement of the
competition. This factual sort of comparative advertising seems far removed
from the "cute' comparisons of some liquor ads or the meaningless and even
fatuous comparison of an aspirin bottle with an electronic flash.'°

In like manner, Keep Safe tells factu lly how its alarm system is superior
to Rollins and Westinghouse alarm systems. 1 Duracell says its batteries c2Rt
less per hour than competitive batteries, including Lveready and Ray-O-Vac."
S.:ripto claims that 4s pens write longer and cost less than the Bic Banana
and Write 2ros. pens.03 Toshiba gives adyantages (faster, quieter, smaller,
lighter) of its calculator over Olivetti. °4 And ever aggressive Avis continues
to use facts to support its claims of superiority over Hertz. °)

Can comparative advertising give useful information to enable consumers to
make more intelligent choices among brands? Yes. Can comparative advertising
confuse and mislead consumers? Yes. Like any other advertising technique,
comparative advertising is as good or as bad as the manner in which it is used.
At the moment, its quality depends solely upon its creator. A need for guid-
ance is apparent. One may hope for internal guidence; e.g., the National
Advertising Review Board. Failing this, the Federal Trade Commission may feel
that the weight of law is indicated.
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Introduction

Nutritional labelling is one facet of a trend toward a Greater quantity
and diversity of product labelling requirements in north America. These re-
quirements also include unit pricing, open dating, and ingredient labelling.
Except for ingredient labelling (for which the requirements are laid out in the
Food and Drug Act), Canada has included requirements for product labels only on
a few products and then only on a voluntary basis. HOwever, legislative changes
are possible. Regulations in regard to unit pricing and ingredient labelling
are relatively simple to administer; open dating is only slightly more so, be-
cause it requires an assessment by the processor of the expected shelf-life of
the product. Because of the complexity of nutritional labelling, it remains a
moot point as to whether or not regulations on these matters will be introduced.

nutritional labelling is complex both in terms of the objectives and the
method utilized in the presentation of information. The objectives which have
been suggested by proponents of nutritional labelling are:

1) to help consumers plan and select balanced diets,
2) to help consumers select the best nutritional value at the point of

purchase, or to get the most for the food dollar,
3) to stimulate consumer education,
4) to encourage the production of more nutritious foods,
5) to improve consumer confidence in the food industry, and
6) to satisfy the consumers' ''right to know.'

The method of presentation must, if the information is to be useful for
consumers, be factual, complete, and yet in terms the consumer can understand.
Information which has been suggested for inclusion on the label includes caloric
value, mineral elements, vitamin content, and fat level and composition. A
problem immediately arisesin that to the average consumer without a background
in nutritional education the numbers and units have little meaning. Consider
also the different formats which could be used depending on whether one were
primarily interested in achieving objective 1 or objective 4. A reference sys-
tem would have to be established to tell the consumer the adequacy of a given
amount of a given nutrient.

The cost of implementation of any type of program will be in proportion to
the extent and complexity of the information; i.e., listing the numerical
amounts of each nutrient in a standard serving of a product will be more
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costly than using general adjectives to describe the nutritive value of a
standard service. In addition to the extra costs incurred in designing and

Printing the labels, increased costs will be incurred by the processor's moni-
toring programs which must be set up to ensure that the amount of the nutrient
declared on the label is actually the amount in the food.

This brings us to the major point of this paper: Precisely how much con-

sumer interest is there in nutritional labelling? The question is not whether

consumers say they are interested or have a ''right to know," but whether they

will really use it enough to justify the cost. If consumers will not read or

cannot comprehend nutritional information so as to use it for purchase/serving
decisions, there would appear to be little point in providing it. There is a

necessity for an extensive amoutt of research in this area before these ques-
tions can be answered, and this paper is, of course, only a preliminary explora-
tion into the topic. It is hoped, however, that the study will indicate
partial answers to the following questions:

1) How much consumer interest in nutritional labelling is indicated by
interest in the questionnaire?

2) How much consumer interest in nutritional labelling is indicated by

awareness of L.Iels already in use, both on a qualitative and

quantitative level?

3) What predictions about the use and format of nutritional labels can be

made for reference in future label design?

Methodology Develol"ient

It was decided that the most suitable method of determining the level of
awareness of nutritional labelling, considering the time and resources avail-

able, would be to distribute a questionnaire to a selected sample of consumers
who were purchasing food supplies in local supermarkets.

Categories of products for retail sale in ;Mmonton which have nutritional
labelling include milk (vitamins A and D), skim milk powder (1tamins A and D),

canned and crystallized fruit juices (vitamin C), vegetable juices (vitamins A

and D), margarine (vitamins A and D, polyunsaturated fats), cereals (thiamine,

riboflavin, niacin, iron, protein, fat, carbohydrates, and calories), breads
(enriched flour), and salt (iodine). It was felt that the survey would not

have to include all the information on all the products to be indicative of
consumer interest in nutritional labelling, so representative questions were
designed for each product category.

The questions were designed in multiple choice form, modelled after the
Padberg study done at Cornell University in which consumer perceptions of labels
were tested. (R. J. Lenahan, et al., ''Consumer Reactions to Nutrition Informa-
tion on Food Product Labels,'' Search Agriculture, Vol. 2, No. 15.) Multiple

choice questions have the advantage of being very specific and tnus are subject
to the least amount of misinterpretation. The effect of guessing was not con-

sidered a problem because educated guesses may result from unconscious awareness
of nutritional labelling.
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Since one of the objectives of the study was to determine the amount of
detail perceived and retained by consumers, the questions were asked in a
sequence of increasing specificity. That is, the first question dealt with the
status of nutritional labelling in Canada, it was followed by questions related
to qualitative claims, then there were questions dealing with quantitative
claims. Socioeconomic variables (age, income, education) were asked for at the

end.

Because some of the later questions could indicate answers to earlier
ones, it was important that the questionnaire be filled out from first to last
and that there be no looking back. The interviewer emphasized this in verbal
instructions before administering the auestionnaire and watched the consumer as

the questionnaire was being filled out. teach series of questions was placed on

a separate page to prevent reading ahead.

The auestionnaire was limited to 10 questions in addition to the socio-
economic variables. was important because the questionnaire was given to
shoppers in retail stores ana that environment is not conducive to extensive
writing.

One of the drawbacks to this survey is that consumers can only be expected
to be knowledgeable about the labels on those products with which they are
familiar. Thus it was important to distinguish between unknown labelling on
products which were familiar (or lack of perception of labels) and unknown
labelling on unfamiliar products. This was done using a deck of 3' x 5" cards,

each having the name of one of the products in the survey and a corresponding
number printed on it.

before beginning the questionnaire, the consumer was handed the cards and
was asked to remove any with wnich he/she was not familiar. "Familiar' was

defined as being any product which the consumer had brought or had considered
buying. The numbers were noted on the front of the questionnaire by the inter-
viewer.

By conducting the interviews in stores, it was hoped that the shoppers
contacted were those who were usually responsible for most shopping dec'iiions.
Questionnaires were discarded if the person professed to have no knowledge of
nutritional labelling (but this was noted) or if the person was unfamiliar with

the majority of the products.

Approximately two hundred questionnaires were Given, this was a reduction
from tie number planned, but tize was a major constraint and the study was a

pilot survey.

There are certain restrictions on the questionnaire which limit its

validity. It is only applicable to packaged, processed food; i.e., for someone
eating fresh oranges rather than drinking Tang, the amount of vitamin C in the

latter is of little interest. This also applies if Tang is drunk as a beverage

but not as a source of the vitamin. This was mentioned several times by con-

sumers aad reflects one of the problems of using nutritional labelling, namely,
even comJlete labelling on packaged foods will affect only a proportion of the

diet.



u:nowledge of that is written on the label is not the same as knowledge of
the nutritional content. Since label declarations mention only what is added,

the consuLer must find out what is there naturally. This is illustrated by the
label declaration of 3-vitamins added to dry cereal products and the absence of
such labelling on whole grain cereals such as Shredded Wheat or Sunnyboy; the
vitamins are, nonetheless, present in the latter as well. From a competitive

viewpoint, uaaufacturers might wish to have sore allowance made for declaring
the actual content (as a nutritional labelling scheae would allow). This study
did not test the nutritional knowledge of consumers as to actual nutritive
value.

Results and Discussion

The results varied widely among products. While knowledge of label claims
is low for many products, some products definitely have an image of being a
source of a particular nutrient. Generally, a higher proportion of the sample
was aware of qualitative statements on labels as opposed to the quantitative
claims on the same labels.

Vitamin C

Vitamin C is a well publicized vitamin and consumers are generally con-
scious that it is required in the daily diet. About 805 are aware that it is

added to apple juice, but only 305 are aware that exactly the same amount is
added to pineapple or V-8 juice. Approximately the same proportion knew it is

added to Tang as did for apple juice; this could possibly be due to the public-
ity which has at times surrounded the assimilability of vitamin C in crystalline
fruit juices. Equally high numbers knew that vitamin C is not added to tomato
juice, it would be interesting to compare this figure with the proportion who
knew that tomato is a natural source of vitamin C. Everyone questioned knew

that instant coffee was not a source of vitamin C, and almost everyone knew the
same of skim milk. Thus it appears that the majority of consumers have an idea
of at least the :ore common sources of vitamin C and presumably some of this
information has been learned from reading the labels.

Vitamin D

Supplements of vitamin D do not appear to be as well recognized. Only 205

of the consumers sampled were aware that it is added to corn oil margarine,
377; were aware that it is added to skim milk powder, and 255 were aware that it
is added to 2.; milk. Since 205 thought it was added to chocolate milk and
apple juice, and 31; thought it was added to skim milk, it does not seem as if
the label claims are having an effect on consumer knowledge. In several in-
stances consumers did not know whether they were drinkin;; skim or 25 milk, so
inasauch as 'skim' is a description of a nutritive change in the milk, even
that may not be too well perceived. If the results in terms of absolute numbers
are consulted, it can be seen that chocolate milk is chosen consistently less
as a vitamin source than is 25 milk. This may reflect an image that 'plain'
milk is good for you while chocolate milk is a treat and the two qualities are
mutually exclusive. Actually, it should be as easy to fortify chocolate milk.

For'the 20,; who thought vitamin D was added to apple juice, there seemed
to be some problem in distinguishing between the vitamins: they knew apple
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juice was good for something but were not sure what it was. This illustrates
the generally hazy background consumers have in nutritional education. The
need for vitamin D has not been emphasized to the same extent as for vitamin C
and consumers are not as conscious of it. Getting this vitamin from natural
sources has not been as essential because many children are given supplements
extracted from fish liver oils in the winter, and in the summer it is assumed
that they are exposed to enough sunshine for their bodies to metabolize suf
ficient amounts.

B-Complex Vitamins

The average consumer does not appear to exhibit a great deal of interest
in the B-complex vitamins niacin, thiamin, and riboflavin. However, it would
appear that Kellogg's has been successful in promoting the fact that they are
fortifying their cereals; from 40-905 of consumers knew about the added vita-
mins compared to only 205 for iiabisco Shreddies. The level and variety of
fortification is the same for both companies. The range for Kellogg's was due .

to product variation: Special K was considered a vitamin source by 905 of the
consumers questioned, and it had higher ratings in every socioeconomic category
(whether age, income, or education). It may be possible that the emphasis on
protein in Special K advertising has improved its image in terms of all nutri-
ents. Cornflakes was the next highest--about 655 thought that it is a forti-
fied product. At one time ads for Cornflakes were using the slogan "fortified
with iron, 3 essential vitamins, and love" in a. heart on the front of the pack-
age as well as in verbal statements. "Love" is now missing from the label
(presumably a legal restriction), but the nutrients are still listed within a
red heart. This appears to be having g-a better effect than Product 19, which
lists its entire quantitative nutritional claims in half-inch type on the front
of the package (and only creates an awareness in 425 of the customers). Rice

rrispies had the lowest rating as a nutrient source. In actual fact, the
fortification levels for vitamins and iron for all Kellogg's products are
exactly the same, although the protein contents vary. It does not appear that

large print on the front of the package is necessarily more effective than
small print on the back; the message is better perceived and retained if it
can be rade less impersonal. Cereal boxes were mentioned by some consumers as
raving an advantage over most packages in that they get on the table and many
people read the fine print while they are eating. A package which goes from

the cupboard to the garbage is not likely to be read.

Only a small (less than 105) proportion of the consumers sampled believed
that cooked cereals (Quaker Oats and Sunnyboy) were fortified with the B vita-
mins. The proportion might have been greater if the questions had been asked
in a format which did not bias in favour of non-fortified products. Also, this

is another area in which there must be distinction between fortification and
the food as a vitamin source because of natural content. The same discussion
could apply to Shredded Wheat, which is a 100 whole grain product without
additives.

Iodine

The iodization of table salt does not pose a problem. Eight-five percent
of consumers are aware that it is iodized. Ho one believed that it was not
iodized; the discrepancy lies in the fact that some consumers believe it is
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possible to buy both. This confusion could have several sources: first,

uniodized salt is available in Canada for manufacturing (but this is not the

same product as table salt); second, uniodized salt is available in the U.S.

and people who have travelled may not remember where they have seen it; and
third, to cater to the health food market, health stores are selling 'pure'

sea salt, which presumably is not iodized (but one could question the health-

fulness of the latter in an area where foods are naturally iodine-deficient and

goitre is endemic).

Quantity and Amount of Nutrition Supplements

The quantitative questions were relatively inadequately answered (20-305)

correct answers. The question on quantity of vitamin D per quart of milk was

answered slightly better; about 405 had noticed the amount on the label. How-

ever, this makes an interesting comparison with the 265 who believed that

vitamin D had been added to milk. Some of this is likely due to guessing, but

some might also be due to confusion about the vitamins. Iron in Cornflakes had

the greatest proportion of correct answers (60%) but it is felt that this ques-
tion was biassed in favour of the correct answer because the correct answer was
the smallest number on the multiple choice answers. If the raw data are

studied, it can be seen that for all products and for all breakdowns of the
quantitative questions, the smallest number was chosen with the highest fre-
quency, then the middle number, and the highest number was chosen least. In

comments it was elicited that, with the exception of milk, the products invol-

ved (Tang and dried cereals) were 'not supposed to be very good for you" so the

consumer picked the smallest nutrient amount given. This illustrates some

valid points even though the answers were guesses and did not reflect knowledge.

First, consumers continue to buy and consume these products even though they

believe they are getting little nutritive value, i.e., purchases are not based

on nutritional content. Second, even though they are consuming a product which
they believe has little value, they do not check the package to see what the

actual value is (Because they are afraid of having their fears confirmed?). It

is perhaps fortunate for'North Americans' general health that the consumers'

errors are low rather than high.

Demographic Factors

There were no significant trends for the age, income, or education break-
downs; although for certain products the level of awareness changed as pre-
dicted by U.S. studies regarding changes in these socioeconomic variables. In

some cases the low income groups had a relatively high level of awareness and

this was assumed to be due to the student population which has a relatively
high level of education but is living on a restricted income.

Consumer Interest

Consumer interest in nutritional labelling as evidenced by interest in the

questionnaire is quite high. No one refused to fill one out. Although the

anticipated time per questionnaire was 5 minutes, many consumers wanted to talk
about it and the average time stretched to 15-20 minutes. The most common

questions were: 'What are the right answers? How many people knew the right

answers? What do you th interviewer) think might happen to nutritional label-

ling?" !Iany people apologized for not knowing the answers when they felt they

should. Several consumers said that they were going to check their labels when

they got home now that their interest had been aroused.
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A few mentioned that we should have more labelling, but they did not
necessarily read present labelling more than anyone else. Some stated that

nutritional labelling should be provided by the manufacturers so that the con-
sumer could consult it should she so desire even though this might be only once

every 6 months. In this case, however, it would appear that not many were will-

ing to pay for it because ''food prices were high enough already.''

There were some complaints about the lack of a frame of reference for

labelling which was already present. Consumers pointed out that they did not

know what an international unit (IU) was nor did they have any way of telling
what proportion of the daily requirement 6 gm. of protein provided.

Conclusions & Recommendations

The lowest levels of perception of label claims in this study are about
the same as those found in the Cornell study, that is, about 255 of the con-
sumers sampled were aware of vitamin D fortification in various products. From

there the level of awareness improves to a high of 905 for vitamin 13 in Special

K. and 355 for vitamin C in apple juice. Thus it appears that consumers can

reach moderate to high levels of awareness of qualitative nutritional claims

if these claims are promoted; merely printing the information without drawing
attention to it will not suffice. However, this knowledge does not mean that

the consumer is using the information for product differentiation, purchase
decisions, or meal planning. Presumably one would expect that the number of

consumers who employ the labels for any of the possible uses would be lower

than the number who merely notice them.

Quantitative information is not *as well retained; the main objection to
numerical data is that the average consumer has no frame of reference to use

in interpretation of the numbers. Therefore, if a program of meaningful nutri-

tional information is to be implemented, it should incorporate criteria for
standards. Quite possibly, however, the average consumer is not interested in

this much detail and would be eqLally satisfied with adjectival descriptions,
i.e., if a consumer learned several good sources of the essential nutrients,
she could plan the diet around them. They would ensure that the bulk of the

requirements were met, and when a diet is composed of foods from many areas
there is usually no problem with low levels of nutrient requirements. Thus

we would question the need of the masses for quantitative information without

doing further research.

If the primary motive of nutritional labelling is quality improvement in
the food industry, then extensive labelling may be the wrong way to go about it.
Since tie consumer image of the nutritional advantages of dry cerealsis worse
than they really are and the information is available to all, labelling ob-
viously is not telling the consumer anything--nor would the consumer likely be
aware if riellogg's suddenly changed a nutrient level. Since it is doubtful

that label claims are making any of the dry cereal manufacturers reconsider the
proportions of added nutrients in cereals, the effect of the label claims is

negligible.

However, there does appear to be a good deal.of consumer interest when
inutritional information is presented in an interesting manner. Educational and



promotional efforts, in simple terms and on a personal level, could be well

accepted. Thus firms who are pursuing voluntary labelling should, if they want

their efforts to be recognized by consumers, incorporate the information into
their regular marketing campaigns. And the government, when planning to imple-
ment labelling requirements, should consider the effort required in addition to
labelling for the program to be effective.

Perhaps aa alternative to detailed labelling might be to have consumer
consultants in the supermarkets on a rotating basis. One way in which the

consultants could be distributed is in terms of geographic area and population,
so that each one served a number of stores. There are several possibilities
for sponsorship--manufacturers and/or retailers could do it on a cooperative

basis, or the consultants could be civil servants. While there would be some

complex administration involved in developing the program, the system, once
established, would not necessarily be more expensive than the extensive moni-
toring program required to accompany specific detailed label claims. Ideally,

the consultants would have a professional background in nutrition, food proces-
sing, marketing, and the legal framework in which these occur--so that they
could field questions and complaints in areas other than nutritional labelling.
In addition to providing information to consumers, they could also quickly

transmit feedback to the industry.

In summary, we would like to suggest that all levels of the food industry
continue to consider the demand for nutritional information, but that they bear
in mind that the consumer is not interested in nutrition to the exclusion of
all else and that costs should be controlled accordingly. Thus, careful

thought and research should be given to any program before it is implemented.,
Without an educational background, detailed information is next to useless,
and promoting basic nutrition education may well satisfy the interest of the
majority of consumers. Those with requirements for specific information are a
different problem and can probably best be dealt with through means other than
approaching the masses.
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MTh IN RETAIL NEWSPAPER ADURTISING

by
JAMES R. KRUM

Associate Professor of Business Administration
University of Delaware

The back cover of the " Advertising Acceptability Standards' booklet of the
News-Journal Company, of Wilmington, states "...whether it's News or Advertis-
ing, you can believe it when it's in The News-Journal Papers." To check the

validity of this claim 17 M.B.A. students directed by Dr. James R. Krum,
Associate Professor of Business Administration, University of Delaware, inves-
tigated 232 display advertisements run in six issues of the Wilmington Evening
Journal during April, 1972. The ''Retail Advertising Copy Standards" of the

Better Business Bureau of Delaware, Inc., were used by the investigators to
determine whether ads were false, misleading, or deceptive. This report pre-

sents key findings of the investigation.

The study

The study was limited to display advertisements by retail firms doing
business in Northern Delaware during April, 1972. Eliminated from the study

were advertisements to the business community, national advertisements with no
mention of a local retailer, and classified advertisements. To cover the full

span of a week's advertising while allowing time for investigations, the study
was conducted during alternate days of a two-week period starting with the
issue of Tuesday, April 11, 1972, and ending with the issue of Friday, April 21,
1972. During this period 432 ads qualified for inclusion in the study. Of

this number 258 ads were candidates for investigation of the possibility that
Better Business Bureau Copy Otandards were being violated. The remaining 174

ads were judged as being not questionable." Typical advertisements in the.

''not questionable- category included an announcement by a florist of his place
of business and an ad by a men's store for Palm Beach Tropical Suits at the
regular price. Of the 258 candidates for investigation, 26 ads were not cap-
able of beinrr investigated without purchasing the product or service, e.g. a
firm that offers to waterproof basements. Thus, a total of 200 of the 432 ads

were not investigated. Ninety-six percent of this group of ads were one-
quarter page or less in size. Approximately half of the 232 ads selected for
investigation were half page ads or larger. These ads appeared in the follow-

ing issues:

Date Number of ads investigated

Tuesday, April 11, 1972 34

Thursday, April 13, 1972 63

Saturday, April. 15, 1972 13

Monday, Apri117, 1972 29

Wednesday, April 19, 1972 51

Friday, April 21, 1972 42
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The business firms running these 232 ads were visited by an M.B.A. student

either on the day the ad was run or the following day to check compliance with

B.B.B. Copy Standards.

Retail Advertising Copy Standards

The better business Bureau of Delaware, Inc., was established in December,

1966. One of its stated objectives is to promote truth in advertising. To

this end 'Retail Advertising Copy Standards were published November 1, 1966

as a service to advertisers and advertising media. The Introduction (page 1)

states:

These Retail Advertising Copy Standards are issued as a compendium

of major general principles and standards to apply to the retail offer-

ing of all goods and services in the state of Delaware. For the purpose

of these standards, retail advertising is deemed to include all offers

for the direct provisions of goods or services to the public by the

advertiser, whether appearing in mass media, direct mail window dis-

plays, counter cards. tags or other forms of advertising promotion.

They include: (1) those copy acceptance standards of Delaware media

which have been commonly applied by all Delaware newspapers, (2) pro-

visions based on various guides for advertising issued by the Federal

Trade Commission regarding unfair or deceptive practices, (3) basic

recommendations of the Better Business Bureau are generally applicable

to all classifications cf retail advertising found in "A Guide to Retail

Advertising and Selling" issued by the Association of Better Business

Bureaus International and "Do's and Don'ts of Advertising Copy- issued

by the national Better Business Bureau and (4) principles established

by state or local laws and authorities.

The following standards therefore represent the basic minimum pro-

visions that should be observed by all advertisers in the preparation

of advertising copy. They will also provide an important guide for

Delaware advertising media in formulating their individual decisions

as to copy acceptability.

Five prizes of the B.B.1). booklet detail the standards under 17 different

headings. Fourteen of the 17 categories of standards were applicable to the

objectives of this study. Titles or brief descriptions of these follow:

1. Accuracy of descriptions

2. Accuracy of illustrations

3. Layout--possibility of misunderstandings

4. Competitive claim
5. Use of "save- or "savings'

6. Comparative price statements

A. Based on reductions from advertiser's own price

B. Based on price of identical merchandise

C. Lased on price of comparable merchandise

7. Use of the following terms
A. "clearance sale," "inventory reduction"

"sale"

C. "special purchase," "manufacturer's close-out," etc.
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3. Time limit on sales
9. Use of "imperfects,' "irregulars,' "seconds'

10. -bait" advertising
11. Factory on wholesale prices: "buy from the manufacturers,' etc.
12. Trade-in allowance
16. Use of "free-
17. Distress and special sales

All advertisements selected for investigation were covcrea by one or more
of these standards.

Availability of Merchandise at Advertised Price

Practically all (94 percent) of the 232 ads selected for investigation
used a price appeal of some sort. More than half of the ads used the words
'sale" or "save" or some combination of the two. In a majority of the ads
comparative price statements were made--the most frequent claim was for a
reduction from the retailer's previous selling price Thus the first task of
tne investigation was to determine whether the merchandise was available at the
advertised price. The merchandise or service offered in only nine ads (four
percent of those investigated) was not available when the store was visited.
In four of these cases the merchandise had sod out prior to the investigation
thougli the ad had not specified that limited quantities were available. In one
case the advertised merchandise had not arrived.

In fifteen percent of the 232 investigations the advertised prices were
not clearly marked. However, the merchandise or service could be purchased at
the advertiseu price in all but one investigation--a clear case of "bait" and
"switch' using an inaccurate illustration to be discussed later.

Substantiation of Aavertising Claims

While it was generally possible todetermine availability at the adver-
tised price by observation or through discussion with a sales clerk, it was
necessary in 103 investigations (44 percent of the total) to ask for documenta-
tion of statements or features of the advertisement; frequently a department
manager, store manager or owner was questioned for this information. Most ads
demanding documentation involved price reductions. The J.B.B. Copy Standards
(page 4) specify that price statements based on reductions from the adver-
tiser's own price should be made only when "the item was offered (and sold) to
the puolic by the retailer for a reasonably substantial period of time." Thus
previous sales slips or records were requested as documentation. Where price
comparisons are based on identical or comparable merchandise offered by other
retailers 'such comparisons shall be substantiated by shoppings made by'the
advertiser." (page 5) Two-thirds, 69 of the 103 ads questioned, were substan-
tiated to the satisfaction of the investigator by sales slips or other records.
Of the remaining third, two merchants refused to document claims and 32 were
not able to document claims. In some instances involving chain stores, ads
were not prepared locally and thus documentation was not available. For this
and other reasons the investigator felt the need for more information in 14
of the 34 cases where adequate documentation was not Given. Only seven of the
14 were classified as violations of B.13.B. Copy Standards, however, since the
investigators made judgments on the basis of the information available to them
as to whether they believed the standards had been violated.
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Violations of B.B.B. Copy Standards

Twenty-six auvertisements, approximately one out of every nine investigated

and one out of every 17 ads in the study, was found to be clearly in violation

of one or more of the Retail Copy Standards of the Setter Business Bureau.
These 26 ads were run by 21 different merchants with three advertisements of

one firm found in violation of the standards and two ads of three other firms

found to be in violation. Lleven of the 21 firms were members of the B.B.B.

at the time of the study. All but 'le, an art "liquidation" firm from out-of-

state doing business at a motel, had permanent places of business in flew
Castle County, Delaware, at the time of the study. The principal businesses of

the 21 firms can be classified in the following way:

Appliances and/or home electronic equipment 5

Carpet
Furniture
General Merchandise
Other

3

2

7

Total 21

It is noteworthy that 19 ads were investigated for food stores and no
violations were found. The same was true for a number of national and local

chains using a discount or savings appeal in their advertising.

Size of the ads violating the standards ranged from two advertising supple-
:tents and one double page ad to nine ads that were less than a quarter page.
The 26 ads contained 49 violations of the B.-B.B. standards; violations per ad
varied from one to five:

Violations Per Advertisement number

1

2 7

3 1

1

5 3

Total T6

The violations fell into 14 different categories:

"cype of Violation number

Accuracy of descriptions 4
Accuracy of illustrations 5

Layout 3

Competitive claim 4
Use of "save" or "savings"
Comparative price statements:

Based on reduction from advertiser's own price 10
2aseci on price of identical merchandise 3

Use of following terms:
"clearance sale," 'inventory reduction- 1

'sale'

"special purchase," "manufacturer's closeout" 1
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Time :Unit on sales 4

"imperioccs," "irregulars," "seconds" 2

vdvr.vtiing 3

Distresc. and s- zial sales 1.

Total

The 26 advertisements that violated B.B.B. Copy Standards are illustrated

and discussed in tha Ar7endix at the end of the report.

Conml,tints to 3e4-.r ?:limes: Bureau

Customer Experience Records forms were filed with the Better Business

Bureau of Delfware lodging formal complaints against 13 of the advertisers

found to be in violation of B.B.B. Copy Standards (actually 14 complaints were

filed with t:io of them being against one retailer). The B.B.B. in turn sent a

copy of the complaint to eech of the retailers. On September 7, 1972, four

m:.nthz after the corclaints .Ld been filed, Mr. John E. Babiarz, President of

tha 3.3.3. of Delaware, reported the following disposiLion of the complaints.

. Four firms acknowledged the complaint and said they will try. to prevent

future reeurrance of the situation that led to the complaint.

. One firm indicated that its gimrantee of prices as "lower than anybody

else's in to:ra" is backed by a 30-day price protection policy issued to

all custnmers.

. To firms reported that their advertising is not prepared locally but

that complaints were forwarded to the home offioe. In both cases the

home oifice failed to respond.
. One firm argued that.its advertising is vital to the way it does

business.
. One firm replied that it will check into the comnlaint but never

thron!h.

. Four fir.ls failed to respond to the' 3.3.B. complaint.

In snmmary, five of the thirteen firms (the first two categories listed

above) cxpl-lned tte basis of thelr adveri:1:7iLg or indicated they will try to

prev..nt a r,:clArraneo of the situation that led to the complaint. The remaining

eight firrs, (;r:c..n of which are B.B.B. members, failed to comply with the.

follcuing statement from the B.D.B. Copy Standards.

Ad-f:rtisers should not only see that copy is prepared in accordance
with the 5-..andrus but should be prepared to provide acceptable sub-

ste.ntiation fDr any cr offers made in advertising, if requested

to do so by advertising media or the Better .3usiness Bureau.

Conclusion.

The stuiy revealed relatively few violations of Better Business Bureau

Copy StLrlaras. Of the violations found, some involved errors and did not

see. n. to be an attozpt to mislead the public. licevcr, several firms studied

tc have ij;nored 3.3.3. Copy Standards and a small nuller of Wilmirr,ton

ar,a retailers Lay b? using false, misleading, or deceptive advertis'ng as a

normal business practice. While providing a service to the community by
pnl,liz,hing the "Retail Advertising Copy Standards" and investigating complaints,
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the Better Business Bureau lacks power to stop advertising that violates its
standards. That power-rests with The ,iews-Journal Company, of Wilmington,
which makes the following statement in its "Advertising Acceptability
Standards" (page 5):

In the interest of the reader who is the mutual customer of The
Hews-Journal Company and the advertiser, these newspapers make every
effort to exclude misleading, inaccurate, unethical, and fraudulent
advertisements, as well as advertisements containing objectionable and
unfair references to competitors. The Hews-Journal Company reserves
the right to edit, revise, or reject any advertising copy.
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Only very seldau can clients of advertising agents who become stage struck
be persuaued to leave broadcast commercial work to the real professionals.
Often the attitude is, 'I'm paying the bills ...wily shouldn't I appear in my
company's commercials if I wish?' In cases such as this, the advertising
agency or the account executive can say little without antagonizing the client
and causin:, the client to look for an agen,7 who will be inclined to let him
star in his own commercials.

It is not easy for an account executive to tell a client that he (the
client) lacks the talent, personal Presence, or other characteristics in order
to make a good impression in television commercials. Further, it is not easy
for the client to believe such a statement, even when told.

The decision by the client to star in his ova commercials is often so
emotionally charged that no amount of reasoning can cause the client to change
his mind. The decision, itself, usually is related to an emotional need. Since
tne ego is so easily bruised, agencies are in a precarious position.

Reasons for client participation'

What are the reasons which prompt a client to suddenly want to star in his
own television commercials? One reason is airectly related to politics and
public office. One client confesseu to his agency that he was contemplating
entering a political caupaiga for state office in the near future, and felt he
should use his state-wide promotional program related to his company to give
hiu as UUCA advance publicity as possible.

In another c_Ise, a client confessed that 'Lie simply wanted to see himself
on television.

In addition, one client wanted his uaughter to star in the commercial
(which she, in fact, did) because he hoped she would be nominated as queen of
the approaching local charity ball. She needed publicity, in short.

la such situations, the account executive has little choice but to comply
or find hiaself a new client.

An isoieted metropolitan study

In this particular study, the authors attempted to analyze the image of
local businessmen doing their own talent work in the .5exar County SOCA in Texas.



The setting was probaoly Luch like other ..:etropolitan areas in the use of
'client-talent- advertising,. The use of client faLily members, pets, etc., is
popular to varying degrees in many metropolitan areas.

The study has three main purposes:

1. To determine, in .general, consumer attitudes toward client centered
advertising,

2. To deter.dne whether consumer attitudes can be significantly cate-
gorized by sex; and

3. To determine ratings, in six different cases, of performance by the
businessmen-clients on factors related to sincerity, trustworthiness,
general image, and selling appeal.

Methodolo7y

A survey instrument was designed and utilized to interview two hundred
respondents in a tnree-county area, which constitutes the Laxer County SMSA.
Television stations located in this area have prime coverage in the three-county
area studied.

Since the commercials involved were aired during, day and night viewing
hours, respondents were interviewed by telephone (luring both parts of the day
on a rotating basis.

The specific commercials studied were those developed for (and starring
the client):

1. A local land developer
2. A discount furniture dealer
3. j. brake-repair Cealer
4. A Rambler dealer
5. An automobile dealer (Ford)
6. A Dodge automobile dealer.

In all cases, the client businessmen had identified themselves, in the
commercials, as being the owner of the company being advertised. As a result,
it was assumed that recognition of each client was fairly ride- spread.

Findinrs

Respondents indicated that in slightly fewer than 255 of the interviews,
the general opinion of commercials done by businessmen is 'generally well done.'

TABLE I

Opinion of Commercials by Businessmen

Response Relative Frequenu.

Generally veil done
Some Good--Some Bad
Generally Poor
do Opinion

147.5

26.5
1.5
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Remarhs :iven by the respondents related to the inability of the business-
to speak well on television, the nasal tun of the businessman, and the

"silly kid- in the co!.imercial (a uau;hter of pile client). ..-Ten many of those
who responded -generally well done" had negative comments.

Of the 99 fe..ales and 101 males interviewed, the responses were somewhat
different, as shown in Table II.

TABLE II

Minion of Commercials/Sex of Respondent

Relative Frequency by Sex
hesponse Female Male

Generally well done 55.15 44.95
Some GoodSome Lad 47.4 52.6
Generally Poor 50.9 49.1
lio Opinion 0.0 100.0

Of those who believe that the commercials done by businessmen are generally
well done, a larger portion were women. This may indicate that females are
generally more comoassionate touard advertisers or that males are inclined to
be more critical of the behavior of people in business. It is interesting to
note that the persons of "no opinion" (3) were all men.

to 3Lii III

Factor Responses Toward Businessmen

Businessman
Factor

Sincerity Trustworthy Favorable Image 'Would Buy"

Furniture Dealer (Dis) 39,; 33.5;; 30.5% 27%
Ford Dealer 50 43 49.5 36
Brake Repair Dealer G3 58.5 60.5 55
Dodge Dealer 24 23 26.5 22
Land Developer 26.5 24.5 26.5 21
Rambler Dealer 31.5 29.5 28 25

**.ouch factor was treated in a separate question. As a result, in no direction
are the totals assumed to equal 1005.

As shown in Table III, Businessmen received favorable responses concerning
sincerity rangin; from 24;: to 635, concerning trustworthiness, from 235 to
58.55; concerning a favorable image, from 25.55 to 60.55, and those who said
they -would buy' from the businessman ranged from 215 to 5%.

Lest lcw rankings in Table III be attributed to lack of recognition, the
responses on recognition are revealed in Table IV.
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TABLE IV

Recognition of Busin:?ssmen

Businessman Freouency of Recognition

Discount Furniture Dealer 62.05

Ford Dealer 84.5

Brake Repair Dealer 30.5

Dodge Dealer 40.0

Land Developer 95.0

Rambler Dealer 49.0

Very quick comparison of the data in Tables III and IV reveals that, for

example, the land developer had the greatest recognition yet very low ranking

on the factors studied. The brake repair dealer was third in recognition.but

ranked very high on the factors being studied. 3ome of this high ranking is

due, it is believed, to the 'Tat Boone" image of the individual in the brake

repair situation.

Generally speaking, it appears that the success of any one personality in

being ranked high on the factors has to do with the personal appearance and
manner of speaking of that person. Far too often, businessmen can present

themselves well in the office, yet lack the professional manner required to be
used as talent in their own commercials.

Implications

Just as no effective method has yet been devised to correctly associate
the ability of the ad to attract viewers with the real selling power of the
ad...no effective method has been devised to connect the "favorable acceptance':

of the viewing public with the selling power of the businessman starring in his

own commercial.

As a result, it cannot be said that client centered advertisements are
necessarily a bad investment. That is, they may sell. iiowever, they do not

always appear to do what the businessmenclients have in mind and that is ego
building or image building of the individual businessman.

In fact, such a campaign can actually backfire and cause the client to
become the laughing stock of the local viewing audience. In some cases, it can

almost be Predicted.

lc appears, on the basis of the data gathered in this study, that far too
often, businessmen become objects of mockery when they try to become stars on

television. They generally lack the professional training and speaking voice

to present themselves well. It is possible that such campaigns could actually

cause a sales decline for the businessman.

The respondents in this study gave such firm statements about client
centered advertising that, at this time, they seem to have a negative effect
ranging from mild negative to strong negative for the general image of the

client in question.

119



SOME COuSI.;QUENCES OF PERSONALIZING MAIL SURVEYS

by
ROBERT W. JEFFERSON

Department of Marketing and Finance
Western Illinois University

MICHAEL J. HOUSTON
Department of Marketing
Texas A and M University

The economies associated with the mail questionnaire have popularized it
as a technique of survey research. However, certain problems which limit its
overall effectiveness have been encountered. Three critical problems are:

1. Noaresponse--failure of a significant portion of the sample to return
a completed questionnaire;

2. Item omission--nonresponse to a specific item on a returned
questionnaire;

3. Response slowness--the significant time lag between the mailing of
the questionnaire to the respondent and the return of the survey form
to the researcher.

Efforts to minimize the severity of these problems have resulted in
methodological inquires covering a wide range of variables. Most studies have
tested the effectiveness of certain variables in minimizing the subject non-
response problem. (1,4,5,6,7) A fewer number have extended the analysis to
test the effectiveness of similar variables in minimizing item omission and
response slowness. (2,3)

Personalization

Many attempts to improve patterns of response to mail questionnaires
involve personalizing the communication between researcher and subject. Vari-
ous methods of presenting the mail survey package in personalized form exist,
but the underlying rationale is essentially the same for all of them. The
principle is that, through personalization, the respondent feels his answers
are unieue and singularly important. Therefore, he is believed to be more
likely to complete and return the questionnaire. (1)

According to recent research, personalization may act as a depressant to
subject response when dealing with a certain type of population. A respondent
might feel that he has drawn individual attention and by responding he will be
subject to some subsequent, undesired contact. (i.e., insurance salesmen,
investment counselors, door-to-door products, etc.) Personalization through
the removal of individual anonymity would, in this instance, produce the oppo-
site of the desired effect.

In a study of jew York State Lottery winners, Andreasen (1) tested the
principle of personalization. After publicity from the news media, lottery
winners are subject to personal selling efforts from various kinds of salesmen

120



to the point of harrassment. In receiving a personalized mail questionnaire
consumers msy feel they have again been sjngled out as sales targets and any
response would subject them to even further annoyillg attention. An impersonal
approach, emphasizing anonymity, could reduce this concern by the respordent
and, therefore, increase his likelihood of response to the survey. Compari-
sons of response rates between lottery winners receiving personalized and non-
personalized surveys supported this contention.

Subjects similar to the lottery winners are not uncommon in marketing
research. Households which have made recent purchases of major durable items
are often the subjects of research studies interested in pre- and postptrchase
behavioral patterns. however, these same households often become the targets
of sales efforts from firms who market complementary goods. Therefore, any
attempt to research these individuals through the mail might be confounded if
the respondents felt they were receiving individual attention. In such a situ-
ation a non-personalized approach to consumers would seem more likely to elicit
a better response pattern.

Problem Definition and Research Design

A population that is often a source of behavioral data, as well as a tar-
get of sales promotion, is the new-car buyer. Recent buyers of new autos rep-
resent a rich source of behavioral data because of the importance of the
purchase. These buyers are postpurchase targets of sales efforts due to the
variety of complementary Goods related to the automobile (e.g., seat covers,
child seats, tape decks, etc.). Therefore, in researching new-car buyers by
mail a personalized approach would more likely have a negative rather than
positive effect on response.

This paper reports a study designed to examine the effect on response of
a personalized approach to a mail survey of new-car buyers. It extends the
analysis, however, by considering the interaction of a personalized approach
with the inclusion of a nonmonetary incentive. It further examines the effects
on these variables, of item emission and response slowness.

the sample for the study was composed of the first 400 new-car buyers
beginning January 1, 1971 in Scott County, Iowa. The sample was randomly
broken down into four equal groups of 100 subjects. Each group received one
of the following types of survey packages, each including a questionnaire con-
cerned with the sources of information used by the respondent in purchasing
his new car:

1. Personalized with a medium-priced ball point pen included as an
incentive;

2. Personalized without the incentive included;
3. Aonpersonalized with the incentive included;
4. Honpersonalized without the incentive included.

Personalized vs. Honpersonalized Forms

Subjects in the personalized cells of the study received questionnaires
with their name and address affixed to the top of the first page. All refer-
ences to anonymity and efforts to maintain respondent non-identification were

121



omiti.ed from 4,be cover letter. The desired effect was that the respondent
gained the imprecsion that in was receiving individual attention and his re-
sponses were singularly important.

Subjects in the nonnersenalized cells received cover letters and question-
naires eApnasizing respondent anonyA.ty. personal reference to the respond-
ent was included in either the cover letter or questionnaire. A stateme.lt
emrhasizing confidentiality was included in both the cover letter and the
questionnaire.

The only other variation in respondent groups concerned the inclusion of
a ball point pen as an incentive. In the cover letter of those receiving the
pen, a statement referring to the pen as an expression of appreciation for the
respondent's participation was included in a postscript.. Otherwise all sub-
jects received identical questionnaires and a stamped, addressed envelope for
returnin:: the co: nleted questionnaires.

Results

ilonresponse

Table I shows the response rates from each group up to the first month
after the mailing. It is clear that both the inclusion of an incentive and
personalization have significant effects on response rates, but in opposite
diractions. Those respondents receiviw! the incentive responded in better
fashion (51;;) than those not receiving it (32.5), while those respondents
approached in a personalized fashion responded to a significantly lesser extent
(34,;) than those approached in a nonpersonalized fashion (49.55).

TA3Li I

Percent of Respondents Returning Questionnaire

lion-personalized Personalized Means

Incentive Excluded 34.0 31.0 32.5
Incentive Included 65.0 37.0 51.0

'jeans 49.5 34.0

In considering the interaction effects, we see perhaps the most revealing
aspect of the analysis. For those respondents receiving no incentive the re-
sponse rate obtained in the personalized approach is only slightly lower than
that obtained in the nonpersonalized approach. However, for those subjects
receiving the incentive, the negative effect of personalization almost entirely
wipes out the positive benefits obtained from the inclusion of the incentive.
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Item Omission

The extent to waich item oniision occ-irred was _leasured by the percentage
of returned questionnaires tnat centined no unansweled questions. Any ques-

tion.:aire containing ,A least °;_e unanswered question was considered an incom-
plete questionnaire. (Completely blank questionnaires were treated as nonre-

snonses.) Percentages of returned questionnaires with no omissions are

summarized for each Group in Table II.

T'_;1,1; II

Percent of Questionnaires with iio Unanswered Questions

pion - personalized Personalized Means

Incentive excluded 35.4 67.6 76.9

Incentive Included 75.4 67.6 72.5

Means 78.8 67.6

Differences in the groups with respect to item omission are not as marked

as in the analysis of nonrespons. Inclusicn of an incentive did not improve

the percentage of complete questionnaires. In fact, those respondents re-

ceiving motivational stimuli showed a slightly lower percentage rate of com-

pleted questionnaires. Personalization, however, hindered the number of com-

plete survey forms.

Response slowness

A central issue with regard to response slowness deals with followup
efforts to elicit replies from nonrespondents: more specifically, the more

rapid the overall response to the initial mailing, the less extensive will be
the need for a followup effort. In this study the slowness of each group's

response was measured by the percentage of returned questionnaires received at

four one-week intervals following the initial mailing. These results are

Presented in Table III.

TABLE III

Cumulative Response Percentages at Four One-Week Intervals

iion- personalized Personalized

Incentive Incentive Incentive Incentive

Lxcluded Included Excluded Included

One Week 50.0 61.5 45.2 70.3
Two Weeks 88.2 80.0 71.0 36.5
'area Weeks 94.1 39.2 33.9 91.9

Four Weeks 97.1 93.8 93.5 94.6

123

.;



Personalization appears to have a significant negative effect cnly when an
incentive is not included. A greater percentage c,f ultimate responses was
returned f201,1 the =personalized sul)jects at each of the first three time
intervals (week 1, week 2, week 3) than from those approached in a personalized
manner during the same periods. Mien an incentive is included, however, the
negative effect of personalization disappears.

The use of an incentive enhanced response rapidity after one week regard-
less of the approach. During week 2, however, the inclusion of the incentive
resulted in a more favorable response pattern only in the personalized group.

Summary and Conclusions

This paper has reported a study thc.t analyzed the effects of two factors
on response patterns in a mail survey of a specific type of population. (In
this study, automobile buyers). The pcpulation was composed of individuals
wnsse activities and decisions were valuable sources of consumer behavior infor-
mation, as well as potential targets for sales agents.

In the study, major concern was focused upon the effect of a personalized
approach to the mail survey. The hypothesis was that personalization
would have a negative effect on response patterns because the +ype of subjects
investigated might feel that they were drawing individual attention and that
their response would be subject to subsequent contact from a sales agent. The
effect of the inclusion of motivational stimuli (in this study, ball point
Pens) was also tested.

The results ,Lenerally supported the hypothesis concerning the effect of
personalization. The incidence of nonresponse on the part of subjects
approached in a personalized manner was significantly higher than that of sub-
jects receiving an impersonal survey. Similarly, the Percentage of completed
ouestionnaires was higher for subjects approached in an impersonal fashion.
Subjects receiving an incentive also responded to a greater extent than those
persons receiving no incentive. Uo significant differences were observed, how-
ever, with respect to item omission.

Mixed study results for response slowness make it difficult to draw any
meaningful conclusions regarding the effect of personalization. In any event,
the inclusion of an incentive dces seem to Laprove the rapidity of response in
the first few days after the mailing.

It is not startling to learn that incentive improves response patterns in
a nail survey. This study provides further evidence that, if cost considera-
tions allow it, motivational stirauli will enhance the probability of a speedy
questionnaire return. A revealing conclusion is that personalization should be
avoided when investigating any population of the type studied here. Personali-
zation will hinder rather than enhance the probability of a complete response
from both the total sample and the individual respondent.
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The primary advaatage of magazines as an advertising medium is thei).appeal to selective audiences. As this selectivity is due to the orientationof the editorial content, it follows that the advertising contained would bedirected to the interests of the readers. One would also expect that thee'eadability levels of the advertisements would be consistent with that of theeditorial content. To test the above statement, the null hypothesis was used.3tated simply, this hypothesis was: there is no significant difference betweenthe mean readability level of the advertising in the magazines tecr'-:e. thatof the editorial matter.

To explore the above stated question, this nerroaly defined study was con-ducted in 1971. It exa.ained the readability levels of both advertising andeditorial matter appearing in the same issues of six selected magazines, Thee.i was to examine only the presence or absence of elements that are indicatorsof clear writing, hence, its readability, with no regard to what was said orhow it was said.

'inc six magazines selected for study were those read on a regular basis bystudents at Texas Tech Uuiversity, P1Tbov, Sports Illustrated, Seventeen,pcgi-41p, idie and Reader's Di,eest. Three issues of each of the above mag:eeineswere selected, eighteen in all, end then six samples of advertising and six of:j.:_torial materiel were randomly selected from each of the eighteen issues.

The device chosen for measuring readability levels was Robert Gunning's'Fog index,'' A number of other methods could have been employed such as thaDale- Chal). or Flesch fontules but as tlee Fog Index is the easiest end fastestapply, it was thought that this would be the method preferred by advertising
-felctitioners wishing to test the readability level of their writing. The FogIndex was .1.1de more useful by linking it to the school grade levels of readingdifficulty using the McCall- Crabbs Standard Test Lessons in Seeding.

In selecting editorial and advertising samples from the magazines, thefollowing guidelines were used

1. Select from each magazine six 100-word passages (+ 10 words) of edi-
torial material at random. The random selection was accomplished. byusing a table of mndem numbers to correspond with the number of pagesin each magaeine. If any number was used to choose another page.

The Fog Inde:: was applied to each of the samples of editorial material.
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3. Jeiect from each of the sane magazines six 100 word advertisements
(t 10 words) at random again using a table of random numbers. If any

number chosen at random does not produce a page with a.-1 advertisement,
the following number in the table was used to choose another page. If

any number chosen at random oroduced a page with more than one adver-
tisement, the largest advertisement was used.

4. The Fog Index was applied to each of the selected advertisements.

In using the Fog Index these rules were used. They are simply a restate-
ment of those rules established by Robert Gunning, the developer of the Fog
Index.

1. For editorial material, begin the 100 word count with the first full
paragraph on the page chosen.

2. In each passage of 100 words (±. 10 words), count the number of com-
plete sentences. Stop the sentence count with the one that ends
nearest the 100word total.

3. For advertisements, begin the word count with the first word of the
body copy. Do not count the headline or sub-headlines. Follow the
same procedure as in 2 above.

4. Divide the total number of words in the passage or in the advertise-
ment copy by the number of sentences to give the average sentence
length.

5. In each passage and in each advertise rent copy count the number of
words with 3 or more syllables.

DO AT count words as more than 3 syllables that are: (1) capitalized,

(2) combinations or short, easy words, or (3) verb forms made 3 syl-
lables by adding -ed or -es.

DO count numbers and letters as one word and the syllables as they are
pronounced. For example: 4 is pronounced as 'dollar" and should be
counted as such.

6. Divide the number of :lard-words (3 syllables or more) by the total
number of words to obtain the percent of hard-words.

7. Multiply the total of average sentence length and percent hard-words
by .4 to obtain the Fog Index and the grade level of the material.

Table 1, on the following page, shows the mean editorial readability level
(Y.

1
) and the mean advertising readability level (X2) for each issue of the six

magazines as well as for a combination of the three issues. It is interesting
to note that in three of the eighteen cases, the mean readability level of the
advertisements were hi.3her than those of the editorial matter.

In a test of the differences between the means of editorial and advertis-
ing readability as shown in Table 2, eight issues show a significant difference
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TABLE I

Mean Editorial and Advertising Readability

Magazine Issue X1 51.2

Playboy January, 1971 9.26 10.19
February, 1971 9.40 4.99
March, 1971 8.77 6.02
Mean for magazine 9.14 7.06

Sports January, 1971 9.15 7.47

Illustrated February, 1971 9.62 5.26
March, 1971 9.68 5.13
Mean for magazine 7§74-6 5.95

Seventeen January, 1971 8.76 5.37

February, 1971 6.26 6.43
March, 1971 10.43 6.83
Mean for magazine 7-.76 6.21

McCalls January, 1971 10.55 6.39

February, 1971 9.63 6.15

March, 1971 9.81 6.91

Mean for magazine 10.00 6.18

Reader's Digest January, 1971 10.62 7.99

February, 1971 9.52 7.56
March, 1971 6.53 6.80

Mean for magazine 8.89 7.45

Life January, 1971 9.55 7.50

February, 1971 11.14 8.45

March, 1971 11.53 8.30
Mean for magazine 10.74 8.08

at the .10 level. When the average readability level for each magazine, as a
combination of the three issues were examined, there was quite a different

indication. As seen in Table 3, all magazines show a significant difference

at the .01 level. When taking the eighteen issues, the null hypothesis is re-
jected in eight cases but when the average readability levels are examined in
combination, all six magazines show a significant difference at the .01 level:
and, the null hypothesis was disproved in all six cases.

One would ex'ect that the mean level of readability for advertisements
would be lower taan that of the editorial matter as the advertising must com-

pete for the reader's attention. Shown in Table 4 are the absolute differences
between the means using the standardized grade levels provided by the Fog Index

128



T
A
B
L
E
 
2

C
o
m
p
u
t
a
t
i
o
L
 
o
f
 
D
i
f
f
e
r
e
n
c
e
s
 
B
e
t
w
e
e
n
 
i
l
e
a
n
s

E
d
i
t
o
r
i
c
l

A
a
v
e
r
t
i
s
i
n
g

(
F
o
r
 
E
a
c
h
 
I
s
s
u
e
)

a
a
g
a
z
i
n
e

-
-
-
-
-
-
-
-

S
a
m
p
l
e
 
V
a
r
i
a
n
c
e
*

S
t
a
n
d
a
r
d
 
E
r
r
o
r
*

I
s
s
u
e

E
d
i
t
o
r
i
a
l
 
A
d
v
e
r
t
i
s
i
n
g
 
E
d
i
t
o
r
i
a
l
 
A
d
v
e
r
t
i
s
i
n
g

t
 
V
a
l
u
e

P
l
a
y
b
o
y

J
a
n
u
a
r
y
,
 
1
9
7
1

4
.
1
4

2
.
8
5

1
.
6
3

2
.
8
5

.
4
5

F
e
b
r
u
a
r
y
,
 
1
9
7
1

2
.
2
4

1
.
8
9

.
9
1

.
7
7

3
.
7
0
+
F

M
a
r
c
h
,
 
1
9
7
1

2
.
1
5

2
.
6
6

.
8
7

1
.
0
8

1
.
9
7

S
p
,
:
t
s
 
I
l
l
u
s
t
r
a
t
e
d

J
a
n
u
a
r
y
,
 
1
9
7
1

3
.
3
8

1
.
3
7

2
.
7
4

1
.
1
1

.
9
5

F
e
b
r
u
a
r
y
,
 
1
9
7
1

3
.
6
5

1
.
9
5

1
.
4
8

.
7
9

2
.
5
9
+
i
-

M
a
r
c
h
,
 
1
9
7
1

1
.
0
0

.
4
0

1
.
9
6

.
8
o

5
.
1
1
+
F
+

S
e
v
e
n
t
e
e
n

J
a
n
u
a
r
y
,
 
1
9
7
.
,
.

3
.
0
5

1
.
2
4

1
.
2
2

.
4
9

2
.
5
4
+

F
e
b
r
u
a
r
y
,
 
1
9
7
1

2
.
1
8

3
.
2
6

.
8
8

1
.
3
3

1
.
1
0

M
a
r
c
h
,
 
1
9
7
1

4
.
4
3

1
.
7
2

1
.
8
0

.
7
o

1
.
8
6

c
C
a
l
l
s

J
a
n
u
a
r
y
,
 
1
9
7
1

3
.
8
1

1
.
5
1

1
.
5
5

.
6
1

2
.
5
0
+

F
e
b
r
u
a
r
y
,
 
1
9
7
1

1
.
3
1

2
.
3
2

.
5
3

.
9
4

3
.
2
2
+
+

M
a
r
c
h
,
 
1
9
7
1

2
.
6
1

2
.
5
9

1
.
0
6

1
.
0
5

1
.
9
6

R
e
a
d
e
r
'
s
 
D
i
g
e
s
t

J
a
n
u
a
r
y
,
 
1
9
7
1

.
5
1

1
.
3
5

.
2
1

.
5
5

4
.
5
3
+
4
+

F
e
b
r
u
a
r
y
,
 
1
9
7
1

3
.
6
1

1
.
8
7

1
.
4
7

.
7
6

1
.
1
8

M
a
r
c
h
,
 
1
9
7
1

1
.
3
3

1
.
8
2

.
5
4

.
7
4

.
2
9

L
i
f
e

J
a
n
u
a
r
y
,
 
1
9
7
1

3
.
0
2

2
.
4
0

1
.
2
3

.
9
7

1
.
3
1

F
e
b
r
u
a
r
y
,
 
1
9
7
1

3
.
3
3

1
.
9
6

1
.
3
5

.
8
0

1
.
7
1

M
a
r
c
h
,
 
1
9
7
1

2
.
2
9

2
.
0
7

.
9
3

.
8
4

2
.
5
8
+
+

*
S
a
m
p
l
e
 
s
i
z
e
 
o
f
 
6

+
S
i
g
n
i
f
i
c
a
n
t
 
a
t
 
t
h
e
 
.
1
0
 
l
e
v
e
l

+
+
S
i
g
n
i
f
i
c
a
n
t
 
a
t
 
t
h
e
 
.
0
5
 
l
e
v
e
l

+
+
+
S
i
g
n
i
f
i
c
a
n
t
 
a
t
 
t
h
e
 
.
0
1
 
l
e
v
e
l



T
A
B
L
E
 
3

C
o
m
p
u
t
a
t
i
o
n
 
o
f
 
D
i
f
f
e
r
e
n
c
e
 
B
e
t
w
e
e
n
 
M
e
a
n
s

E
d
i
t
o
r
i
a
l
 
-
 
A
d
v
e
r
t
i
s
i
n
g

(
F
o
r
 
E
a
c
h
 
M
a
g
a
z
i
n
e
)

M
a
g
a
z
i
n
e

I
s
s
u
e

S
a
m
p
l
e
 
V
a
r
i
a
n
c
e

S
t
a
n
d
s
 
r
d
 
E
r
r
o
r
*

t
 
V
a
l
u
e

E
d
i
t
o
r
i
a
l
 
A
d
v
e
r
t
i
s
i
n
g

E
d
i
t
o
r
i
a
l

A
d
v
e
r
t
i
s
i
n
g

P
l
v
b
o
y

J
u
n
.
-
M
a
r
.
,
 
1
9
7
1

.
1
1
3

.
9
4
4

.
0
2
7
4

.
2
2
8
9

9
.
7
6
+

S
p
o
r
t
s
 
I
l
l
u
s
t
r
a
t
e
d

J
u
n
.
-
M
a
r
.
,
 
1
9
)
.

.
0
9
9

.
4
5
1

.
0
2
4
0

.
1
0
9
3

3
1
.
5
1
+

S
e
v
e
n
t
e
e
n

J
a
n
.
-
M
a
r
.
,
 
1
9
7
1

.
7
2
0

.
2
5
9

.
1
7
4
6

.
0
6
2
8

1
2
.
2
7
+

M
c
C
a
l
l
s

J
a
n
.
-
M
a
r
.
,
 
1
9
7
1

.
1
6
5

.
1
3
4

.
0
4
0
0

.
0
3
2
5

6
9
.
0
1
+

R
e
a
d
e
r
'
s
 
D
i
g
e
s
t

J
a
n
.
-
M
a
r
.
,
 
1
9
7
1

.
7
2
2

.
2
0
7

.
1
7
5
1

.
0
5
0
2

7
.
9
1
+

L
i
f
e

J
a
n
.
-
W
a
r
.
,
 
1
9
7
1

.
3
5
9

.
1
7
6

.
0
8
7
0

.
0
4
2
6

2
7
.
4
2
+

*
S
a
m
p
l
e
 
s
i
z
e
 
o
f
 
1
3

+
S
i
g
n
i
f
i
c
a
n
t
 
a
t
 
t
h
e
 
.
0
1
 
l
e
v
e
l



TABLE 4

Difference Between Mean Readability Levels

:azine

Editorial
Mccn

Advertising
Mean

Difference
Between Means

Playboy 9.14 7.o6 2.08
Sorts Illustrated 9.14'1 5.95 3.53
Seventeen 8.48 6.21 2.27
McCalls 10.00 6.48 3.52
Reader's Digest 8.89 7.45 1.44
Life 10.74 8.08 2.66

ihe differences range from approximately 11/2 to over 312 grade levels less
for advertising readability. More interesting are the ranges shown in Table 5.
In tLe case of Playboy and Sports Illustrated, the editorial range is about
grade for eit,'Lteen se:101es from each of the magazines while the advertisin3 5n
Plavlioy ranges almost 5! grades and in Sports Illustrated, approximately 2-1/3
grades. On the other hand, editorial matter in Seventeen and Reader's Digest
ranges from over tenth ;,made level down to sixth-seventh grade for a diffr:cnce
of over four grades of readability.

A3LE 5

Range Values of Readability Levels
Editorial - Advertising

Editorial Range Advertising Range

High Lou Range High Low Range,

Playboy 9.40 8.77 .49 10.19 4.99 5.20

Sports Illustrated 9.63 9.15 .53 7.47 5.13 2.34

Seventeen 10.43 6.26 4.17 6.83 5.37 1.46

McCalls 10.55 9.63 .92 6.91 6.15 .76

Reader's Dist 10.62 6.53 4.09 7.99 6.30 1.19

Life 11.53 9.55 1.96 6.45 7.5o .95

What does Lll of this mean to people writing for magazines, editorially
or Persuasively?

To editors - in orienting the magazine to a specific or selective segment
of the popilation sore consideration should be Given to the readability level

of the contents. Table 5, indicates that certain magazines maintain a consis-
tency from issue to issue while others !xhibit greater variance between issues.

If an editor was aware of the readability range of his audience then he could
better edit the content to suit this variable.
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lc - of readabi Lit 2e-Tra.: 73orA

1:e al,a-e of the

tr 1c- 02 the vagazil:a reader E.nti write :.cca-dinbly. "1F cv:d--snc.? ax-e-

c,1--,E, 1: ..;-1).1.e 5 wcbld ind.:1!ate that In sev,:.Lal inst&ncc. , tn,s 2el.csMP

iF not tc.kcn :"..n accord. Irrile the editorial conceit of both Playbc grxrts

vd remain f:irly co-A3istent, advert.Le!-ag ianges are mnch

shows that the e;:-..fference betwen the mean ; of the editorial

readab:aity fro.-, 1.44 tc 3.53 gradc

is recended Af,.gazinc exert tce mor contrn1

etl.f.torial matter and that the advertising rol.v%:?iter

ade aware of such :.aci,!.e readability efforts. With tbi2

t,e copywr:.ter shLd ceeh a readabiliv Thvel to cl,tin!ze desire:: 0.:,-;ciJing

-als. tha reed fcr .ffort on t;A- 711,",, of

editors and .-yriters to better catch readership with readability leve7.5 .r.L1 to

aintz:-.r c:.:;. ;teny. Further st-_:dy is recommend,::; to ascertain 1,1.,-he t!le2e

c-oc..ld be a di::ference in -,he readability levels of editorial and auvel:t4siAg

matters. If so, what then should be the difference to optimize advertising

coals?
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''Nest women today, it is claimed, no longer regard shopping as a 'day on
the town,' but as a household task that must be performed as expeditiously as
possible, often...when the family car is available.'1 On the other hand many
women and men see shopping as an excellent opportunity for family entertainment.
because of these two diverse trends, more and more retailers are opening their
doors on Sunday. Not all that are open want to promote Sunday sales, but score
are actively. For efficient use of promotional resources, knowledge of the
Sunday shopper is essential. Little is presently available, however, in the
marketing literature concerning the Sunday shopper. The purpose of this paper
is to present the results of a study exploring the psychographics of Sunday
shoppers. Specifically, the study examines demographic data of Sunday shop-
pers, the Sunday shopping trip, and the motives and attitudes of the Sunday
shopper--all with ,.he intended purpose of providing information for improving
promotional strategy.

Four hundred patrons of two enclosed malls in Kalamazoo, Michigan, were
interviewed. These interviews were conducted on two consecutive Sundays in
each mall during the hours, 1-5 p.m. Four interviewers were assigned a speci-
fied but different location in each mall during the interview period, in an
attempt to account for possible variation in special promotions, traffic flows,
and time-of-interview. The interviewers were instructed to interview every
Xth shopper passing their location, A being the first person to pass the inter-
viewer at ten minute intervals.

Kalamazoo County has a population of 205,000 with retail sales in 1970 of
about 375 million dollars. There are three major shopping areas in the county
and several minor areas. The oldest of the major shopping areas in the county
is domitown f:alamazoo. It is an open air mall with ample pay parking. Down-

town aalamazoo is not open on Sunday. There are two enclosed malls, each
rivaling the downtown in terms of square feet of selling space, both being
open on Sunday. There are also several major discounters which are located
in the minor shopping areas which are open on Sunday.

Demographic Findings

In comparing; the characteristics of the Sunday shopping with the demo-
,;raphie information of the trade area given in the Survey of guying Power, the
Junday shopper appears to be quite typical of the trade area. The Kalamazoo-
Portage area has a median household income of $9,184, with 82,000 households.
The total net effective buying income is ;',1,007,365,000, total retail sales
are y564,132,000, and per housahold retail sales are ;6,830. 1;alamazoo
County's total retail sales are y457,955,000, with 3,319 households earning
a25,000 or up. 2 The Kalamazoo market rank in relation to other U.S. markets
is given in the table on the last -)age. As one might suspect knowing that the
female of the neuschold tends to be the household purchasing agent wore women

1.53
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''n ..111r.dfly. T:aaed freauency of ocol:i.renor. thr
typicCi. Sund-,y sho:.per e:1.so ,Lcsociav-.a :a the follcJing c1)%raete.:':sties.
The hLta-2_ of her houschole. was likely to be between the ages of 24 ane, 10 yrars
o' It was eauu3ly as probable that f,he tr:A reared in a Emall or 1,411.1
s.en.m.nii,y as it was a :large or urban community, thus the connerva4;ive

,'1,iirorytent t:-..at might to associated wit': her hacKeround SC2MS to mz,.-e
lit:ie inference in her Sunday shopPing behavior. The ivcome of
co.:14 be expected (a)proximqtely one cher:co out of three) to be in th-, range

3,0.70-,12,000. On her ::ul.day shonping trip tne,:e yias one chance of
two that she would be accorTanied by a me..lber of her family. The s,*(- likeli-
hood as reported for grocery shopping in the Sixth duPont Consumer Buying
Habit 3t1.-..dy.3 The male Suns ay shopper who was either the head or came from a
household headed by a person over 65 years of age was the least tjpical type of
Sunday shopper. It may appear from common sense reasoning that the frequency
of Sunday shopping and demographic data of the 3und,:::y shopper is in some way
associated. U:ing the da.-...sL from the survey as shown in Table I and comparing
it ',rith demographic data of the interviewees, no relationship was discovered.

TALE I

Frequency of Sunday Ohopzing

tow Oftea Shop Sunday 1:umber of Intervwees

Less than once a month 57
Once a month 143
Twice a month 94
More than twice a ilonth 106

. he Chi. Square Test 1 used to make the comparison and at the .(,:; ledel
Lo -ignificant difference was found in sex, family income, age of household
nead, shopping group and cemmunit,i size and frequency of Sunday shopping of the
interviewee.

The Sunday Shonring Trip

Promoti-;: the Surday shoppins -trip has possibilities if the shoppers'
p:ychological and behavicral patterns involved in their shopping :.r:.ps ,,.re

One dimension to consider is why the person is in the she2ping center
tnat is opc.: SI;nC:n.y. The reacens riven voluntarily by shoppei 'which
ninT servc L..3 a 1.4:As for promotion are highlighted in Table II.

The two .:ont frequent reasons were to look around or to ?lake a purchase.
Over £0, SLICE: Z. response. Comnon sense Licht canny lead to tLe conclu-
:ion that people are Sunuay shopping because they want only to buy a product.
jasing ac vertisin: copy on this commonsense conclusion and stressing products
and product iet,vires in the ae.vertisements, with 4;;;; saying they came to low.
around, vy soen as misallocation of advertising effort. Certainly the
s*atement ''-to 1001. around' has more then one Po3sible nenn5ng, any one or all
of which might be incorperatjd into the advertising copy and layout to enhsace

1311
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TAaLE II

Main 2eason for Shop.)ing Today (Sunday)

Reason Percenteta

To lock around 44.7

To *lake a purchase 36.8
To see a special promotion 7.3
To dine out 7.0
To visit a particular store 4.2

the product and product features that most retailers will include in they ad-
verti,:ements. Possible social motives behind the statement "to look around':
that might be included in the copy are diversion from Sunday afternoon activi-
ties (watching television), communication with others (hobbies). Edward M.

Tauber, in the article ''Why Do People Shoo?", also outlined some personal
motives, includin2, role playing (conforming to ''required behaviors,.' i.e., the
wife does all the shopping), physical activity and also just the pleasure of
bargaining. Tauber also says, The likelihood of going shopping on impulse
has probably increased over time with changes in the concept of convenience.

Since the objective of the retailer is to sell products and services, it
may appe::r that including non-product features such as those suggested above
would be wasteful of advertising effort. But consider the satisfactions which
shopping activities provide as well as the utility obtained from a purchased
product. Tauber says 'if needs other than those associated with particular
products motivate people to go to a store, the retailer should incorporate
this information into his marketiLg strategy..5 Including non-product features
in the advertising copy should lead to sales as indicated by the responses in
the study. Zen queried about types of products for which they planned to
look, 324 respondents voluntarily mentioned a product or product category, see
Graph II. This indicates many of those individuals who did not specifically
say they came primarily to make a purchase, did know generally the product of
interest to the: A and some did end up making a purchase.

At the time of the interview, about 705 of the 400 shoppers had made a
purchase. Lpae Graph I for the dollar size of these purchases. As shown in the
,;raph, nineteen reJpondents were Lnabie to estimate the amount spent by their
shopping group as the group had scattered and one hundred eighteen respondents
had not Lade a pur chase at time of interview. livery category, as far as rea-
sons for shopping today (Suaday), was, however, represented by purchases. The

two major categories to purchase a product and to look around were, of course,
well represented by purchases. Seventy-five percent of the shoppers who specif-
ically said they planned to purchase a product, or 27.605 (110 shoppers) of the
400 interviewed, did make a purchase but not always of the planned product. Of

the 110 shoppers, 55 purchased products other than the main product they
sought. In ocher words, one-half of the group made impulse purchases. The
medium dollar amount of the purchases both imoulse and planned of those who
came specifically for a product was greater (50: more than JO) than the medium
e.:penditdre for people who just wanted to look around. Of shoppers whose main
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reason for tde shopping trip was to look around, over 60,', or 26.8; (107 shop-
pers) of the 400 interviewed did buy something. Since they were out on Sunday
just to loo;:, around, all of their purchases were considered impulse purchases.

cost of their purchases were for small dollar amounts, 505 were for amounts
less than ;,5.

It is concluded from the data here that individuals *.rho are on a Sunday
shoppinG trip for the expressed reason, of =line; a product purchase are more
likely to r.aLc a purchase for a lar:;er dollar amount than are individuals who
are Sunday shopping just to look. The data indicates, subject to more analy-
sis, that if the shopper came specifically to buy a product, he either buys
the product or is more inclined to Go away empty-handed than the individual
just looking. In other words, Lore individuals just looking will make "imrulse.
Purchases than individuals Sunday shopping for the expressed reason of
me. kin,; ,f product purch,lse. :lason and :layer found from observation of Purchas-
ing behavior that as the pricerpaid for the item increased, the number of
stores visited also increased.-u
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Promotionally the retailer might view this from tuo perspectives. J.J. he

can persuade the shopper to start a .,unclay sho7ping trip for the primary p,1:--

1)03'.? of purchasinc, a product, he should. Hovever, the retailer should make
ccrtain that his selection of merchandise of the promoted product is more than
adequate. On the other haau, some sales are a function of traffic. Consc-

auently, the retailer may want to promote to r-enerate traffic. This is a good

strategy if a majority of tie goods carried are of low unit value.

TAME III

Number of Stores Visited and/or Planned to Visit

Number of Stores Responses

Less than 5 171
5 to 10 143

ore than 10 86

As for traffic, over 4W., of the respondents had and/or intended to visit
less than five stores. Over three out of four shopping groups had and/or
intended to frequent ten or less stores. All stores were located in close

p:oximity to each other. Promotion to increase traffic does seem to be more

important for some types of retailers. For example, clothing was the most

frequently mentioned product type for which the consumer was looking. Looking

includes both those chose primary purpose was to buy a nroduct and those who
kaew generally the product category they were interested in, but their stated
reason for shopping was for something other than buying a product. Forty-tvo

percent of those who set out to look at clothing did purchase clothing, as
shoun in Graph II.

=18o)

(N=65)

(N=47)

(N=20)

(N=6)

(11=6)

GRAPH II.
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J in Graph II indicates the number of people who planned to lock at
products in the rreduct category, while the shaded erea indicates the nu:11er
who actually made a purchase of a planned product. It is possible that some
shoppers made purchases after being interviewed. Tney are not considered in
the Graph and neither are the purchases of products in categories other tray
the one the shoppers expressed interest in.

When an individual is likely to be a part of tne Sunday shopping traffic!,
.7,,Jears to be a function of shopping habits of when and where one shops. If

tl,e individual shops frequently on Sunday, he is also likely to de 1,-,s weehlay
shopping at a location that is open on Sundays. Therefore the retailer should
not 'grore regular customers in his efforts to attract Sunday business.

IL-ever, many Sunday shoppers interviewed, primarily those who did not
shop frequently on Sunday, did most of taeir shopping at locations other than
where interviewed. The fact that about lio;; do most of their shopping at a
location other than interviewed indicated that attraction of customers from
other lcc..'ions is important. Promotional efforts should be expanded beyond
the i_arket area. Donald L. Curtiss has pointed out that the 'cppor-
tu_li -_:: family shopping is one of the prime attributes of one-stop shopping
and Sunday shopping. 7 Some of the shoppers camc from the downtown area which
is not open on Sunday. The frequency of Sunday shopping was less if the
interv,ewee shops most of the time downtown. All of the preceding statements
with regard to locations and frequency of Sunday shopping are the result of
testing the data with Chi Square. All the Chi Square values were significant
at P <0.05.

Another dimension is when people do their shopping. It is possible that
being open on Sunday only shifts weekday sales t, Sunday. Certainly if stimu-
lation of Sunday shopping tends to encourage this shift the amount of promo-
tion becomeb an important issue. As indicated in Graph III as the frequency of

GRAPH III

Day of Week Usually Shopped by Frequency of Sunday Shopping

(N=57)

(3=163)
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. iv ul_c; tn-arliy h.13 grpaar pl.b11.L y "f

b.:ing Sunday. dais fact, in con,lanctign witb the fact ',hat a large number .r

'onday shoppers do most of their shoppi14, lo.:tion where they were

vitt;rvieved indicates that :;amc shifting is occarrinG. In some cases the wuek-

day shopper has becom. a Sunday she.,),)er, Scue respondents indicated they ha'.

more then one day they usually shopT:ed. X- 46.56; df = 4, P'..1

piotiva.tion and Attitudes

Another part of t'ne Suno.ly sh.Tuer is to identtfy

metivate7i her to shop et a ferticul:.r location .1. Sunday and what her atLitiv;',

n: .nereeption of Sunday shopping is. Social and personal motives have size,1,7
.6 LJ.Ivior.A. Fame chsomnteristies of f_ location war:: mcv- oiftE-:! as

.;.d,-atages of the location then others. Tdole IV shows t"ele cha.:acteristies

and their relative importance as given by the respondents in the s.irvey. in

edverLlsing for a:iv:ay sales the more popular characteristics could be empild
sized, namely product selection and mall Ptmosohere.

TABLE IV

Frequ=cy w.7 Sunday Shopping as Re3,ted to Aci.intages of the Location

:low Often

Shop Senay

Less than

Product
Selec
tion

Stores
Enclosed
in Cora.an Itme-

sphLre Location I'aeLdnli. Ot1er
1

once /mo 13 31 16 19 10 4

Oneetoo 8o 66 48 59 1,5 35

Twit_eimo hT 4T 2., 45 ':6 s!lz

Mere '.-1.1an

tl, iee,/ )

TOTALS

;

,,-

189 194

b8

141

5

174 1 0 91

:1.:er prices :&.n gencred and loco se h-J7_

df = 14; P <.20

Anot'aer possible stimulus to shop on Sunday woule, be p1.omotioni.1

.fcs by retailers and retail assocations. One hl.ndreft thiriw c9te r;unday

shyppes stated tl,e7 were prompted to shop at locaton .fadver-

-ising. Newspaper?, ;.ere the ;host iLoevtant informatic.n ,otve 7-1 65;, of

luzaviaoal.s. Other Sunday shoppers were prompted oy radio, television,
Taisazines, billboa::os, and the fact ch. chopper ,-!as just driving past. The

relativ rrezLbLr who 'rere just eriring .fast and stopged point out the

importance o: on premise proTetion. A large Linter or people (150) could not

iientify that 1-,ad prcpuoted t'r,e4L. This does not mean that aivertis:_rg i!id net

, in their deciuion. It di, e- mean that the were unable tc identify

or Wiill i.le_nlcter has po,.oted out V,ct



do not pa' attention to all advertising. *Then an advertisement dons gain his
attention, it is very likely not to strilre him as annoying or offensive, but
it is not very likely to strike him as enjoyable or informative, either."6 it

would therefore be in his best interest if the retailer could initiate effec-
tive, informative advertising both in periodical publications and at easily
observable locations on the premise.

of Inter-
viewees in
each Category
of Shopping
Frequency

GRAPH IV

Frequency of Shopping by Information Source
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3 Every Frequency of
(h=24) (N=82) Sunday Shopping

per Month

Advertising media became more important as an information source as
incident of Sunday shopping increased as indicated by Graph IV. The dip in

importance of advertising for those who shop three times per month can be
partially explained by the lack of routine associated with shopping three Sun-
days a month. If shopping every Sunday or every other Sunday, the consume:
can devalcp a media viewing habit or routilie, because he comes into contact
with the same area periodically. :40 learns to look for sales at his favorite

stores and generally develops certain store loyalties. Ross M. Cunningham
suggests that retailers learn more about 'the store loyalty patterns of your
customers and your competitors' customers...Secondly, learn as much as possible
about why people buy where they do...In a shopping area with many competitors,
your best bet for holding and increasing sales volume is to improve the quality
of your customer loyalty mix."

Sunday shopping is motivated by perception of pleasantness. The shoppers

who perceive Sunday shopping as a Ilaasant change from weekday shopping shop
more frequently on Sunday (See Table V). Why Sunday is perceived as more

pleasant is unknown, but the leisurely pace plus entertaining atomsphere shoule.
not be ruled out. Attempts to improve store appearance and the upgrading of

merchanidise are always appreciated by shoppers.

The respondents overwhelmingly had a preference for the afternoon hours

only. But as the frequency of Sunday shopping increased, times other than
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afternoons only are preferred. Occasional shoppers are probably more likely
to adhere to customary clo.ings on 3:uldey cc use of traditional
church services.

Over 50',; of those who strongly object to Sunday closing do not shop more
than twice a :.north on Sunday. This Night be the person who shops mainly for a
certain item he has forgotten or run out of, for example, as contrasted with
the person who finds Sunday hours more convenient for him.

TABLE V

.requency of Sunday Shopping Related to Response
on Pleasantness of Sunday Shopping

Sunday Shopping Pleasant
Change from Weekday Shopping

How Often Shop Sunday Agree Disagree Doesn't Hatter

Less than Once a Month 16 10 31

Once a Month 75 14 54

Twice a Month 67 9 18

More than Twice a Month 75 6 25

TOTALS 233 39 128

X2 = 37.33; df = 6; P <.001

Marketing Implications and Conclusions

This paler has examined various facets of the Sunday shoppers' profile

and has presented empirical data. Promotional implications have been stressed

throughout the paper. They are highlighted here: In terms of the psycho-
graphic characteristics studied the retailer should aim his efforts at the

largest, the segment of his trade area. The Sunday shopper was demo-

graphically a typical shopper of the trade area. A majority of people said

they were nut shopping on Sunday either to look around or to purchase a prod-

uct. In both situations the :,.ajority of the people made purchases. The per-

centa,e of, and dollar a.Aount of purchases were higher for those who came to
purchase a specific product. The retailer should promote his products, especi

ally if he carries clothing, notions, or foods. They were the most frequently

planned for 7,Jurchases. he should encourage his retail association to promote

traffic. The retailer should not ignore his regular weekday customers in his
promotion since they did make up a sizeable portion of the Sunday shoppers in
the study. Likewise he should expeet to be able to attract many shoppers who
through the week would shop at some other location.

In stimulating Sunday shopping the retailer should realize that the
advertising media does influence people but many people just happen to drive

by and decide at the spur of the moment to stop. Sunday business will be

influenced by uncontrollable factors, perhaps more than any other day. Ills



promotion might eAphasize the pleasant atmoEphere of shopping Sunday since
most of the people interviewed perct.ived SirLd,:y shopping as more pleasant than
weekday shopping. Whether the retailer is open on Sunday or not should be his
ducision. But if open, they might improve their success by promoting Sunday
sales wisely.

ialanazoo in Relation to Other U.S. Markets
--Index Ranking of SM Metropolitan County Areas

(12/31/72)

Median Household Income
Total Net Effective Buying Income
Number of Households
Population
Total Retail Sales
General Merchandising Store Sales
Apparel Store Sales
Department Store Sales
Furniture/Household/Appliance Sales
Per Household Retail Sales

Kalamazoo City total Retail Sales

Kalamazoo-Portage
Statistics

9,185
1,007,365,000

82,000
265,00o

564,132,000
67,290,000
25,574,000
48,847,000

32,349,000
6,830

457,955,000

Kalamazoo's Rank
Cut of 200 U.S.

Markets

Group Rank 82

Group Rank 125
Group Rank 135
Group Rank 133
Group Rank 129
Group Rank 174
Group Rank 137
Group Rank 164
Group Rank 110
Group Rank 114

Kalamazoo City has 3,319 households earning $25,000 or up

Source: 1973 Survey of liuying Power, Sales Management, July 23, 1973,

Volume 111, go. 2.
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Sa'6.3I0i III: PLEISPECTIV-n3 01;

P-11C=I0i.3 OF CnILDIIhn'J TLL_VI3IOn
Ai 1.2PIalCAL IAVnSTIGATIO.: OF T.n.; 3LLI1.213 ATIITUDES

OF COn11,7, IiDUj"RY, A:0 GOV12--!i?-1;T R2.5FOADLOTS

by
jA..:=5 D. CULLA

Assistant Professor of Aarketing
College of Business and 1.conomics

University of Delaware

Introdu:;tion. This report summarizes one phase of a multiphase research
project into the eilects of television advertisin7 and news progrPrining on
children. The overall research project is under tae direction of Dr. Charles

;ssistant ?rofersor of Cenmunications at :achigan State University.
he project leader for this nhase of the study was Dr. James D. Culley,
Assistant Proessor in the DePa2tment of Business Administration at the Univer-
sity of Delaunre. ;:ssisting in this phase of the study were Dr. William Laze::
and Lr. J. E. Crissy, ?rofessors of Aareting and Transportation Administra-
tion at "ac-rligan Stl-e University. The project was partially funded through
rents from the Office of Cnild Develo:ment, Departnent of health, Educathi,
and Uelfare.

purlose. It has been said that AUC:1 of the current controversy regarding
television advertising and its effect on cnildren is the result of ineffective
communication between broadcaster, researchers, and critics of television
broadcastin, (Jcott Ward, nids TV-:iarketers on ;:ot Jeat, Harvard Busines1

July ilngust 1272, pp. 16-13ff). 1;ach of these interest Groups pursues
the nabject with .markedly different assumptions concerning tae issues and with
erroneous or incomplete percentions of hew the other parties involved view the
nerve issues. The result is a series of dialc;uts that never really happen.
(nee 2aymond A. nauer and jteph,:n A. Grefaer, The Dialogue That _:ever _sappers
((Thinkin,, Ahead)), ,:ervard -.Business 2eview, november-December 1967, p. 2ff).

Although there exists a large number of studies focusing on the general
public's attitudes towards advertising as a niarheting tool, in only a feu
cases has an attempt been made to deal with areas of sy,ecific concern to those
interested in chileren's television advertisin3. Moreover, a survey of the
literature revealed practically no attitude studies of the key people involved
in t%e creation, production, research, and evaluation of advertising directed
at children (When children's television is referred to in this report, it
ears regularly seneduled network programs for which children make up the

largest )ercentage of the viewing audience. Chilaren* designates any indi-
vinual a,Led 12 or younger. .Post network programs on Saturday and Sunday from
8:00 a.:2. to 1:30 p.m. and The Captain :ZantAroo Show ueekdays on C35 uould,
therefore, b considered cnildren's television shows.). Yet, these people are
among tLe best sources of information on the various issues involved, the onus
cost likely to influence and to be influenced by policy decisions in the area,
and the '-pert opinion leaders for much of the general public.

ripe par,)ose of this research study was to nresent an objective examina-
tion cf attitudes and co-orient-tion agility of five key respondent groups
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toward the major issues sarrounf.inc the subject of children's televisioa
advertising. The five c;roups included in the sturiy were:

1. A?tion for Cl.il,r2a's relevision 6ncLesmen (ACT). This .6oston based
consumer grow has Lui consider . succesz in petitloning the Federal Conmuni-
cation Coenission and the FJderal Trade CommiEsion for chances in present
policies regarding childremis television advertising. ACT has also been
successful in raising money for research on the subject of children's tele-
vision and chilaren's television advertisinf7 and in influencing Public opinion
of the major issues involved with children's television advertising. A judg-
ment sample of sixty ACT sokesme.. uas selected for the survey by the founders
of ACT, eijity-five percent of the sample completed the survey.

2. Advertisinr, Af.ency Executives. such of the criticism of children's
television advertising has to do with the techniques and the content of con-
mercials aimed at children. Li this study, 107 presidents and top executive
officers of twenty-four advertising agencies that create, produce, and buy
broadcast time on children's television programs were sent copies of the sur-
vey. Sixty-six percent completed the cuestionnaire. In gathering preliminary
data for the study, personal interviews were also conducted with the top
executives at ten of the twenty-four agencies included in the final survey.

3. on Advertisers. There is a great variety of products advertised on
children's television, but most fall into one of four categories: toys,

cereals, candies, and other food iters. In this study, seventy-five copies of
the final aucsuionnaire were mailei to the presidents and top executive officers
of thirty firms sponsoring shows, or frequently running commercials, on network
children's television. Forty-five percent of the sample mailed back usable
questionnaires.

4. Members of tIse Federal Trade Commission (F7C), the Federal Co=unica-
tiohs CoAmis3ion (7(T), and key 71eMhers of Con::.ress. A judgment sample of
forty-ni;le 2onresselen was included in the apvernment sample. These congress-
men mere selected becal4se of their expressed interest in and voting record on
consumer causes. In addition, fifteen commissioners and top staff officers of
the F2C ard the FCC were included ia the sample. Sixty-six percent of the
govers_ent san'le resf.on:lcd to the survey, but only thirty-four percent of the
sample sent back completea questionnaires.

5. te%-rs of t Jetilork Review i4onrds. Major gatekeeners for all
cemmercials desti-e, :or airing on network television are the network review or
continuity bo-trd. 2aodgh the number of people on these boards is s-%11, the
beard memce_-: 1.)4a, a major ;:osition in determining what is or is not acceptable
for showing oa the networhs. Thirteen review board :::cnbers from the three
major networtts were mailed copies of the survey, but only six responded. Due
to the saall size of the sample crow) and the low response rate, no statistical
analyses using the review board sample uere attempted.

Date Collection and Analysis. A mail questionnaire was used as the major
research instruLent. The q.destionnaire was divided into two major sections.
The first scctioa contained a number of Likert-type attitudinal items designed
to test the variance within and mean difference between the responses of the
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surveyed roues on mejer issues regardiN: cbilk:ren's television advertising.
Ihe second section of the questionnai:e Jaz deefeDied to measure three rel;,tion-

ships between the various resnendent groop.s: the e-eant of cognitive overlap,

ex- siLilerity in attitudes of the responeents, the perceived coglitive overlap

or extent to which each resl,ondent teol:ght his beliefs were the saae as other
Participants completing the survey, and the accuracy of the respond ents in
estinal.ing the position of ether res,3ohdents on issues involving children's

television advertising.

Six general hypotheses and twenty -tvo research hypotheses were included
in the study. All the general hypotheses and seventeen of the research hypoth-

eses concerned the following topics: (1) the need for regulation of children's

television advertising, (2) the method of regulating children's television
advertising, (3) the effects of television commercials on children, (4) the
techninues used in commercials aired on children's television; (5) the products
advertised on children's television, and (6) major proposals regarding the
future of children's television advertising. Five research hypotheses con-

cerned the ability of the individuals involved with children's television
advertising to interact effectively on the issues involved.

Tuo mailings of the survey were made. The initial mailing vas made June

2, 1973. The follow-up mailinq. sent to all respondents failing or refusing

to complete the initial questionnaire, was made one month later.

I-tests, analysis of variance tests, and Duncan range tests were the basic

statistical tools used in the analyses.

Major Findings. The Lajor study findings are summarized below:

(1) The Regulation of Children's Television Advertising. :timbers of the

industry, government, and Action for rhilde.en's Television (ACT) samples

afsreeu that auvertising directed at children requires special attention e.i

regulation because of the nature of the viewing audience. Members of the ACT

and government samples felt that more regulation was needed and that self-

regulation by the industry would not suffice. Industry respondents, on the

other hana, felt that the existing self-regulatory framework vas sufficient to

handle the situation and should be given more of a chance to work.

.,'early ninety percent of the ACT respondents favored banning commercials

from children's television. As might be expected, over ninety percent of the

industry respondents opposed the idea. The c,overnment respondents were almost

coually divides on the issue.

Over eighty percent of the ACT respondents and nearly fifty percent of the

government responx4ents favored the proposal that commercials on children's

television be -receded by a notice stating that whet was to follow vas an 0
Over seventy percent of the industry respondents were opposed to the idea.

::any industry respondents commented that they thcught the proposal would have

little, if any, effect on children, and would be a waste of time.

One survey ite..1 concerned the use of simulcasts (permitting two or more

networks to air the saele program) to improve the quality of children's tele-

vision. she idea behind the proposal was that the networks would not be force
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into Putting their best proerim3 eomleing periods in order to

achieve hiz5h ratins and theL fewer : that networks could
devotemore time and moi.ey to so-ealied pro:rams.' But the najority

of these expreseini; ac ol)inion or the oi,..e2.ca.:t ...-oposal, in all four resporel-

ent grow :s, felt feat simulcasts ;nor In not si,niqcantly help the quality of
children'. television.

A number of critics have proposed that cc2mercials on children's programs
be -bunched' at the 'beginning or end of a program or, as is done in many
counties of the world, benched" dnrine a particular period of the day. Those

in the industry have complained that this proposal would siLnificantly decrease
the effect of the commercial message. The respondents were asked if they

thought -bunching" would lessen the effect of the advertiser's mes:,age. The

majority cf each respondent 31.oup el.xeseing an opinion on the item agreed
with the conclusion of the industry respondents.

The survey item data -...eetaining to the regulation of children's television
advertising are listed in Tables 1 and 2.

(2) The P.=fects of Television Advertising on Children. There were highly

significant differences in how the various groups viewed the effects of tele-
vision advertising on children. The majority of both industry samples felt
that children's television advertising helps to develop a child's ability to
nine good consumer decisions. The majority of the ACT and government samples

disagreed strongly. Similar differences were evident on such questions as:

Does advertising lead to an increase in parent-child conflict? Do commercials

arouse an:.ieties and feelings of insecurity in children? Is there a connection

between commercials for pharmaceuticals and the nation's rising drug usage

problem among children?

Jarly half of both the ACT and governelent respondents felt there is a
direct association between commercials for pharmaceuticals and the nation's
rising drug usage problem among young people. i;one of the ACT or government

respondents felt that vitamin comranies should advertise on children's televi-
sion. Interestingly enough, over forty percent of the industry respondents
agreed th:.t vitamin companies should not advertise on children's program :. In

contrast with the ACT and government:, respondents, however, less than twenty
percent of them felt tnere was a direct connection between pharmaceutical
advertising and the drug usage problem.

The survey ilea data pertaining to the effects of television commercials
on children are suemarized in Table 3.

(3) The People end Techniques Involved with Children's Television Adver-

tising. Several of the statements included in the survey concerned various
aspects of the ..atior.al Association of Broadcasters Television Code. The UAB

Television Code specifically prohibits prograi. hosts or primary cartoon
characters from delivering messages within or adjacent to the program which

features such hosts or cartoon characters. (Section X-4 of the Television Col.,

states: 'Children's program hosts or primary cartoon characters shay not be
utili.ed to deliver commercial messages within or adjacent to the programs

which feature such hosts or cartoon characters. This provision shall also

apply to lead-ins to commercials when such lead-ins contain sell copy or imply

endorsements of the product by the program host or primary cartoon character.")
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TAJ51,,I; 0-iirions Conearning Pegulation

(1) Television aavertising
to children should be more
regulated than it already is

(4) Commercials to children
should be regulated by
advertisers themselves.

(6) There are too many
commercials on shows
children vetch.

(C) :lost children's* televi-

sion commercials present a
true picture of the Product
advertised.

(10) Performers should be
allowed to sell products on
children'3 television shows.

(15) Children's television
advertising requires special
regulation because of the
nature of the viewing
audience.

(16) The trade association
guidelines in use today
have done little to improve
the cuality of children's
television advertising.

.:,aver-

tiser Agenci ACT
Govern-
vent

Agrr.e 8.8,; 22.95 100.05 90.95
No Opjnion 5.9 11.4 .0 .0

Disagree 85.3 G5.7 .0 9.1

Mean* 2.00 2.40 4.91 4.23

St. Dev. .92 1.15 .29 .87

Agree 67.7; 63.25 13.65 22.7%

Do Opinion 11.8 5.9 4.5 4.5

Disagree 20.6 30.9 81.8 72.7

?can 3.59 3.44 1.68 2.36

St. Dev. .96 1.29 1.20 1.14

Agree 50.05 50.0 100.05 95.55
No Opinion 9.4 5.9 .0 4.5

Disagree 40.6 44.1 .o .o

3.06 3.07 b.93 4.46

Dev. 1.01 1.27 .26 .60

Agree 76.55 67.15 .05 9.15
No Opinion 14.7 18.6 .0 9.1

Disagree 8.8 14.3 100.0 81.8

Mean 3.82 3.60 1.25 2.05

St. Dev. .8o .92 .44 .84

Agree 41.2,, 40.6, 2.35 .05

Opinion 8.8 11.6 .0 19.0
Disagree 50.0 47.8 97.7 81.0

Mean 2.85 2.96 1.16 1.71

St. Dev. 1.21 1.16 .65 .78

Agree 55.95 61.55 97.71, 86.45

No Opinion 11.8 7.1 2.3 4.5

Disagree 32.4 31.4 .0 9.1

Mean 3.24 3.27 4.82 4.05

St. Dev. 1.18 1.22 .45 .84

Agree .05 15.75 97.85 63.65

No Opinion .0 11.4 2.3 22.7

Disagree 100.0 72.9 .0 13.6
Mean 1.68 2.10 4.59 3.55
St. Dev. .48 1.04 .54 .80

,fScorez of f-:,4,3,2, and 1 were assio;ned to the various

( strongly agree, agree, uncertain, disagree, strongly
the amount of agreement expressed by the respondeLt.
score, the ::ore favorable the respondents were to the

1148
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TA3LE 1 conAnt.ed

(13) Commercials to
children should be
regulated by the government.

(20) New regulations should
restrict the techniques used in
advertising toys.

(22) Advertising on children's
television prograns :,hould be
banned completely.

(24) All commercials on
children's television should
be preceded by a notice
stating that what is to
follow is an ad.

(23) It is up to the child's
parents to regulate children's
television viewing bel:svior.

Agree
1:o Opinion

Disagree
Mean
St. Dev.

Adver-

11.85
2.9

85.3
1.85

.96

Amen-v

11.55
h.3

84.3

1.76
1.07

ACr?

11.4
13.2
3.86
1.2,

Govc'rn-

50.0
31.0
18.2
3.4c

1.01

Agree 21.9% 36.3% 93.05 63.67.

Uo Opinion 25.0 9.1 7.0 31.3

Disagree 53.1 54.5 .0 4.5

Mean 2.44 2.68 4.58

St. Dev. 1.19 1.23 .63

Agree .0Z 2.8% 83.65 36.1

"Ao Opinion 2.9 2.9 11.4 31.8

Disagree 97.1 94.3 .0 31.1

Mean 1.18 1.40 4.61 3.1t

St. Dev. .72 .75 .69 1.0',

Agree 5.85 11.45 79.55 44055

Opinion 14.7 17.1 18.2 36.4

Disagree 79.4 71.4 2.3 9.1

Mean 2.03 2.24 4.18 3.59

3t. Dev. .90 1.00 .82 .85

A-rree 100.0% 97.25 81.45 66.7`.

No Opinion .0 2.9 .0 9.5

Disagree .0 .0 18.6 23.8

Nean 4.28 4.51 3.93 3.43

St. Dev. .49 .56 1.22 1.03

TAME 2: Implications Concerning Regulation

Item

(3) The quality of children's
television would be better if
it weren't controlled by
advertising dollars.

(5) There is nothing wrong
ith advertising vitanin

tablets on children's
televi:lion programs.

Agree
jo Opinion
Disagree

Adver-
tiser A2,11:12L

17.35
4.3

78.3

ACT

36.4,

11.4
2.3

Gov,rn

gent

.05

3.0

97.0

18.2
9.1

Mean 1.58 1.97 4.61

Lt. Dev. .66 1.20 .73 .9:

Agree 44.1% 44.35 .0%

;:o Opinion 23.5 18.6 .0 18.2

Disa,-;rce 32.4 37.1 100.0 81.8

Mean 3.09 3.10 1.16 1.71

St. Dev. 1.19 1.26 .37
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MI,: 2 conUnued

Item

(9) 'Dunchine commercials
before or after a program
would significantly lessen
the impact of the adver-
tiser's message.

(14) Simulcasts (permitting
or more networks to run the
same program at the same
time) would help improve the
auality of children's tele-
vision.

(21) Stricter guidelines
regarding the use of dis-
claimers (such as batteries
not included) would improve
many children's commercials.

2

tiger Agency ACT
Govern-
ment

Agree 70.65 61.45 38.65 36.4%
Ko Opinion 26.5 20.0 31.8 50.0
Disagree 2.9 18.6 29.5 13.6

Mean 4.09 3.61 3.02 3.18
St. Dev, .90 1.04 1.09 .80

Agree 8.8% 11.85 13.95 9.15
No Opinion 20.6 36.8 65.1 68.2
Disagree 70.6 51.5 20.9 22.7

Mean 2.24 2.38 2.91 2.77
St. Dev. .92 1.01 .75 .75

Agree 25.05 35.3 65.95 50.05
Opinion 21.9 14.7 18.2 27.3

Disagree 53.1 50.0 15.9 22.7
Mean 2.66 2.74 3.54 3.23
St. Dev. .94 1.19 1.04 .92

TABLE 3: The Effects of Television Advertising

Item

(2) AdIrertisinq helps develop
a child's ability to make
good consumer decisions.

(7) Commercials often
persuade children to cant
things they don't really
need.

(13) Host children under-
stand what commercials on
children's shows are trying
to do.

(23) Television commercials
lead to an increase in
tarent-child conflict.

on Children

Adver-
tiser Agency ACT

Govern-

ment

Agree 70.65 64.75 2.3% 22.7`

No Opinion 20.6 17.6 2.3 9.1
Disagree 8.0 17.6 95.5 68.2

Mean 3.68 3.54 1.34 2.36
St. Dev. .73 .97 .75 1.13

Agree 50.02 66.15 100.05 95.4%
iio Opinion 3.3 7.4 .0 .0

Disagree 46.7 26.5 .0 4.5
Mean 2.93 3.41 4.89 4.54

St. Dev. 1.14 1.24 .32 .74

Agree 88.25 81.15 6.85 4.85
No Opinion 2.9 13.0 2.3 23.8
Disagree 8.8 5.8 90.9 71.4

Mean 3.97 4.09 1.66 2.29
St. Dev. .76 .34 .91 .64

Agree 2.95 7.4% 93.2% 63.6
No Opinion 5.9 22.1 4.5 27.3
Disagree 91.2 70.6 2.3 9.1

Mean 1.71 2.07 4.34 3.55
St. Dev. .72 .90 .68 .67
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Item

(25) Television commercials
often arouse anxieties and
feelings of insecurity in

children.

(29) There is a connection
between commercials for
pharmaceuticals and the
nation's rising drug usage
among young people.

TABLE 3 continued

Adver7
tiser Agency ACT

Govern-
ment

Agree 2.4 2.9% 75.0% 40.95

No Opinion 2.9 17.6 22.7 54.5

Disagree 94.1 79.4 2.3 4.5

Mean 1.79 1.97 4.14 3.36

St. Dev. .64 .75 .85 .58

Agree 2.95 13.05 56.85 50.05

No Opinion 17.6 26.1 38.6 40.9

Disagree 79.4 60.9 4.5 9.1

Mean 1.88 2.23 3.75 3.46

St. Dev. .81 1.21 .85 .74

The majority of the industry, government, and ACT respondents agreed with this

provision of the code.

As of January 1, 1973, the NAB Television Code permitted no more than

twelve minutes of non-program material in any sixty minutes of children's week-

end programming. (Children's weekend programming time is defined as that pericf-

of time between the hours of 7:00 AM and 2:00 PM on Saturday and Sunday. See

Section XIV-2c of the Television Code.) Also, as of that date, the number of

program interruptionsin children's weekend programs could not exceed two 'within

any thirty-minute program or four within any sixty minute program. (See Section.

XIV-3d of the Television Code.) The majority of the respondents included in the

study felt that this provision of the code was not strong enough. All of the

ACT respondents, ninety-six percent of the government respondents, and fifty

percent of the industry respondents agreed with the statement: "There are too

many commercials on shows children watch." It may be that the respondents ob-

jected to the number of commercials being aired on children's programs, the num

ber of commercial interruptions on children's programs, or the amount of time

devoted to commercials on children's television, or some combination of these.

This was not determined by the study.

There was a definite difference in attitude between the industry responden

and the ACT and government respondents regarding the truthfulness and taste of

commercials directed at children. Not one of the ACT respondents, and less tha

twenty percent of the government respondents, felt that children's television

commercials present a true picture of the products advertised. Nearly seventy

percent of the industry respondents, on the other hand, felt that they do. Not

one of the ACT respondents, and only fourteen percent of the government respond

ents, felt that television commercials aimed at children are usually in good

taste. Yet seventy-four percent of the agency respondents, and seventy-nine

percent of the advertiser respondents, felt that they are. Over ninety percent

of the ACT respondents and sixty-eight percent of the government respondents

felt that children's television commercials are purposely disguised to blend in

with the prcgrams. Over sixty-five percent of the industry respondents felt

that they are not. Many of the ACT and government respondents expressed par-

ticularly strong opinions about those in the advertising industry buying and
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producing commercials dir&ted at children. Over seventy percent of both
respondent groups felt that advertisers are not really concerned about children:

They just want to sell their products. Less than five percent of the ACT eg

spondents and less than forty percent of the government respondents agreed with
the statement: "Most advertisers are good people trying their best to provide

what the public wants." Over eighty percent of the ACT respondents, and over :.

seventy percent of the government respondents, expressed the feeling that chil-
dren's television would be better if it were not controlled by "advertising
dollars."

The survey item data pertaining to the people and techniques involved with
children's television programming and children's television advertising are- '

summarized in Table 4.

,TABLE 4: The People and Techniques Involved
with Children's Tel.:vision Advertising

Item

(11) Television commercials
aimed at children are
usually in good taste.

(12) Commercials on children's,
television are often purpoJely
dis3uised to blend in with the
programs.

(17) The advertising industry
should sponsor a "Television
Broadcast Center' to finance
quality children's programs.

(19) Mc ;t advertisers on
children's television make a
sincere effort to present
their products truthfully.

(26) Most advertisers are:
good people trying their
best to provide what the

(27) Most advertisers La
children's television aren't
really concerned about kids,
they just want to sell their
products.

Adver-
tiser Agency ACT

Govern-
ment

Agree 79.45- ' 73.9% .0% 13.6%

No Opinion 11.8 11.6 2.3 9.1

Disagree 8.8 14.5 97.7. 77.3

Mean 3.85 3.74 1.48".. 2.14

St. Dev. .78 .89 .55 .94

Agree 20.65 25.75 90.9% 68.2%

:Np:Opinion 5.9 5.7 4.5 27.3

Disagree 73.5 . 68.6 4.5 4.5

Mean 2.41 2.41 4.23 3.64

St. Dev. 1.16 1.16 .74 '58

Agree 8.8% :- 24.65 56.8% 36.3%

No Opinion 17.6 15.9 29.5 50.0

Disagree 73.5 .59.4 13.6 13.6

Mean 2.12 2.44 3.61 3.27

St. Dev. .88 1.24 1.21 .77

Agree' 94.2% 84.3% .0% 13.6%

No Opihion 5.9 10.0 4.5 27.3

Disagree .0 5.7 95.5 59.1

Mean 4.27. 4.03 1.52 2.46

St. Dev. .57 .76 .59'. .86

Agree 88.25 . 77.95 2.3% 31.8%

No Opinion 11.8 14.7 6.8 31.8

Disagree .0 7.4 90.9 36.4

Mean 4.27 3.99 1.57 2.96

St. Dev. .67 : .86 .73 .84

Agree 2.9% 24.6% 97.7% 77.2%

No Opinion 14.7 7.2 .0 4.5

Disagree 82.4 68.1 2.3 18.2

Mean 1.82 2.41 4.68 3.64

St. Dev. .80 1.16 .71 .85
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Implications. In recent years, government and business spokesmen have
advocated a dialogue between key government, industry, and consumer groups to

reduce friction and advance the general good. Yet, such a dialogue never seems

to happen. Rather, what passes for dialogue in form is usually only a sequence
of monologues in fact, wherein each spokesman grants "equal time" to others and

pretends to listen while actually preparing his own set of comments.

The findings of this study indicate that the lack of effective interaction

between government, industry, and consumer spokesmen, at least regarding chil-

dren's television advertising, is not due to a lack of understanding. The

groups included in this study indicated they do understand each other's posi-

tions on most issues remarkably well.

The findings point up the critical need for industry spokesmen to establish

an effective dialogue with government representatives and consumer spokesmen,

particularly spokesmen for Action for Children's Television, if they hope to
continue operating with the relative freedom they now enjoy. On almost every

issue in the survey, the attitudes and opinions of the government respondents

agreed with those of the ACT respondents. Both were usually in conflict with
the attitudes and opinions of the industry - -a fact that has serious implica-

tions regarding present public opinion and potential legislation and regulatory

actions.

The study data supported most :T the research hypotheses. Yet the large

differences in attitude between tit, surveyed groups, and the small amount of

variance in the surveyed groups, is the most striking finding in the study.

The difference in attitudes between the industry respondents and the ACT

and government respondents is so large that no publicity campaign or good will

effort on the part of the industry seems likely to have much effect on either

group, at least not in the immediate future.
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EVALUATING RESEARCH PROJECTS
- A Bayesian Solution -

by
. IRVING ROSHWALB
Senior Vice President

- Audits & Surveys, Inc.

The testing of a new advertising campaign is often based on test market
research which is asked to supply the basis for a -"go, no-go" decision. The

data are usually required to answer the question of whether the test campaign
has reached its goals. The decision is then made by.the various personnel in-
volved--advertising, marketing, sales--using the test data and any other perti-
nent information.

The quality of the decision depends in part on the statistical test
employed and in part on the criteria employed by the decision-makers. There-

fore, this paper first discusses the kinds of errors that any well-designed
statistical test may lead to. The discussion is then extended to incorporate
the judgments of those who must decide to adopt the campaign. Finally, ve

arrive at a procedure for providing an over-all assessment of a campaign which
can be expressed in terms of the expected returns from the campaign and the
costs of the campaign's development and the research costs.

The Nature of a Statistical Test (1)

A statistical test proceeds along the following pith. First, a testable

statement, or hypothesis, is set up: for example,the brand share of market
produced by the new campaign is no greater than that produced by the current

campaign. Second, data are collected and compared to this hypothesis. The

alternatives available to.the decision-maker are, then:

a. If the brand share produced by the new campaign is less than that of
the current campaign, the hypothesis is accepted. (In effect, the new

campaign is discarded.)
b. If the new campaign's brand share is significantly greater than that

of the standard campaign, the hypothesis is rejected. (In effect,

the new campaign is accepted.) The rejection of the hypothesis is

made on the basis of likelihood--if the hypothesis is true, what is
the probability that the observed test result would appear? If this

probability is low (say, less than 5/100), this result is deemed in-
consistent vith the hypothesis and the hypothesis is rejected. (This

probability is known as the test's significance level.)

The errors that these decision procedures can lead to are displayed in

Table I. Four situations are presented. First, the hypothesis as stated in

the test is either true or false. Either of these situations is the reality

of which we are not aware and the determination of which is the subject of the

test. When the conclusion drawn from the test matches the reality, a correct

decision has been made. Otherwise, the decision is incorrent. There are two

kinds of incorrect decisions and each is unique in terms of the consequences

it lead to.
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Type I Error - This error appears when the hypothesis is really true, but

the evidence indicates that it is false. When it occurs, we adopt the

neu procedure when it is no better than the current one. As a consequence

the investment mill be made to uevelop and launch the new campaign and, at

best, its productivity will be no greater than that of the current one.

The probability of committing this error is the same as the significance

level of the test and is usually called a.

Type II r;rror - This error is made when the hypothesis is really false,

but the evidence indicates that it is true. When this error is made, it

means that we fail to adopt the new campai,3n when it is in fact more

productive than the current one. The consequence, of course, is losing

an opportunity to improve the brand's position. The probability of

committing this error may be computed and is usually called 13.

TABLE I

Decision Table for Standard Statistical Tests*

The statistical Evidence
Leads to the Conclusion
that the Hypothesis is:

True

The Hypothesis is Really

True False

Correct Incorrect

(1-a) Type II error:

(a)

False Incorrect Correct

Type I Error: (1-8)

(B)-

*Fi,ures in ( ) represent the probability of making the choice

indicated in the cell.

oome Subjective Considerations

Standard statistical testing procedures go this far. The expansion from

this point is based on the consideration of whether the stated hypothesis is

really true. We may argue that the statement that the hypothesis is reallx

true can itself not be made in an absolute manner. We can, for example, argue

that the hypothesis may either be true or false and, because our ignorance

about the issue is so greet, the best we may say is that each alternative is

really likely. For the moment, let's assume that the probability that the

hypothesis is true is equal to a value P. The table can then be redrawn as

Table II.

Uith this value, we can now calculate the probability that the results of

the test and reality will agree and we will be led to a correct decision. If

P(C) is the symbol for the probability of making a correct decision, we have

P(C) = P(1-a) + (1-p)(1-(3) (#1)



The most fortuitous situation exists when B = 0, or the probability of making
a Type II Error is small enough to be ignored. In this situation, P(C) becomes

P(C) = 1 - Pa (#2)

For example, if the probability that the stated hjpothesis is true equals 1/2,
and the statistical test has been conducted at the .05 significance level,
P(c) = 1-0. 5)(.05) = .975; i.e., the probability of arriving at a correct
decision is never greater than 975 in 1,000.

TABLE II

Decision Table for Standard Statistical Tests
(Extension 1)

The hypothesis is Really
True False

(Probability = P 1 - P)

The statistical evidence
leads to the conclusion
that the hypothesis is:

True Correct Incorrect
{1 - al {B}

False Incorrect Correct
{a} {1 - 0}

Introducing Costs & Profits

Let us consider a second extension of the decision table, one involving
both the costs of the various operations involved (i.e., cost of developing the
test campaign, cost of the research, cost of switchin- to the new campaign) and
the possible returns from the new campaign.

Let D = cost of developing the new campaign materials
R = cost of research
3 = cost of switching to new campaign, including production costs for

the new materials required.
Jo = returns from the current campaign (i.e., if brand share of sales

is the critical criterion, then 11 can be read in terms of sales)
I = the relative improvement in the new campaign, in this instance, I

is the relative increase in brand share produced by the new cam-
paign.

Table III incorporates these elements. If the hypothesis is true and the
data lead to that conclusion, the cost of arriving at this point is (D+R), the
cost of developing the test ad plus the cost of doing the research. If the

hypothesis is false and the data say so, the total cost is (D+S+R), the costs
of development and research plus the cost of switching to the new ad.
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aAJLL III

Decision Table for Stanuard Statistical Test
(Lxtensions 1 and 2)

Tne : iypothesis is Really:

True False

(Probability = P 1 - P)

The Statistical evidence
Leads to the Conclusion
that the iiypothesis is:

True

False

Correct Incorrect

) (a)

o
-(D +3) ii

o
-(D+R)

Incorrect Correct
(14)

o
-(D+S+R)

o
(I)-(D+S+R)

The elements of Table III permit the calculation of the expected net re-

turn of the entire test procedure. (2)

= P(1-a) (NgD-R) + P(a) (No-D-S-R)

+ (1-P)(a)(50-D-R) + (1-1)(1-a)fi:0(1+I)-D-S-R)

This simplifies to

= .1011+(1-P)(1-13)I1 - SIPd + (1-7)(1-0))-(D+R)

(#3)

In other words, the expected net return of the entire procedure of

developing, testing anu implementing an advertising campaign is described in

equation A. It consists of the improvement achieved by the new campaign (the

first tern), less the cost of switching to the new campaign (the second term),

less the cost of development (D) and research (R) .

An ilaaL,ple

Let us suppose that: B = U0,000
D = ,;25,000

S = $100,000

jo = $5003000

lie also assume that the statistical test is equivalent to one based on a sample

size of 200 interviews and that a = .05, the significance level; finally,

P = .50. The calculation of E(:1) in this example is:
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L(.!) = 500,000 a + (1-.5)(1-0I} - 100,000 {.5(.o5) + (1-.5)(1-01
25,000 - 10,J00

= 500,000 {1 .5(1-)i} -. 100,000 {.025 -.5 (1-0} - 35,000

JOU, I and n are relateu in this sense; the greater the superiority of the
new campaign over the current one (as measurea by I), the smal.ler the value of
B (i.e., the aTi.11er the likelihood to accept the hypothesis that the new. cam-
paibn is no better than the old).

fable IV lists values of b for several values of I. Under the conditions
cited for this ex4mple, the values of B appear to drop fairly auickly as I
improves. Increasing the scope of the research effort, and R as a conseauence,
woula make the 3-values drop even more rapidly. If the new campaign is really
no better than the current one (1=1.00), the entire campaign development and
te.,:tin.7 process yields an -xrected Return of .A70,500. Reaenbering that the
current pronelnrc yields a return of .,300,000, and noting that a return of this
a.:nitude can he achieved only if the new, camnaign is nearly 10;1 bettar than
the ola one, how can one increase the likelihood to achieve this de,3ree of
imroveaent?

TA3LE IV

Comparison of Probabilities of Type II Errors and
-xnected Returns, for Various Levels of Campaign Improvement

Aeiative konrovement
of Alf Camnaign

Probability of Committing
Type II Error

Expected
Return

(I) (s3) (BUM

1.00 .950 3470,500
1.05 .867 466,500
1.10 .789 510,000
1.15 .655 545,450
1.20 .508 585,500
1.25 .356 631,550
1.30 .227 675,100
3 35 .134 710,80o
1.40 .071 741,200
1.45 .034 764,400
1.50 .015 782,650
1.60 .005 810,750
1.80 - 862,500
2.00 - 912,500

3efore turning to this issue in the next section of this paper, we
can review Fable V and Chart I, as a graphic representation of the data in
Table V. Tills table reviews both the degree of Campaign Improvement and the
Expected Return, as well as the marginal changes in the -Jxpected Return.
Chart I highlights the point that increases in Lxpected Return, relative to
Campaign Improvements, reach their maxi.um at a point arouna I = 1.25, suggest-
ing that there is an optimum point in seeking campaign improvements, beyond
which the returns will continue to increase, but at a decreasing rate.
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TA2L; V

Incremental Returns on Campaign Improvement

Relative Improvement
Of Jew Campaign

Change In

Expected Return

Incremental Return
Per Unit Improvement

In Campaign

1.00 - -

1.05 $16,000 $3,200

1.10 23,500 4,700

1.15 35,450 7,090

1.20 40,050 8,olo

1.25 46,050 9,210

1.30 43,550 8,710
1.35 35,700 7,140

1.40 30,400 6,030

1.45 23,200 4,640

1.50 18,250 3,650

1.6o 23,10o 2,810

1.8o 51,750 2,588

2.00 50,000 2,500

Determining the Value of P

Calculating the value of P, the Probability of Truth, is a metaphysical

ouestion which might seem to be out of place in a discussion of this sort. In

practice, however, such assessments are made often, with likelihood calcula-

tions implicit in the decision-making. We would like to make these calcula-

tions more explicit. But before doing so, a review of Table VI will demon-

strate, in terms of an example, the effect of extreme values of P on the

calculations of E(H) and the marginal effect of campaign improvements on the

expected return.

First, we will take P=.80. The probability that the stated hypothesis is

true (i.e., that the new campaign is no better than the old) is .80, the like-

lihood that the new campaign is an improvement is then equal to .20.

Second, at the other extreme, the likelihood of truth of the hypothesis

is set at P=.20, the likelihood of truth that the new campaign is an improve-

ment is equal to .80. As expected, when P=.20, the payoff is higher and

reaches the present level of .500,000 most rapidly. In other words, the better

the batting average in designing campaigns, the more satisfactory the expected

payoff in any given situation. When P=.80, the good ideas have to be even

more profitable (with improvements of nearly 201; to reach a break-even point)

than in the case of P=.20. In this latter instance, winning involves only 5Z

improvement to reach break-even.

The evaluation of P can be made an exercise in which the involved

decision-makers take part--advertising manager, marketing and sales managers,

copy and art directors. The value of P can be viewed as the resultant of many

forces which it would be impossible to enumerate and measure. Instead, we ask

each participant to answer the following questions (3) -
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We have set our hypothesis that the new advertising camaign is no better
than the old. If you were asked to judge, could you pick a degree of
improvement over the old campaign (i.e., a change in brand share) such
that the probability of the improvement being greater than this is 1/2?

(Call this value, M).

Jou, can you pick a degree of improvement such that the probability of
the improvement being greater than it is very low, say 1/20? (Call this

value, U, for the upper limit.)

Finally, can you pick a degree of improvement such that the probability
of the improvement being less than it is also very low, say 1/20? (Call

tIlis value, L, for the lower limit.)"

TABLE VI

Bxpected Return of New Campaign for P = .80, .50, and .20

Relative Improvement
of New Campaign .

xpected Return
P = .80 P = .50 P = .20

1.00 $465,doo $470,500 y480,o00

1.05 470,590 486,500 502,1+10

1.10 479,98o 510,000 539,970

1.15 493,750 -543:450 595,100

1.20 510,160 585,500 663,190

1.25 528,620 631,550 734,480

1.30 545,990 675,100 804,110

1.35 560,580 710,800 862,370

1.h0 572,470 741,200 909,930

1.45 531,730 764,400 947,020

1.5o 589,050 762,650 976,200

1.60 600,300 810,650 1,021,200

1.80 621,000 862,500 1,104,00C

2.00 641,000 912,500 1,184,000

The standard deviation of these estimates, a, can then be calculated from

this expression:
=-
U L

The P-vz_lue can then be read from the table of the normal distribution by

entering, the value of Z, the standard normal deviate, calculated for the

proble:A.

Assume, in our example, that N = 1.10
U = 1.70
L = .70

(We have alreadj set our hypothesis that I = 1.00.)
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= 1.70 - .70 =
4 4

00 A 1.00 -- 1.30
Z

--
.40

.25

The Probability tnat Z = -.40 not be exceeded i3 .344. This is the value of P
for our nrcblem. The payoffs are shown in Table VII, using the conelitIom; set
for the example on Page 157.

TABLE VII

Expected and Incremental Return on Campaign Improvement
(P = .344)

Relative imerove-
rent: in Cf:m;..atFua

Expected Return
(11) Incremental Return

.70

.8o

...)461,28o

463,260 --

.90 464,423 ,; 1,143
1.00 L76,400 11,972
1.10 525,567 49,167
1.20 624,656 99,089
1.30 742,173 117,522
1.40 829,328 37,150
1.50 363,284 53,956
1.6o 920,164 36,900
1.70 955,230 35,096
1.60 938,080 32,800

The e.-lercise of setting L.mits for the relative impact of the new catnraign
has additional useful consequences. These -coup judgerzents can be generalized

into a rrobaci_ity distribLtion of all possible values of I. This generaliza-
tion can be used to answer t;le following questions:

1. In the long run, what is the average value Of the new procedure, in
terms of sales?

2. is the risk that the rie;7 procedure, if adopted, will lead to a
net loss of sales?

Table VIII contains the probaoility distribution of the series of I values
for the exeuiple we have been revicwingand for which P = .344.

1. The lonj run average or thk. Expected value of this distribution LI
y560,600.

2. :Lae probability that this procedure will yield a return of at least
30,000 is .6o.
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TABLE VIII

Probability Distribution of the Improvement

Values (I) Based on Group Judgments

I n:pected Return Probability

.80 or less $463,280 .1587

.90 464,428 .1156

1.00 476,hoo .1465

1.10 525,567 .1586

1.20 624,656 .1465

1.30 742,178 .1156

1.40 829,328 .0779

1.50 883,284 .0449

1.6o 920,184 .0220

1.70 955,280 .0092

1.8o , 9:33,,.180 .0034

1.90 957,780 .0013

Increasing the sample size to 400 (in effect, doubling the research cost

to .20,000) alters the LW) series, and yields the following:

1. The long run average, or the Expected value of this distribution is

4611,350.
2. The probability that this procedure will yield a return of at least

$500,000 is .75.

An alternative to increasing research expenditures is to improve the

developmmtal proceauvls and bring about a situation in which the company's

managers, in setting the conditions for the calculation of P would:

(a) suggest a higher M for any new campaibn to be considered; and/or

(b) sug;:est a narrower range within which they would anticipate that

the results would fall.

For exaLlple:

Suppose that in answer to our 3 questions, the following answers were

received -

Probability of improvement - beyond M is 1/2
Probability of improvement - greater than U .05

Probability of improvement - less than U = .05

= (1.45 - .95)/4 = .50/4

- .125
Z = (1.00 - 1.20)/.125

= -.20/.125 = -1.6
P = P(Z< - 1.6) = .0548
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Thus, the probability, P, th,:t the new camnaign is no ot.:tter than tLe current
one is judged to be equal to .0548.

This improvement in the value of U (from 1.10 in the first version of the
example to 1.20 in this one) and t!le reduction of d from .25 to .125 has core
as the result of an increased developmental budget.

The cost conditions are now given as

ii = $500,000
S = 0100,000
fl = $ 10,000

D = $ 50,000

(current campaign sales)
(cost of switching to new campaign)
(cost of research)
(cost of development)

The expected return in this system is $689,000. The probability that the net
return will be at least $500,000 is .88.

If ve couple this improvement in D with a doubling of the Research budget,
the expected return becomes :;854,000, with a probability of exceeding $500,000
equal to .99.

Liummarizing -

Probability of
Exceeding

D =

Expected Return 0- 00,000,0

R = $10,000 .060,800 .60

= $20,000 611,400 .75

D = y50,000
R = 010,000 $689,200 .88

R = 020,000 745,900 .999

Thus, increasing the Expected Return depends on the efficacy of the
zlevelopmental procedures and the precision of the testing methods. The values

of E(U) and Probabilities of iaceeding Breakeven found in this example are
functions of the values assigned to the cost components and, as a result,
should be viewed only as indications of the nature of the relationships in-
volved rather than any assertion of general findings.

Conclusion

This has been a discussion of the nature of statistical tests and how
th_j may be y.T.,anucd to in..orporate L.anagcrs' subjectivc evaluations to permit

:.ore general assessments of the value of existing procedures for developing
and testii.g advcrtisinc campaigns.

(1) A. Spurr, C.P. Bonini, statistical Analysis for Business Decisions.
Richard D. Irwin, Inc., Homewood, Ill.: 1%7. Chapter 12.
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(2) The exet-tea a probability distribution of a vsiable x is equll
(die sum Of the p.coducts of each value cf the vnrible multiplied

the probability of itc occurrence; i.e., 1(x) = E P.X
1

where X is a
value and P the probz_bility of its occuxrenee.

1

(3) I. Roshvalb and.:. Gottlieb, The iresent Value Concept in Ev...lize,tin3 rcu
PreCucts, in Product lianarnt, Or:lccted Readings 1960-1969, edited by
D. Maynard Phelps. Richard D. Irwin, Inc., Homewood, Iii., 1974.

For a description of the technioue of assessing likelihoods in a 5,IreOnt
dlfferent context.
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ene dimension of t: consumerism movement in contemeorary society concerns
the beeic right Gi ell conel,mers ...to protected against fraudulent, deceit
fel, or grossly uisleading information, advertising, labeling, or other prac-
ticee, and to be given the facts he needs to maize an informed choice."' Within
this context, the relat-;d issues of "full disclosure' and "consumer deception'
have been the focus of intensive debate auong corporate decision-makers
advertising eLecutives, and public policy-makers in recent years.

Full disclosure issues pertain to defining the level and vaiue of the
utility in product information used by consumers as they attempt to make ic-
formed m2rket enoices. From a public policy perspective, 2ull disclosure
regulations have included such FTC-developed reuc:dies as (1) requirements for
tne substantiation of advertising claims, and (2) proposals for altering the
structure and content of meny types of product labels.

O :' the other hand, consumer deception issues involve de facto or subjec-
tive jud-lents that information presented in a respondent firm's advertising
is fraueui.:nt in nature or misrepresents the attributes of a given product in
meaner of presentation. 'ihe major prescriptive remedy for this type of marlret
activity v-es first initiated in 1970 anu has been called 'corrective advertis-
ing.

The I corrective advertising orders arc designed to dispel the effects
of past deceetive advertisin,: and, .s a result, diuinish the competitive a7lvan
taes that tne responueat firm ,:aineu tnrough the use of such deceptive ads.
in essence, the alleLed offender is required to provide consumers with alfe-
quatc information to minimize tne residual misinformation in the consumer's
mind after a deceptive advertising campaign is terminated. It should be note

tnat corrective ,overtising orders must not result in punitive damages to the
respondent firm--1,enalties that go beyond denyin,:, the firm falsely generated

revenue :lins.

At present, only two empirical studies have been reported that have
attempted to assess the effectiveness end impact of the FTC's corrective
advertising policy.) In addition, three state-of-the-art papers have provided
additional insights and conceptualizations related to the i.orroved mealurement

and understanuing of the corrective advertising phenomenon.4



This study contributes new e mpiricli iJers:,eotives for the developin,

researcn tradition on the FTC's oorzective 2dv:rtisin; remedy by reportin:.

finai:gs on two newly -croposed cotsuzler respoase measures: (1) brand t...;:.1dos

c....ibeliefs, and (e) 3't: .:.t.1 of cow :cc:Ave a:Lvertising content. To provi:le a

contc::t for tnis L has. is, ezistinc empirical and codceptual Imowledge about
corrective advertisini is reviewed first. Then, the experimental findin:-,s

associated with the use of the innovative measurement technjoues are pre:;(2-0,-,'_.
Finally, the authors condi:1,1e their analysis with a discussion of the iT.i.ur,:ant

factors tnat need to be defined and inte.;rated if understanding abort corr.,c-
tive advertising is to be expanded in the future.

The Present State of nnowledge About Corrective Advertising:
2.mirical insights

At the :resent time, emPirical data on the effectiveness of corrective

advf7rti',in: be-., provided by only two published studies. In both studies,

the rescurcaers focused on investigating the effect of selected structural

messa;e vari&oles on several levels of consumer responses.

Dyer and .o.Lehl5 ,,xPosed 435 students to various forms of corrective'

advertising in print ads for Coppertone Suntan Lotion -lnd radio coots fo,:' Diet

Pepsi. The independent variables manipulated in the study included:

(1) source of messase (FTC or cox any), and (2) message strength (high, loy, c:

zero statementsthe directness and intensity of the disclosure of an advertis-

ing, violation). It should be noted th.t the corrective ads used in this study

were created for the experiment- neitner firm had actually faced a corrective

advertisin3 os.der.

-unt- also e_iployed student subjects in an experimental framework to ex-

amine the effects of .71:.suage exolicitness (similar to Dyer and alehl's strength

treatment) and couter eontentior-Tinnoculations). As in the preceding study,

hunt's research was product-specific in that actual corrective ads for Chevron

gasoline were employed as stimuli LI the research.

the results of these two efforts are compared according to the c!e-

pendent variables included in the respective study designs, the following

conclusions evolve:

(1) 3"and Ada -mess

1.1thou;li this variable was not utili7ed in Hunt's study, Dyer and

1.uehl report that brand awareness increased with the use of FTC

source' messages.

(2) oranC.. :.a.titude

The 'exPlicit attack treatment in .hunt's study resulted in overall

native attitudes toward the brand, whereto a less specific .6c..1rq.1

attack generated a slightly favorable disposition toward the trand.
Dyer and ;:uehl report similar findings regarding the impact of

strongly phrased corrective advert isinz cony. Ii' their research, the

FTC source treatment in the print version decreased intention to buy
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=spared to unaltered centre). messages (comyany source-zero
strength) . It should be noted that in eaotner reported study involv-
ing counter advertising, Hunt unable to isolate a source effect
on brand attitude.,

(3) Advertisement Attitude

Broadcast FTC source messages were regarded as more informative and
print zero and low strength treatments were rated as less offensive
than their company source counterparts in Dyer and Kue,il's study.
This specific topic was not examined by Hunt. The FTC, however, was
regarded more favorably after exposure to c=rreetive ads.

(h) Cornorate Inage

The two studies produced similar findings concerning corrective
advertisin-'s improt on a firm's image. hunt reported poorer per-
formance on honesty and sincerity scales tfter exposure to corrective
advertiL-ements. Djur and isiehl found that the following semantic
differential scales were affected by corrective messages:

(a) high or low strength (radio) treatments produced an impression
of a more careless firm; and

(b) any source- strength (radio) combination generated a perception
of a more withdrawn firm.

in unexpected finding came from the print version of this study. FTC
source-hi,:h strength messeges led to the firm's beiig regarded as unscrupulous,
whereas thc' cceliany source-hi,,n stren,;th treatment produced a more trustwcrthy
image of the firm. This result tends to confirm the premonitioa of Engel,

and 5alchwell, who stated, 'The result (of corrective advertising)...
ray be to enhance the credibility of the advertiser in the consumers' eyes and
hence increase his promotional Effectiveness. This, of course, would be con-
trary to the result intended by the Federal Trade Commission."('

The two studies j,ist reviewed suggest that alternative content and
structural features of corrective ads may produce different effects on aware-
ness, brand attitudes, and corporate images. While the general effect of
alternative messages was in the direction of negative brand attitudes and
poorer corporate ieaages, some of the evidence cited suggests that corrective
advertisin.; may increase the advertiser's credibility.

In assez,sing the contribution of these two studies to the corrective
advertising research tradition, these conclusions are apparent. First, both
.71-udies yielded factual daces that encompass issues affecting present and poten-
tial FTC public policy alternatives. The second type of contribution these
otudies make is rem general in nature. Both efforts illustrate the eomplexit:
of the cc..imunication process Li-vt is inherent in the affirmative disclosyre
remedy. Furthermore, the intricate message and medium ftxtors examined in
these studies suggest that remedial advcrtisi:i, orders could produce results
it .ire punitive in naturc--a situation that exceeds the statuatory powers of
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the FTC. The final conclasion related Lo these investigations of corrective
advertising concerns the selection of veziables utilized by the researchers.
UnZertunately, these studies in a manner einsistent with FTC current policy
decisionsemphasized such indepcn'ant varimbles as message content end media
selection. Uhile thcse variables mce impurtant in the develoPmPnt and inlle-
mentation of appropriate corrective remzdics, tl.e need to delineate valid and
reliable response measures ( dependent variables) was not fully recognized. As

a result, the following discussion reports empirical findings that are based
on recently proposed consumer response measures.

Extending Knowledge About Corrective Advertising

As noted previously, the basic objective of corrective advertising poli-
cies is to diupel the 'residual effects' of deceptive advertisements. Such

residual effects evolve from the cumulative exposure of consumers to question-
able ad content over time. As a result, the int)nt of remedial advertising
policies is to overcome this misinformation with prescribed levels of accurate
consumer information concerning the specific deceptive claims or misrepresenta-

tions. It is critical to note that this objective does not imply that overall
brand attitudes or corporate images be diminished. As a result of this legal

mandate, it is imperative that advertising researchers and policy-makers inves-
tigate a variety of consumer response alternatives to ensure that FTC regula-
tory decisions - which, to date, have been focused on budgetary, media, and

content considerations--do not exceed the nonpunitive intent of the law.

Wilkie') has proposed four criteria for use in assessing and selecting
appropriate consumer response variables for corrective advertising. Effective

consumer response variables should:

(1) follow as directly as possible from the exposure to an advertisement,
(2) reflect claims (deceptive or corrective) made in the advertisement,
(3) reflect the meaning or salience of the impact of exposure to such

claims in terms of consumer injury or benefit, and
(4) offer an opportunity for precision in the remedy.10

Lien each of the dependent variables employed in the two studies cited

earlier are evaluated against these criteria, all of them are inadequate on

one or several grounds. For exLmple, attention /awareness measures do not focus

on claims made or on the meaning or salience of claims, or offer precision in

mmedy. Brand attitudes, advertisement attitudes, corporate images, and in-

tentions to buy may be a function of many influences beyond exposure to spot:fie

messages (e.g., experience with brand, price, word-of-mouth communication, etc.

In fact, sales effect measures could be criticized on these same grounds.

Innovative Consumer Response Heasurcs

Two potentially valuable response measures, not included in previous

empirical work, offer promise in assuosing the residual effects of the remedy.

Recall of the corrective advertising message content is a cirect result of an

exposure to ads and ad claims, can be tasted in a manner analogous to rating o

attribute salience or importance by recall techniques, and would appear to

offer opportunity for increasing the precision of the remedy, e.g., a tally ae
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the proportion of those exnosed to the corrective aid for whom the specific
remedial message has "gotten through. recall does not account for the
leaning of the remembered informe.sion, it can determine whether the message
has penetrated the selective perception defenses of consumers.

Gardner, in dcecrfbing what he termed a "coneumer impression technique"
for def:tning deceptive ads, has outlined a methodology that appears to be
ae:Ilicable for testing recall levels of corrective advertising copy.11 In his
approach,

...customers would be shown advertisements and then asked to state
(uelneg properly designed and controlled procedures) what they felt
she advertisement was telling ti.em. Some questions qould be quite
gen-xal, other quite specific if for instance (a firm was charged
with making an it lied safety claim) ...that was not backed up by
pioduct nerformence. The informetion gained from consumer reactions
(to the corrective ad) would be compared with the actual fact and
claiee of Vile advcrtiscnent to determine if the necessary
qualifications are uderstoed....12

A technique similar to the ''consumer impression' method was employed in the
further corrective advertising experincntatioe reported in this study.

The second response measure potentially useful as a performance measure
for corrective advertising is beliefs eboct a brand. Wilkie suirests that the
belief component of the exPectaucy-value attitude model should be used as the
rrieetry meesureeeetqevice in evalue.eing the effectiveness of a corrective
advertising effort.-- In this respect, he states that (brand beliefs)

...represent precisely the level at which deception is presumed to
occur and persist. These measures are specific to each brand attri-
bute end reflect a consumer's expectations as to the degree that a
given brand offers a particular benefit. belief measures can incor-
;orate both the ..e..aning and ii..portance of deceptive claims as received
by the consumer. They are clearly 'residual° in nature, yet are not
necessarily a function of many factors other than advertisine-.. Re-
moval of mistaken (i.e., deceptively based) beliefs is clearly not

. 1.
nunitave.e;-

In propcsin, the application of the Fishbein attitude model to the
meaeure_unt of deceit-ion in advertisements, Gardner agrees with Wilkie by
citinz evidene. sael.orting brand belief as the appropriate level of measurement
for corrective ad4ertisin's performance.15 Gardner also suggests thrgethe
overall attitude score derived from the Fishbein model is inappropriate as a
:225,LE: of deee-,tion becauee it reflects a summation of beliefs times eveLua-
tions. Ie '...would be neceesary to show that deception (correction) existed
by examinin,-iebeliefs about specific attributes and how those beliefs are
evaluated. 'lb SiLilarly, an appropriate measure of corrective advertising
ehould reflect thanes in falsely based beliefs and evaluations upon presenta-
eion of corrective information.
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As _cart of the authors' series of corrective euvertising experiments,
brand belief an rec_11 cone-ue,er rcs2onse L:asl:res for corrective advertiring

ex:esined. In the study, se:er,.te experimental sessions were conducted
where subjects were shows the same corrective advertisement twice, at the
beginninz of the session and at the end. Only the nreviously discussed print
F2C source treateients were utilized in t;,ese sessions because of the iPterest-
ing findings they produced in earlier research. The desit;n emoloyed in this
research was a 2 x 3 factorial exPeriment with two levels of the nuai:ecr of
exposures factor (sinzle and multiple) and three levels of message strength
(.:e o, law, and hi_h). :,xperimental subjects consisted of Vo students n a
1=ge state university.

Althou:,h one additional exposure to a corrective nessage within a short
time inte:val (4o minutes) is a weak proxy for the impact of corrective adver-
t5sing over time, it does provide sole indication of moszage repetition effects
Table 1 provides a summa-ition of multiple exposure findings.

TA3LE; 1

2xposures--Ana1ysis of Variance Su=mary

Dependent Variable

rand Attitude (summated scale)
Isrand fleasurement
7iecll of Corrective AC.vertisin,;

Content

a. p<.100.

b. p<.)5.

Jirllificent Treatments

:lumber of Lxpos-Aresa

2uwber of .r.1rsuresa
3trg and
3trength x 1-amber of Lxposuresb

Corrective Advertising ilultiple Lxposures and Brand Attitude

Unemoectedly, multiple exnosures to corrective ads resulted in a more
flvorable overall attit-nde toward the surtan lotion brand than the single mes-
slLes. it should be noted, however, that the mean on the summated (seven-
reint) attitude.. scale for the mlitiole exysures treatitent group was slightly
belcy; the neutral point (4.o) in the unfavorable range.

Previously stated, .alkie has argued that brand attitudes should pot
be e=slo-,-eu as measures of corrective advertising's effectiveness.

attitudes are overall measures of like dislike of as brand and
are too _eeieral to ta attributed to exposures to specific messabes...
(tile) measure is too a;;greoltive for 7.2C to rely upon (since) they
measure the consJmer's net responses to Previous experiences with braid
1.1:,a..:e as well as various stimuli cult:: distinct from adveVising (e.g.,

price, packaz-,ing, consumer word-of 3osth, competitors' brands, ete.).1(
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In this respect, it ehould "ae recoLnizel that eany advertisine.: strategies
attempt to change either enisting beliefs aboet a brand or product. As a
result, deception can be expected to occur az a function of belief being
aasociate, with an ettieaie toeard a brand or as a function of the evaluation
of a specific belief associated Pith the brand.

2. Corrective Advertising i4ultiple _;xposures and Brand Jelief

Tae authors agree with !alkie's
one appropriate response measure for
re-analysis of experimental data was
veriable. A brief discuasion of the
is needed. The unaltered or control
the follouing claims:

conceptualization of brand belief as
corrective advertising. Accordingly, a
conducted using brand belief as a dependen:
print experimental treatment for Ccppertone
Coppertone ad (see Exhibit 1) contained.

. more people get a deeper, faster tan with Coppertone than with any
other suntan lotion, and

. a special ingredient has been included in Coppertone to help keep
your skin locieing young.

corrective aessages for the Coppertone ais contained information stating that
the firm, in fact, had not included any special new additive for moisturizinG.
ee queztiannaire at:ainistered to subjects requested all evaluation of beliefs

reearaing each of the following Cei.pertoee attributes along a seven-point scale
(strongly agree - stron,ly disagree).

(1) produces a good tan,
(2) __..vents burning,

(3) hisn price/quality relationship, end
(4) keeps shin from 'drying up' (moisturizing performance).

thus , th.! corrt.-Jtive information was designed to remove positive beliefs about
etribute (4). A:OVA tests conducted on each of the four belief ratings illus-
trat,1 that a sienificant decrease in beliefs regarding attribute (4) occurred
ir aulti2le exnosures eeueriment. Research evidence regarding Cee. nigaifi-
cance of the number of exposures effect is presented in Table 2.

L :zDcetion of the neans for single exposures (3.70) versus multiple
rxiosureo (3.3e) yielded the concluzion that multiole exposures resulted in
aienificantly ne:eative evaluation of the belief regarding the moisturizing
attr:bate. Aeaen, it shoali be e.entionea that all the messages except the zero
stren,fa veesions provided information that directly or ipdirectly challenged

cla=n.

Two Lee.lications are apparent from the brand be:lief investigetion. First,
the data pr,vide some indication thatA'Al.e.a.ted exposures to corrective mssaers
will ineeease their effectiveness. 2ccond, experielental results indicate that
a major objective of corrective adver:Asine -counteracting residual deception--
may 1-e attainable. The fact that misinfor-ation '..ids countered selectively (i.e.
on:.y -che belief compoaent for the performance attribute in question was af-
fected) inplies that corrective aavertisine may be employed in a precise
fa:hicn. It should also be recalled that overall brand attitudes were not
refincef, iriicaaieg the nonpunitive effect thten,zed.
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TA3LE

SC;OVA of Differences in Agrecuent-Disagreement with
Suaten Lotion's 'Zoisturising' Performance

for Multjole .6xposures Treatment

Source of
11?rirtion

Sum of
Squares

Degrees of
Freedom

Aeon
Sauares

F
Ratio

Probability
of Chance
Occurrence

Strength 1.72 1 1.72 1.87 NS

Humber of Exr^sures 2.72 1 2.72 2.95 p<.100

Strength x liumber

of Exposures 1.48 1.48 1.62 NS

Error 126.56 137 .92

TOTAL 132.48 140

3. Corrective Advertising and Recall of Remedial Content

Information gathered in the original experiment involving 485 subjects, but

not reported by the authors to date, offers evidence concerning corrective ad-

vertising's capacity to overcome residual deception via the recall criterion.

Corrective copy in low and high strength versions of the experimental ads in-

cluded information refuting questiom.ble claims ieade in previous advertise2ents.

Corrective copy for the suntan lotions ads has been described previously. The

uiet soft drink radio spots included copy that contested the product's weint

reducing capability.

A stringent, Partial3y-aided recall test was employed in this study.

Similar to Gerdner's ''consumer impression technique," the recall device re-

Guested subjects to respond to the unstructured question, aWhat do you think

the basic points were that information in the following ads attempted to get

across? Jrands that were listed for comment included both the experimental

products and several brands not treated with corrective copy. Notings of rearr

of corrective inforrmtion were coded from the responses.

Before the recall results are presented, several points must be called to

the reader's attention. First, since the two products chosen for the inclusion
of corrective advertising statements have not actually been charged with FTC

deceptive advertising violations, tilt_ only sources of information that could

have been used a basis for recall of disclosure data were the stimuli pre-

sented in the c:periment. uecond, company source-zero strength treatments Inld

no remedial information included, so this treatment category will not appear

in the results summarized in Table 3.

This teh-e demonstrates that the experimental subjects failed the aided

recall test for corrective infonaticn rather miserably. In all treatments

where corrective information was spliced into%regular advertisenants (this vas

the case for each corrective iJessage except FIC Zo.-high Str. where the entire

ad was re..edial in ntLure), subjects almost entirely played back copy themes
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s.na ns.ther ti.: n corrective information. The corrective copy, therefor
anpears to have a lower Drobability of r- Lention than ree,ular advertisin;:
oprears. Recall resu2ts ;:r-,:sented in Tale 3 illustrate tbat, while the .1-1.;-!t
re-L.:a:Lai ads genctrat%d only slicl.tly highar recall taan the radio snots L.1
oercent versus 2.7 percent) , the F?,-,s source mi!ssases were superior to the com-
pany source version in number of notations. Taio later findinT, is comparable
to the succeos of ;he FTC version oa otter measurements discussed earlier.

:rte?, Z 3

Notation of Corrective Information
by Zach Treatment Group

dumber of Notations and ;lumber of Sab:,Tcts
Tref_t-,eat Grout) Percent

Print Broadcast Total ife+ted

FTC So. x ilioh Str. )/66 3/65 12/153 7.3
FTC 3o. x Low St,.. 0/57 3/133 3/190 1.6
iTC Se. x 3 Str.* 2/71 4/72 6/143 14.3

co. So. x aio Str. c/64 0/71 0/135 0.0
co. So. x Law Str. 0/72 1/57 1/129 0.8

Total 11/352 11/393
Percent :oted 2.7:

*F2C Jo. x 0 :.tr. notations were recorded for recall of advertisin3
sastantiation information.

Tic recall tests conducted specify that only approAmately 3 percent of
the zuojects in the cmperimcnt who received FTC-related information were able
to recall the dirclosure facts prenented. The subjects, however, did a super-
i -r jo'i of rc?allinz commercial aessage th,_mes and appeals whenever presented.
TkA5 information Jives an indication of the strong ceLipetition for a share of
the consumz..r's memory t:;at corrective advertisint; faces. In ecch session of

Ai the ex:Icri%t.at, ten other a1ver1-46ements :rid 20 minutes of comentary competed
dr for the audience's attention and reco;:nition. S2ccial creative strategies

imilar to C.e Ldvcrtising Council's "Anti-Smokin:' campairp may be requirt.d if
the FTC is tc improve the consueer's ability to note or play back disclosure
in
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De3i;:lte the resul.e of this eeperieent, recall of corrective meszeze con-
tent should be included as one of the coesemer response measures by the FIC.

The variable is linked directly to ennozure to a corrective ad and offers thr:
capability of wtiLedec, the saeience of ccreeetive information versus other

message factors. 'leis later feature iz especially important where only a por-

tion of the corrective ad is devoted to remedial copy.

Summary and Conclusions

:he meeeding discussion reviewed the present level of knowledge clout
the F2C's corrective elvertizine eclaey free: thee vi-lreeinte. From an

empirical perspeetive, information regarding the (1) meesaee contert vaziebles,
CC) source effects, and (3) media selection factors were examined fron the enly

two publisbea studies of remeeiel adverticing. While the array ol iedepentbet

eriebl_s eaeinulatee in teese two studies did result in different levels of
coesner reeponse, two probleeG ere in these research efforts. First, it is

doubtful that the FTC should have the power to deter:eine the methods of cerreet-

ing false and deceptive advertising claims. The FTC does not possecs the

eepertise to deeien "eerreetive campaigns': involvine comelex message, media,

and scheduling decisions. Thus, respondent firms--even in cases involving

cease and desist ordersshould be eble to select the form of the disclosure,

i.e., number of messages, strength, media, etc. Offering the respondent tl.e

ability to renedy his awn deception would ensure that the FTC would no longer

be compelled to establish arbitrary conditions in corrective advertising orders

(e.s., duration of corrective campaign, 'percentage of advertising, budget ex-

pended on corrective-type ate..., and :.tuber of lie :siege placements) . Altering

the impression created by a particularly effective past campaign, for example,

may involve more placements over time than the original creative program.

Deception in other camoaiens may be countered effectively with a few widely

ni=tributed mess des. The F:C would be expected to have little knowledge

regarding the and similar circu.astances with which to make 52 Priori

decisions oa budget, insertions, anl so forth. Az a consequence, the respond-

ent firm's eanaeeLeas fihoeld have discretion over the technical decisions

associated with iaplementine remedial advertising. Only in tills fashion can

the ereetive ex4ereise and research knowlee..e of the defendant firm and agency

be used to correct past claims in an efficient manner.

A second pecilem wis'n the two studies i- that inadequate attention v.e.s

devotee to the Selection of appropriate consumer response measures. The in-

terent weeknees of amareness/attention, attitudes, and corporate images as

responze variables were presented in this discussion. Two recently proposed

mcasuresbrena belief and recall of corrective ad cententwere intredueed.

hx-eerieenTel eviuence was presented in support of both constructs. The two

veriables appear to have the capability of assessing whether re:ideal deception

has been removed.

This zecon: aree suggests a more rppropriate role for the FTC than pre-

scribing conplex communication standards. The Comission would require a

before' survtw of consumers to determine the extent of deception (e.g.,

falzely ba:ed beliefs, recall of deceptive content). This initial survey

would aid in teat: determination of :rhos tile:: corrective advertising is necessary

in the particulfx case. If appropriate, the Co=ussion would specify that

bmnd beliefs ff,r the attribJte(s) iai vetien be altered ane. that suffieient

175

ifJ3



recall of corrective ad content l aetaincd witnin an anpronriate t:me neriod.
Finally, the FTC would reeuire firms to eubnit after survey evidence that
demonstrates thee, a rcuresentative sanple o: ccesuners has been exposed to
edequete corrective infornatioe ene enat reeidval deeention has been countered.
The FTC, in this interpretation, t;" .ii place ereut enphasis on valid and reli-
able recall and belief meesereenent. To avoid conflict over research results,
an ire:eeendent earhetine researc:: filen (not associated with the responden0
-_:;ht be selected to perform the before and after studies.

In the event that a respondent's corrective ad Program fails to effect
ehe re:eired brand belief and recall canges within a reasonable tine Period,
the FTC nigat elect to reauire the use of nessage.variables discussed in
earlier research, such as FTC source or high strength versions. Previous
research illustrated that FTC source and high strength messaees were SUCC0f;P-
fal in attractine ereater attenticn and recall. Although these corrective
eavertisine tee-tics may involve some Punitive consenuences to the firm, cases
of flaerane deception that involve products sueeestine inmeiato dancer ix)
consentees' health or safety may warrent their use.

It is the task of advertisers and market and advertisine researchers to
build a resenreh tradition in the Phenomenon of corrective advertising for
three reasons. First, since much aCvertisine rese-rch is directed currently
toward advertising effectiveness studies, simile,- techninues could be applied
to tae study of correetive advertising. Advertisine effectiveness research
sheula be enlarnea to cecomnass tee etedy of the effectiveness of correceive
advertising and otner regulatory devices.

jeccne, active researcn by the advertising industry and advertiner7 would
provi.ie eneiric_l evidence for tae KC that could be used in its future policy
develoement. Since the Conmicsien currently lacks the personnel and funding
to conduct intensive stlriies of corrective advertieine, such informational in-
pues would ansist the :-2C in de eloping policies that enhance consumer info/nue-
tion witaout destroying corporate credibility.

additioeal research is neeued to overcone the limitations inherent
in the studies discussed in this paper. Tnese experiments have been cross-
seetional zn no inference:3 could be urawn concerning the differences between
eLorte and leee-term effects of corrective advertising in reducing resi!nal
eieinfornation. Cely lieited evidence van cited concerning repetition effec'e
of remclial nessages. Television erezentation of the treattients was not
employee altneneel -nllovisual stimuli were used. It would also be purposeful
to inveeti:ete the imnact of consuners' prior brand attitudes, experienee with
toe brand, attiteles toware advertising in general, and other variables that
nieet corrective alvertizin ;'s effect unon purchase inclination. Pretest

ine corrective edvereisenents with these considereticns in mind might lead to
a for_ of disclezure optimal to the consumer, the company, and the FTC.

Finelly, in recent years, it has been suggested that increasing emphasie
snould ee placea en inteeratine earketine concepts, techniques, and reccarch
finding: into eublic policy decision- :':.'rise nrocenses. Unfortunately, it in

difficult to (1) tnnthecize eepropriate concepts and fin dines in a systemntic
:.....n nor, or (2) relate such infoneation to policy-nahing processes unless some

type of nodel is used to place such issues into perspective.
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Sue,: a situation appears to be developing uith reurcet to the corrective

advertising remedy of the FTC. Acadenicians and practitioners have begun to

conduct experimental and cross-sectional studies on the remedial remedy
utilizing a variety of independent and deperdent variables . In addition,

informed contributors are beginninz to develop innovative, hypothetical con-
ceptualizations of the complex cor.z.unication process that characterizes cor-

rective advertising. Selected consumer behavior experts have participated

in FTC-sponsored advisory groups and in FTC-conducted hearings. While then?

types of activities have resulted in varyinz levels of impact to date, it

appears that greater impact in the future will evolve only if such contribu-

tions ore presented in an integrated, systematic framework that accurately
presents the existing state of knowledze. This challenge--the development of

evaluative repels fog marketingkmblic policy interfaces--represents a major
requirement for the continued development of a viable Public policy research

tradition in marketing.
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Introduction

The determination of a proper method for allocating advertising dollars '-
one of the few areas in advertising that substantial progress has not been mad,.

Given that the advertising expenditures of all United States companies ere
nearly equal to one half of the reported net income of these companies, t1.1

need for aworkable n.ethod to properly allocate these e4Denditvr.-3

ree.dily apparent. A recent study by Richard Kelly examined this problem and

emphasized the need for logical Rriteria for allocating funds between product
groups and individual products.1' The position of the authors of this paper is

'.hat the :;raditional heuristic methods of appropriating advertising funds ezid

,he more recent mathematical approaches to appropriating advertising funds cLr

be improved upon by including attitude change as an additional criteria.

Heuristic Allocation Models

Industry has traditionally approached the allocation problem by develop:i.:7,

'aeuristic models based upon such traditional methods as the task approach,

-ubjective budgeting and by fixed guidelines. The allocating by fixed guide-

...ines is usually broken down into three sip-categories, percent of sales, so

much per unit, and "competitive parity."14 Of the three major approaches the

'task method" is preferred by most practitioners because it attempts to assign

dollars to advertising in proportion to the tasks or objectives assigned to

advertising. The :task method" supposedly is free from any arbitrary influeun

such as a "budget ceiling.''

Fulmer has suggested that the traditional method of allocating advertisl-

lollaxs be modified by making adjustments based on the product or brands deer:14

of strength in various market areas.11 The contention is that in any alloca-

tion model a distinction must be made between "sustaining dollars.' and "C'eve3o-

ment dollars" and that a portion of the failure of traditional rflocat!on

models is due to the lack of this distinction being made. Schaf;i:. and Orr

developed an allocation model that is based on past informs ion dc:a31nE .

:as% brand's preceding year's experience as to sale.

The various heuristic approaches such as budgeting on fixed ggidellner.

task method and competitive parity all have underlying criteria that is sui:,t,c)-

to question. The fixed guideline model whether it be percenage of salei!,

Fixed sum per unit, percentage of profits or any other arbitrary sao
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an admission that sales determine advertisipg and not vice- versa. It also

assumes that business conditions do net vary from year to year. Subjective

allocation sucn as "competitive parity'' atTeers to have very little Imdcrlyilg

criteria other than the ccmpetitor knows 1.hrt is right and we shall try to

match him.

The task method or objective method of allocating advertising dollars 13

a response to those who use the fixed auideline approaches. The tesk method

acknowledges that sales are deter.Aned by advertising. The underlying cri-

teria for this method seems to be that the information required to adequately

define the task and how to accomplish it, is known precisely. That is, that

the relationship between advertising and sales has been well established and

that a successful prediction of what specific expenditures will accomplish
can be made.

Mathematical Allocation Hodels

Research in academics has produced a more mathematical approach to the

allocation problem. Kuehn developed a model based on brand loyalty for use in

a competitive market share duopoly.16 Friedmann) and dills' ° applied game

theory to the allocation problem. Jaatrap.13 Herlove and Arrow19 applied the

concept of distributed lagers, and Telsar24 and raldv:,° have empirically tested

these models with varying results. Simon developed an allocation model based

upon the distributed lags concept and built into it the assumption that the,

effect of advertising diminishes at a constant rate from period to period.23

3eckwith conducted a study aimed at measuring the effect upon sales to deci-

sion variables which included the total advertising expenditure for a firm's

brands, allocation of advertising monies between brands, introduction of new

brands, and discontinuance of advertising for existing brands .%

'lost of the publiehed mathematical allocation models utilize the concept

of optimization as the underlying criteria. There are two basic types of

mathematical models- -those that utilize game theory10 and operations research

techniques utilizing a marginalise theme-LP' and those allocation models that

utilize the distributed lags concept.13 However, the model developed by Kuehn

is applicable only in a competitive market share duopoly and assumes that one

can judge te effectiveness of co=etitor's advertising. It also assumes

that competitors will not reduce advertising expenditures to raise industry

profits. Friecman's game theory allocation model assumes two competitors with

fixed advertisim!, budgets and that S41.CS are only influenced by advertising.

Friedman's and ::ills' mcdels are not truly allocation models because they

start with a fixed allocation rather than building towards the appropriate

allocation.

Simon's model for determining advertising appropriations is based on

profit maeimization using a distributed lag model. However, a major assump-

tion of his model is that sales caused by advertising can be partitioned from

sales caused by other factors .23 This may be possible for some product classe-

Ellen as cigarettes, but for most of the products being advertised, except fer

mail order advertisers, this possibility is remote.

In summary, the underlying criteria for heuristic models appears to be

that one can establish a definite relationship between advertising expenditlzro
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and Idles res.Alts. The mathematical models criteria appears to be profit
maximization, advertisers op:ratin;; in erfeet17 conpetitive markets, and a
at relationship between advertising expenditures and sales results. Tne

assumptions of the criteria are certainly °pea to question and improvement.

Attitudinal Cbanc.e as a Criterion
in Allocation Models

Consumer behavior models have included consumer perceptions end prefer-
ences to behavior since their inception. However, it is only recently that
suggestions have been made that they be included in advertising allocation
mcdels.15,5 Amstrutz's model that posits consumers move through four stages
in the purchase decision--development of a need, decision to shop, purchase,
and post purchase is a typical consumer behavior model.2 He suggests that
while an individual moves through these stages 'llat he is subject to attitude
modification which can affect his purchase decision. Boyd, Ray and Strong
have v.iggested twat rather than aclume that a firm's advertising expenditure
is to affect sales, maxiiize profits or to have an effect on a hierarehy7 that
perhaps one of the criteria for allocating advertising funds is "to assume that
advertising can maintain or shift attitudes with respect to salient product
characteristics and their ratings. If such can be accomplished, it will lead

to preference which affects sales and profits .7

There are examples of where attitude change is playing an important role
in determining what advertising is to accomplish. General Motors has used
attitudes as a measurement of the effectiveness of its advertising program for
years. Gail Smith of General Motors considers that attitudes and/or knowledge
affect behavior and that this is one of the three basic assumptions of adver-
tising. 3ardts found a 'direet and close relationship between existipg levels
of preference for a brand and their relative purchase b;, housewives.4
Achenbaum reJrted th--t the more favorable the attitude toward a product, the
higher the incidence of usage the less favorable people are toward a product,
the more likely they are to stop using it.1 Achenbauii has also analyzed how

attitudes on specific attributes relate to the general attitude toward a brand
and has concluded that no one set of specific attitudes is universally appli-
cable to all products. Each product category has its own unique set of factors

by which people evaluate the desirability of the product."1

Dissent about Attitudes Effectiveness

Hot everyone agrees that attitudes are successful in predicting behavior
and as a measurement of the effectiveness of advertising. Haskins examined

seventeen studies reported in psychological abstracts (1954-1963) and in thir-
teen of the studies there were no conclusive relationships established between
attitudes and behavior. -2 Fe,tinger also analyzed studies concerning attitudes

and behavior and concluded that, "we cannot glibly assume a relationship between
attitude change and behavior.3 reach has concluded that "attitude toward the
object and one's attitude toard the situation in which the object is en-

countered can be different."21

In general there has been resistance to including attitudinal data in
allocation models because of the lack of proof as to how attitudes affect
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leha.io,.. The argument has a "ci,icl:en or the egg firse flavor. Many believe
that behavior modification resuli:s in at:itutle chap ;e while others believe
attitude change precedes behavior modifiection.1: _'here have also been on:u-
mr.nts against the inclusion of aLtituCe data dne to the lack of knowied:Te
the structure of et:Atudes and how Lhe component parts of an atti+--ude ar = e-
L.ted. In oter words, many pect2e in the Past and at present believe that the
i2.::: us of attitudinal data in the budget is not implementable.

.%tt:'tude Data in Allocation :lcdols

As early as 1961 advertisers were being urged to include attitudinal data
in their allocation models. Frey in his Paper delivered before the Forty-
F.':urth lEa Conference set fsrth an allocation model that has as its criteria
for allocating advertising funds attitudinal change. His basic model is as
follows:

1. Determine the dollar sales goal for the p,,riod ahead.
2. Identify the uotential market and delineate its segments--whose

aua-reness and favorable attitudes ere worth striving for.
3. :!easure the present level of unawareness, awareness, favorable

attitudes and purchasing among the individuals in these sesients.
4. Calculate any increase in awareness and favorable attitude necessary

to produce the indicated sales increase.
5. Decide the nvdber of effective message deliveries--conscious impres-

sions necessary to produce the increase in awareness and attitudez
6. Calculat_ the nudber of actual message exposures necessary to produce

the desired quantity of effective message deliveries, or conscious
impressions.

7. Calculate the number of potential message exposures necessary to
produce the desired actual exposures.

8. Decide which media and i/hich schedules in the media Procure the desired
total number of potential messages at the lowest cost.

9. This cost is the advertising appropriation.9

Until recently this :11ocation model has been largely ignored. Many
advertisers and academicians believe that it is impossible to establish a
relationship between conscious impressions, awareness, favorable attitudes
and purchasing behavior. Perhaps part of the lack of confidence in attitudes
as predictors of behavior is due to our lack of understanding about the strue-
cure of attitudes and the emphasis that, has been placed on treating attitudes
'ts single units rather than as complex structures. In the past emphasis has
been placed on establishing a relationship between an attitude and a behavioral
act. Presently researchers are concentrating on the intervening process be-
tween stimuli and the resnome tendency. Bither and :filler's study established
that then): are intervening variables between the stimulus and the response
tendency.° Their research successfully i-slated two distinct and measurable
components of an attitude towards a brand. The research suggests that a brInd
attitude can be modified by cnanging a component(s) of the attitude. Two recent
studies tend to support the findings of Bither ar.a Miller which in turn suppo rt
the Frey allocation model based on attitudes.

aippel and 3ither15 in a study predicted "that a positive change in
?ttitude toward an advertised product is inversely related to the ind.Lvidus.l's
or:ginal attitude. And that when group attributes were averaged, the pr' qw.:t
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wit:, the low e: ran attitude ineex weetld rxhi.it greateet positive change whee
ex aced to an ad." Both of these vedictions 'were supported by their finding-.1.

Winter, in a recent stUy of 153 ho.e.:ewivec, hypothesized that:

1. Advertising exposure 'rill_ hava a favorable affect on attitude change.
2. Individuals for uhon the advertising advocates the greatest chance

(i.e., the Group with the most unfavorable initial at will
respond with the most favorable attitude change.

3. Individuals with high brand familiarity will experience less favorable
attitude change than individuals with by brand familiarity.

4. Each additional exposure will have a decreasing effect on favorable
atttude change.

5. Brand familiarity is positively related to the rimber of previous
exposures.

"The results of the experiment support the hypothesis that attitude change re-
sultinG from exposure is a function of the individual's attitude prior to ex-
posure, the number of previous exposures, and brand familiarity. n24

The Winter study end the Klioel-Bither study were similar in two respees.
Both studies found that the groups exp:riencinG the greatest favorable attitude
change were those with the most unfavorable prior attitude. In addition, the
studies found that the exposure effect was only significant for the group with
the most unfavorable prior attitude. In addition the Linter study found that
the favorable response to advertising ol.er the entire test period decreased
significantly with each additional exposure.

Summary and Conclusions

It is the position of the authors that heuristic and mathematical advertis-
ing allocation models do have some merit. The heuristic models are appropriate
when a firm engages primarily in main-order advertising or when a firr can
establish a direct relationship between advertising expenditures and sales.
:lathematical allocation models are appropriate when they are used in the com-
petitive Earket structures they are designed for and if profit maximization is
the Goal in determing the advertising appropriation. However, it is the posi-
tion of the authors that both types of models can be improved upon if attitudi-
nal data is incluJed as input into the medels. The recent research into the
structure of attitudes has demonstrated that the components of an attitude can
be measured and that by modifying the components, the overall attitude towards
an object can also be modified. Past research has to some extent established
that the more favorable an individual's attitude towards a product is, the
Greater the tendency is that it will result in some form of favorable behavior.
This favorable behavior is also a function of whether or not the object is com-
patible with an individual's value cjstem, particular needs and economic means
to accomplish the behavior.

The Klippel-Bither and hinter studies have lent support tr the Frey atti-

tudinal allocation model and brought interesting questions to mind. Should we
cencentratc our advertising efforts on changing those consumers with unfavor-
able attitudes rather than these with favorable attitudes? In terms of return
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cn szlvertisin3 dlilars, the answer appears to be yes. a: ye we b e g; to deter-

mine hew nr..ch is c_!ouGh elvrvtising? Ar.in, depending on the attitud-s of the
consumers the messa3cs are aimed at yes. Is the =del advocated by rrey
ilPlemencable? Yes. Can the Frey a":LiCr::A-1 nodel really defended if tin

not establish a direct relations7LA: between conscious impressions, f-evor.-31e
etties and purchz:sing be'lv.ve.o-? Yes, becaune some advertisers have estab-
lished this relationship for ti-eir products dePendng on the level of awarer-7

attitudzs. If there is a relationship between attitudes and purchase be-
hsvtor erd su'ce nest consumers Loide favorable attit1!es toulds tae
they vorchase, perhaps the veal of an advertising apprcrriation should be
C!anged from sales to Cal oreble attitude change.
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Introduction

This paTer retorts on the first stage of an ongoing research project
designed to establish and validate a pilot model to explore the relationship
and interaetion between media credibiJity and comiereial message credibility.
The research WX; performed by the authors and supported by a grant from Market-
ing Communications Consultants International.

Selection of effective media vehicles to convey an advertising message co
a target porulation irriolves cost per thousand e,timates adjusted by an ageney's
'exnerienced judgment'? about the impact of other relevant factors. Utilization
of computer models in media selection does not alter. the situation since media
weights in such models are still -cased on qualitative judgments. The present

study examines credibility as one variable which my help make the selection
process core operational and less qualitative.

In accounting for experienced judgment, such factors as sociodemographic
and attitudinal characteristics of the target ropulation, the editorial climate
of each meCia, the technical qualities of the vehicles, the fit between product
and vehicle, and the competitive and social contest within which media will be
viewed are used to adjust simple cost-per-thousand ranking of vehicles (Gensch,
1970). These factors fall into two grours--those that are attributes of the
stimulus viewed and those that are attributes of the viewer or the viewing
situation. In this study credibility is conceptualized in a manner similar to
net of Jeri°, Lemnrt, and Z4ertz (1969) as an evaluation by the viewer of the

perceived stimi;lus deriving from attributes of the viewer, attributes of the
stimulus enc. espee..ally from the interaction of these various attributes.

There is ample evidence that vehicle source effects exist such that dif-
ferent, tedia vary in credibility having differential effects upon the
same audience with the same ads (Aaker and 3rown, 1962; Gensch, 1970; Jacobson,

1959) . It i5 also becoming clear that the effects of an advertising stimulus
rust De di,.'.'erentiated into effects from the media utilized, from the sronsor-
ing company or its sto:,esman, and from the particular product being advertised
in the commercial messae. It is further evident that there are complex iliter-

actions among Ledia effects, company effects, and rroduct effects. In examin-
i-g the creeibility of an advertising stimulus it appears important to assess
the impact of these various facets of the stimulus and their interactions.
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CrediJility is typically define?, in terms of expertAless and trustworthi-
ness components. Yet recent studics that invest:gated the dimensionality of
credibility seem to suggest that faire may be ati.urtional components worthy of
separate conside-ation. Berl), Lcmcrt, and !se t? (1969) found tines independ-
ent di mansions of Safety, Qualification, and Dynamism. Authenticity, Objee-
Livity, and D,; nazism were the factor la5els chosen by Jacobson (1569) to Cos-
cribe dimensions found in his study. Uhile these dimensions in the separate
strilies are similar there are important differences. Another look at the
dimensionality of credibility seer: warranted.

Research Design

The pilot model includes three products and eight different media. The
products were selected as retrcsentative of three widely dissimilar character-
istics:

1. Dynamic product: Ford Pinto
2. Static product: Colgate Toothpaste
3. Service: Prudertial Insurance

The eight media fall into four sub-categories:

Audio-Visual
1. Netwol-k television

Audio
2. Het-Jerk radio

Print media: Magazines
3. Time
4. Good Housekeeping
5. P.vboy

Print media: HeI/papers
6. New York Times

7. Hew York Daily Hews
8. Knickerbocker Hews (Albany)

For, testing purpose , in terms of onr pilot model sign, the concept of
credibility was divided into four potential components or dimensions:

1. Reliability
2. Trustworthiness

3. Believlbility
4. Plausibility

A modified Likert Scale range from very (unreliable) to very (reliable)
etc. was rtilined and seven items were written for each of the above dimension
of credibility. There was one for media, one for each of the three products in
general terms, and one for each product directed at specific claims.

The following ad campaigns were made available to us:
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1. Colaate Too'h Tourhner Cfbaralrn for TV, radio, and magazines,
2. Pra&ntia:. Insa,:ance ComfAar'a "Pieee of the Rochn Campaign for TV,

magazines and newspapers, and

3. Finto Carefree Car Camp,tian for I, magazines and neuspapers.

It uea necessary to construct audio tapeu for the Prudential and Finto
campa:_gns. This eras subcontracted to a professional group with many years of
exrerience in radio broadcasting. The tapes carefully followed the content rf
the printed We is ressages and the television commercials and were of highest
trofessional twenty.

Me no-rap:Inez. ad for Colgate was subcontracted to a local newspaper which
1 .17amed the magazine al and printed it in black and white on r_cusrrint.

For this pilot study the population consisted of resident students at .1c
State University of Hew York at Albany. The reasons fcr this choice are mostly
obvious; access to the students was quick and relatively simple, the level of
educational background is relatively consistent across a fairly parrotr deaa-
granhic range, and the cooperation of the students in this kind of experimental
venture was expected to be quite high.

From this population the sample of lighty respondents Vhs carefully and
ranlomly drum to constitute a fair sample of SSNY-Albany resident stadents.
Since results were to be analyzed by sex, the sample was coually divided ii)1"0
males and femalcs. Subjects were randomly assigned to one of eight groups (one

for each media) and exposed to the three commercial mescages in that media.
Tue students were reimbursed for the two -hour ses:don.

Definition and Determination of Credibility Scores

In the analysis of the results, it became apparent that responses on three
of the subcomponents of credibility tended to cluster while the fourth, plausi-
bility, appeared to he inversely related. The authors chose to define the

credibility score as the average of the scores for the following:

1. Reliability,
2. Tru:i.-rorthiness, and

3. Believability.

Further analysis indicated that this Credibility Score was actually in-

versely re:ated to the Plausibility score. (The correlation coefficient of

-.346 was significant at the .01 level.)

Having defined the credibility score as the average of the stibfacto s
Reliability, Trustworthiness, and Believability and having isolated Plauui-
bility as being inversely correlated to the major factors of credibility, the
next step was the determination of the actual credibility scores. A credi-

bility acore then, E.G defined above, was determined for each of the media in

the following fashion:

1. Each respondant's Credibility Score for the redia in question was
calculated as described in the section immediately above.
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2. The i!ed:a Econ.! uez Obtained 113 averaging the score,.for
ten rc::-:ondents. These are sh,,vn in the 'all respondents column' of
Table 1.

3. !Text Media Credibility Seorcsby re were determined based -anon five
male or five fem-.41e res-conlents. These are shown in the corresp,ndinr:
columns of Table 1.

TABLE 1

Media Credibility Scores

Hales Females

All
Respondents

Good dousekeeping 3.60 3.93 3.77'
Playboy 3.80 3.33 3.57
Time 3.80 4.13 3.97
dew York Daily Heus 3.20 3.00 3.10
Knickerbocker News 3.53 3.67 3.60
New York Times 4.20 4.33 4.27

Radio 3.27 3.73 3.50

TeleviLion 2.80 2.60 2.70

Average 3.52 3.59 3.56

Corr:ercial :lassage Credibility Scores (ill respondents) vere net deter-
mined for a given product and media by the follauing:

1. Averaging six question scores for each respondent; two on reliability,
two on trustworthiness, and two on believability.

2. Then averaging these scores for the ten respondents (e.g., the credi-
bility score of the Pinto message embedded in Good Housekeeping was
the average of 3 x 2 x 10 = 60). These credibility scores are shown
for each of the three products in Table 2.

3. Once again scores were classified by sex. Each such score is based
upon an average of 3 x 2 x 5 = 30 question scores. These Commercial

Message Credibility scores are shown in Table 3 for males and Table 4

for females.

The Comnercial :lessage Credibility Score for all tested messares in a
rarticular media was also determined by the following process:

1. A7eraging the credibility scores for the three products in that media
(e.g., please refer to Table 2 for the following data. Row 2 of

Table 2 (Playboy) has the following column values, Pinto 2.46, Colgat;,
2.78, and Prudential 3.42. The summation of these three values equals

8.66. Thus, the Commercial Message Credibility scores for Playboy
equals this summated value, 8.66, divided by three which equals 2.89.
This value, 2.89, may be found under the column labeled all messages
and the row marked Playboy).

188

1



VOLT 2

Commercial Message Crcditility Scores

Finto Colgate
All

Prudential Kessages

Good Housekeeping: All Respondents 3.06 3.46 3.144 7 22
Males Only 2.66 3.83 J. Jo 3.35

Females Only 3.27 3.10 3-53
nn

P,iyboy: All Respondents 2.46 2.78 3.42 2.89

Males Only 2.80 2.40 3.3O 2.E:1

Females Only 2.13 3.16 3.53 2-94

`rime: All Respondents 2.95 2.82 2.65 2.81

Males Only 2.67 2.47 2.36 2.57
Females Only 3.03 3.16 2.93 3.04

Hew York Daily liews:All Respondent:. 2.98 3.12 3.58 3.23

iles Only 2.63 3.00 3.53 3.05

Fersles Ouly 3.33 3.23 3.63 3.40

nicherbec:,:er Neils: All Respondents 2.48 3.25 2.81 2.85

Males Only 2.37 2.93 2.27 2.52

Females Only 2.60 3.57 3.37 3.18

pew York Times: All Respondents 3.00 2.93 2.51 2.21

Vales Only 3.27 2.t0 3.03 3.03

Females Only 2.74 3.06 2.00 2.60

Redio: All Respondents 3.08 2.65 2.52 2.75

!iales Orly 3.43 2.40 2.27 2.70

Females Only 2.73 2.90 2.77 2.80

Television: All Respondents 2.38 2,48 2.75 2.70

Males Only 3.07 2.27 2.53 2.62

Fenales Only 2.70 2.70 2.97 2.79

Lverages: All Rcmpondents 2.86 2.94 2.96 2.92

%les Only 2.91 2.76 2.83 2.83

Females Only 2.81 3.11 3.09 3.00

2. Each such score is based upon the averaging of 60 x 3 = 180 question

ZCOres.
3. These scores are shorn for each of the eight media in the "all

messages" column of Table 2, All Respondents.
4. Af;ain, since the data were subdivided by sex, the "all messages"

col,un of Table 2, Xales Only aad Females Only, present the Commercial
Messy f Credibility Scores fur males and females separately. Each cf
these score,; were based upon the averaging of ninety question sen-:-.
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Each of the eigh:y subjects were crked to rank tic eiehi; media. `ine

overall average rank was de- termined f:a. each and these in turn vere rank
ord.irei. As shown in Table 3 the New York rfl:4.:1 ranked first (averq,!c

2.02) while the :ler, York Daily .leas ranked eichth (average rank of 6.5T).
Similar procedures we followed afc.er tha data were sub-divided by sex.

TABLE-3

Subject's Direct Ranking of Media

Media Males

Rank

Females All Respondents

Average - Average - Rank Average - Rank

Good Housekeeping 5./to 6 5.35 5 5.37 6
Playboy 4.37 5 5.60 6 4.99 5

Ti: 3.00 2 3.00 2 3.00 2

Neu York Daily News 6.60 8 6.55 8 6.57 3
Knickerbocker News 6.02 7 5.90 7 5.96 7
Nov York Times 2.15 1 1.90 1 2.02 1
Radio 4.07 3 3.82 4. 3.95 3
Television 4.22 4. 3.77 3 4.00

Analysis

Table 4 nresents a comparative analysis of three sets of rankings obtained
from the following sources:

1. Subject's direct ranking of media
2. Media Credibility scores (Table 1)
3. Commercial Eessage Credibility scores (Table 2, All Respondents)

From this data the following observations can be made. Slight (but not
significant) rositive correlations were observed between Subject's direct rank-
iL,; and Media Credibility and between Media Credibility and Cormercial Message
Credibility. A substantial ne;ative correlation (significant at approximate1.7
the 0.10 level) was observed-ioeUeen Subject's direct ranking and Commercial.
Message Credibility.

A similar analysis was performed after the data was divided into subsets
by sex. The following were noted:

1. For males none of the correlations were significant (at the 0.10
level). A slieht negative correlation was observed between Subject's
direct ranking and Commercial Message Credibility.

2. For females a substantial negative correlation (significant at the
0.05 level) exists between Subject's direct ranking and Commercial
Message Credibility.

3. At best, thn Subject's direct ranking of overall credibility is un-
related to Commercial Message Credibility and for females, at least,
the two measures appear to be inversely related.
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T2'.BLE 4

Comparative Analysis of Credibility Rankings
(All Resuondents)

Ved;a
Subject's

Direct Ren!ting
Media

Credibility Scores
Commercial Message
Credibiliw Sec:re:

Good Househeeming 6 3 1
?layboy 5 5 3
r"ime 2 8 6
ilea York Daily News 8 7 2
Knickerbocker "2es 7 4 4
11:7g York Tlmes 1 1 5
2adio 3 6 7
Television :4 8 , 3

In conclusion, consider MCLuhan's -cell-known and often-quoted conjecture,
"The media is the mcssase." Although it would, of course, be invalid for U3 to
attempt generally refute this thesis based on our present work, it is inter-
esting to note that in this study which used "commercials" rather than "new:,"
as the message, a suIntantial inverse correlation exists between media and
message. If it hai been true that "The media is the message," then one 1=2-1
ave expected positive correlation to exist between Media Credibility and the

Commercial Y.essage Credibility Scores for the three products.

When the data uere analyzed by product, in all three cases the correJation
coefficient was too small to be conlidared significant. _In fact tree correla-
ti,:n coefficient for the :fedia/Frudential interne Lion las negative. Certainly
There was no support for "The media is the message" hypothesis in these data.

Furthermore, when the data aas subdivided by sex and the rank correlations
:alculated, none of them came close to supporting the hypothesis. It is inter-
esting to note that the only correlation coefficient that even approached
significanc=.1 wz_s a negative coefficient for females for the Media/Prudential
interaction.

In this study, neither high nor lou media credibility were transferrable.
Conversely and oaually interesting as a major finding vas that a relatively
nigb credibility product (Prudential) achicved its highest level of credibility
when housed in a lou credibility media (The Neu York Daily Neus) and its mar -est
credibility in the Neu York Times. If additional research continues to support
tese date, the implications for meuia selection seem self-evident.
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ITITODUCTI011

The literature concerning source credibility and its effects on the
communications process dates back to the time of the ancient Greeks. More
recently, however, in their comprehensive theory of buyer behavior, Howard an
Sheth indicate that credibility, though topic or product bound, is perhaps the
most important characteristic of a source of information.1 Furthermore, ex-
perimental findings supnort the proposition that credible sources of informa-
tion produce significantly greater message acceptance and response than their
incredible counterparts.d For the most part, these experiments utilized the
same basic research approach. First two or more groups of subjects were se-
lected at random and the investigators determined that there were no apparent
differences between the groups with respect to their attitudes on a given
topic. 1.ach group was then exposed to the same information concerning the
topic, with the only difference being the stated source of the message. The
group Attituaes on the topic were then tested again and any measurable dif-
ferences were attributed to the differin:; credibility of the two sources.

however, in marketing, the source of a communication is not so easily
identifiable, and consaaers are sometimes apt to identify the source of a com-
nulication as the cnannel or media rattier than the person or firm originating
the message. his lae"..: of consumer distinction between the source and the
channel is particularly to occur, since certain media such as consumer
magazines try to set themselves up as sources through the use of seals of
approval and since companies frequently try to establish their sales personnel
as sources.3 Yet, there is not an existing study that seems to directly con-
front the issue of the relative credibility of the major channels of product
information likely to be encountered by the consuming public.

In light of this shortcoming, it is the purpose of this study to empiri-
cally investigate the perceived credibility of the four major channels of
information available to consuaers.

Channels

Communication channels can be classified as either market-dominated or
consumer dominated depending on whether or not the marketer exercises direct
control over their contents. In addition, these channels can be further classi-
fied as persenal or impersonal based on the nature of their relationship to the
consumer. For the purpose of this study, both of these variables were utilized
and the channels shown in Figure 1 were selected.
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FIGUPE

Clasificatien of the :lajor Channels of Consa.uer Information

Personal

EL:2er3C11-11
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Credibility

Definition of the credibility concept varies in tl.e published literature.
Jani.;, and 1:elly dfined two compenents, competence und trustworthiness

with t'le latter apparently encom)assing some dimension cf goodwill or inten-
tions. .-xwever, Giffin asserts that there are logical and methodological
reasons er considering these factors separately. Bases on a compichersive
review of existing litorature, Giffin concluded that source credibility appear,:e.
to le based on the listener's perceptions of the folJowing characteristics of
the spea.ser: expertise, credibility, intentions, dynamism, and personal attrac-
tion.5 Raricl., on the other hand, distinguishes between the affective and
cognitive comoonents of credibility, and included trustworthiness and relia,ii-
ity under the foemer, and power, Prestige, and competence under the latter.6
aluer extenued these findings and identified coujetence and trust as the key
co...,ponents vnen the consumer is playing the 'problem -solving game," i.e.,
choosing tie best purchase alternatives.7

teased or these findings and considering the nature of the channels Ileing
investig:..ted, credibility was operationally defined in this study as the con-
su%er's InereeptiOn of the trustworthiness, expertise, and impartiality of each
information channel.

nETE0nOLOGY

The data for use in evaluating the relative credibility of the foll:c
cha,nels as collected as pact of a lorger study of consumer information
prk.cessing.° A questionnaire consisting of 16 items similar to the one shown
below was used to Leasure the trustwerthines-, expertise, and impartiality of
each infor=ation channel concerning tne purchase of four common hcuschold
products.

oxample: Indicate below what you think of an .ADVEBTISiMIT as an
information, source concerning the purchase of a HOUSLIOLD

Trustworthy ___: ____: ___: : __: Untrustworthy
Lxpert . . Inexpert___ __ __ ____ _____.
impartial . ___. .._.._. _ _.....

Partial

Th:1 same question was repeated for all four channels and for the follov-
i:v., nousehold pcducts: an appliance, a steak, children's clothing, and
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a houzehJld cleanor. Laase. Drod%cts zelected for inclusion with the
objeAive of obt,lining a representative cross section of common household
p.--aucts nurchased by wo=en. 1-elativo ponition of each of the 16 auestions

W.3 rctatea over the coIrse of the d_Lt,-. collects on period in order to equalize

the effects of any fatigue or order bias.

ihe entire auestionnaire was :n.apieted by 193 adult female consumers who

were t.raun from a nu%ber of civic and reliicas organizations in ,lorthern
Delaware.

.11_,31;LT6

The data for each of the credibility dimensions was then analyzed across
product categories by means of a to-way analysis of variance. As shown in

Table 1 the results of this analysis indicates that there are significant dif-
ferences in the credibility ratings of the four channels on all three dimen-

sions. nowever, there is. no significant difference between products, and only

one dimension (expertise) ::here any significant interaction effect was ob-

served.

TAB1:, 1

Analysis of Variance: Credibility Measures

3ources .4f
Mean
§quargs F:ratio

Trustworthiness
3

3

9
3152

3

3
09

1353.24
20.04
49.4

3795.18

773.34
14.24

152.94

513.06a

5.55
4.61

232.89a

3.41
12.20

,,ctween Channels

,etween Products
Products x Channels
-rror

:.:t_
Between Channels
LeLween Products
Products x C:annels
I,rror 3152 4391.16

1::4E,17:rtiality.

Jetueen Channels 3 3154.55 505.76a

1)etueen Products 3 29.18 4.63

Products x Channels 9 73.50 3.93

,rror 3152 9310.50

aificant at .01 level.
bilignificant at .05 level.

In order to further examine the differences between each individual pair
of moans, these mzans were arranf.,ed in decending order and tested for signifi-

cance by means of the least significant difference method.9 These results are
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aisplayed in 1-bles 2, 3, 4. Li etch Tc.tle, the difference between the
three ordered i.airs of !_ec.ns is si3nif'cant at the .05 level. However, the
orr of the is riff for the trustworthimess dimension than for
the expertise and impcxtiaiity uiLicnsions.

TABL'j 2

Rand Comparison of Trustworthiness Means

Information 2rustworthiness
Channels ,.iean. _ Diffel-2,1ce

Friend 1.82
Seal of Approval 1.99 -.17a
Salesman 3.21 1. 22a

Advertisement 3.60 39a

&Significant at .01 level: LSD = .142.

TABLE 3

Ranked Comparison of expertise Means

Information Ex7,ertise

Channels ilean Difference

Jeal of Approval 2.25
Friend 3.08 .33a

.-)alesman 3.41 .33a
Advertiseelent 3.74 .33a

'Significant at .01 level: LSD = .153.

TABLE It

Ilanxed Comparison of impartiality Means

Information impartiality
Channels .4ean Difference

Ceal of Approval 2.73
Friend 2.39 .16°

Salesman 4.52 1.63a
A,Avertisement 5.02 50a

aSignificant at .01 1e-r,21: LSD = .137.
3:3i6ncant at .05 level: LSD = .1)42.
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In the case of the trustworthinea; dimension (Table 2) the subject.; rateI
a friend highest folio- red closely by a seal of approval. These two consnmar-

dordnated channels were then followed by i salesman and an advertisement to
that or6er. It is Panther sipificant to rote that the difference bcannlen the
ar%et-dominated cIkannels and the consumer-dominated chennela -es ea:,en:Cily

large.

When the credibility dimensions expertise and imnartiality are con-

sidered (Tables 3 and 4), the order of the two consumer-dorim-ted cjearna3n in
rnveraca with seals of approval being rated the highest on both almea.oni.
The two market-nominate k: channels are xated significantly lou=. It s77uld he

noted, moreover, that seals of approval were rated considerably 1607C elancat

than all three other channels.

2xamination of the individual expertise means for the various channels
across nroduct categories suggests that the significant interaction reported is

Table 1 would appear to be primarily as a result of the especially high per-
ceived expertise of a salesman (meat clerks) for the product category steak.

DISCUSSIOil

The overall finding that consumer-dominated channels of product inform:-

tion are more credible than their narket-dominated counterparts regardless of

tne dimension used is auite consistent with general expectations and is sign -f-

leant only in that they represent empirical support for these beliefs. Gen-

erally, these findings would appear supportive of existing points of view

enarding the relative importance aad influence of salesmen, advcrtisemeatr,

end friends on purchase behavior. The superior credibility of sr:If:tr.:en to

adwrtisemehts across all dimensions measured would appear to indicate that

among market-dominated channels, personal se-ling is more influential. It

would seem that the face to face nature of the saleaman-consumer relationship

results in a greater degree of consumer trust for salesmen and enhances their

perceived expertise and impartiality.

Ti.e relatively high credibility of a friend as a source c.12 product ingor-

nation is supportive of the numerous findings concerning the importance and

impact nr wordof-mouth communication on consumer behavior. The high level of

perneived trustworthiness of friends would, moreover, support the positicn the!

*:ore-ofmonth information is particularly influential when psychosocial risk

present. On the other hand, the significantly greater perceived expertise of

seals of approval would appear to indicate that they are an excellent source of

functional or performance information.

In general, however, the most original and interesting finding of the

stady concerns the overall superior credibility of seals of approval. This

result goes a don;; way t-,ard explaining previous proprietary studies of s.lal

influence wnich have resulted in such overwhelming findings concerning the

influence of these symbols.10 iven though the majority of these symbels axe

little more than promotional tools, and their classification as eonsalber-
doninated is at beat theoretical, it is obvious that most women do not perceive

if then in this fashion. Instead, seals of approval are viewed as being

sinaificantly more trustworthy, expert, and impartial than either of the other

proaotional tools (advertising and personal selling) available to the marketing

naea3er.
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ABSTRACT

Although it is generally conceded that the sales of some firms are caused
al, least in part -Ly advertising effect, it has been difficult to qaantify the
lelationship. This is particularly true when the cumulative effect cf adver-
tising is considered. This paper presents a model which evaluates the cumula-
tive effect of inputs (advertising) on outputs (sales).

Correlation coefficients between the cumulative advertising input for
different time (spans of advertising) and sales output were computed for four-
teen selected firms. The results of this investigation for the years 1952
through 1969 are presented in this paper.

:MEL

It is proposed as a general hypothesis; that the level of sales S at any
time t is a function of the cumulative Qdvertising EA over some consecutive
number n of time intervals through t. That is

S
t
= r( EA

n
)

For example, if n is a span of three consecutive time intervals then

and

(1)

EAn = At + + At (2)

S. = F(At + +

The objective of this model is to determine the optimum time span (or
number n) of advertising time intervals revired to maximize S at present t!ne
t. Depending upon the available datn, the time intervals can be any convenier!,
-Lit. Typically, these are months or years, although shorter time units can

,e used. A and S are usually dollars. There is no reason however, why other
neasuring units, such as the area of advertising space and the cuantity of
product sold, cannot be used.

(3)

The optimum span n is determined by testing n over some selected range of
values, e.g., 1 to 5. The testing is by a simple correlation of sales
vcrzus the cumulated advertising expenditures EAn. The correlation coefficient
r (with a corresponding F value) is obtained for each span value n. Tbn opti-
mum span n of cumulated advertising EA corresponds to the peak correlation
coefficient r.

The testing of n and the determining of the r values can be by other than
si.nple correlation. For example, transformation techniques may be used such as
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log values, exponentials, etc. Rowevtr, these techniques are more com/21ex and

the selection of the approorlate tran:formatiol..lay have to be decided by

trial and error. Therefore, it seems to be appropriate to at least begin with
a si.nle correlation and then, if nt.::essary, t..ce transformation techniques.

;,PPLTCATIOI! OF THE MODEL

Table 1 contains illustrative sales data and corresponding cumulative
advertising data for the years 1952 through 1969 for the General Electric
Company. The sales data is in billions of dollars. The advertising data 1.3

in millions of dollars and is cumulated for one to five years. Using this date

and similar data for thirteen other firms, the correlation coefficients r and
F values were calculated for n values of 1 through 5. The r values are the

result of the relationship between sales S and each column of cumulated adver-
tisins iAn for n values of 1 to 5.

TABLE 1

Illustrative Data, Sales Versus Cumulated Advertising
General Electric

n = 1 to 5
Company

Year Sales 1 2 3 4 5

1952 2.62 11.6 24.0 33.6 41.2 53.0

1953 3.51 15.2 26.8 39.2 48.8 56.4

1954 3.33 17.9 33.1 44.7 57.1 66.7

1955 3.46 19.9 37.8 53.0 64.6 77.0

1956 4.09 25.0 44.9 62.3 78.0 89.6

1957 4.34 17.2 42.2 62.1 80.0 95.2

1958 4.12 15.4 32.6 57.6 77.5 95.4

1959 4.35 20.1 35.5 52.7 77.7 97.6
1960 4.20 16.5 36.6 52.0 69.2 94.2

1961 4.46 14.0 30.5 50.6 66.0 83.2

1962 4.79 17.7 31.7 48.2 68.3 83.7

1963 4.92 18.0 35.7 49.7 66.2 86.3

1964 4.94 13.4 36.4 54.1 68.1 84.6

1965 6.21 18.7 37.1 55.1 72.8 86.8

1966 7.18 23.0 41.7 60.1 78.1 95.8

1967 7.74 13.5 41.5 60.2 78.6 96.6

1968 8.38 18.3 36.8 59.8 78.5 96.9

1969 8.45 18.1 36.4 54.9 77.9 96.6

Table 2 presents the resulting r values, five for each firm. The four-

teen firms are ranked according to the percentage of sales volume expended on

advertising for the years 1952 through 1969.

rPable 3 presents the resulting F values for constant degrees of freedom

(1, 16). Each F value is for a corresponding r value presented in Table 2.
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TABLE., 2

Correlation Results
Sales Versus Cumulated Advertising n Years

Firm

Adver-
tising*

r values, n=1-5

1 2 3 4 5

Gillette 3.3", .868 .924 .943 .949 .958

Kellogg 5.4 .644 .712 .744 .778 .803

Procter & Gamble 5.2 .840 .894 .912 .921 .929

General Mills 4.2 .669 .831 .905 .897 .879

Campbell Soup 3.1 .865 .934 .965 .975 .979

Johnson & Johnson 2.4 .919 .968 .979 .984 .988

2. J. Reynolds 2.3 .904 .905 .906 .908 .911

Distillers-Seagrams 1.5 .916 .923 .924 .925 .927

Coca-Cola 1.4 .333 .895 .938 .945 .959

Chrysler .7 .827 .817 .797 .770 .741

Ford Motor .4 .966 .963 .965 .968 .969

General Motors .4 .925 .935 .931 .930 .923

General Slectric .4 .323 .450 .564 .630 .634

Westinghouse 2:lectire .4 .142 .247 .316 .395 .453

'Advertising as a percent of sales, 1952 through 1969.

TABLE 3

F Test

Firm

F values*, n=1 to 5

1 2 3 4 5

Gillette 49 93 128 145 176

Kellogg 11 16 20 24 29

Procter & Gamble 38 64 79 89 101

General Mills 13 36 72 77 54

Campbell Soup 47 109 215 310 370

Johnson & Johnson 87 239 377 476 644

R. J. Reynolds 71 73 73 75 78

Distillers-Seasrems 84 91 93 95 98

Coca-Cola 3C 65 118 133 183

ChrwIler 35 32 28 23 20

Ford Motor 225 203 219 237 243

General Motors 94 112 104 102 100

General Electric 2 4 7 10 11

Westinghouse Llectirc .3 1 2 3 4

''Constant degrees of freedom (1, 16).

201

z 4



SLILitulY

The results as presented in 'J'able 2 appear to indicate a cumulative
advertising effect fir thirteen of tie fourteen firms. This is illustrated by
generally increasing r values (c-Jrrelation coefficients) as the advertising is
increasingly cumulated over one to five years (n = 1 to 5). Only Chrysler
showed decreasing r values.

The first nine firms in Table 2 (Gillette through Coca-Cola) can be class-
ified under the category of household products (i.e., razor blades, food, soap,
drugs, tobacco, liquor, and soft drink). The last five firms (Chrysler through
Westinghouse) can be classified as technological or industrial products. As
might be expected, the household product firms expenCed a higher percentage of
sales dollar on advertising than the technological product firms. Likewise,
these firms tended to have higher r values than the technological product firms
(with the exceptions of Ford and General Motors).

It is especially interesting that the correlation coefficient results of
some competitors are very similar. For example, as illustrated in Table 1,
the r values for Kellogg and G.eneral are about .65 for n = 1 and gradu-
ally increase to above .8 for n = 5. The r values for Ford and General Motors
are above .9 for n = 1 and reme.'m relatively constant (however, Chrysler does
not follow tnis pattern). The r values for General Electric and Westinghouse
Electric are very low for n = 1 and remain low.

:;ore investigations are needed to determine the quantitative effects of
advertisin. Very few such studies have been reported in the literature. One
notable exception is The MeasureLlent of Cumulative Advertising Effects,' a
doctoral dissertation by Kristian. S. Palda, published by Prentice-Hall in 1963.
The dissertation was a 1963 Ford Foundation Award Winner.

Further investigations are under w-..y by the authors to determine whether
or not the r values reach a peak or level off for a particular firm. There is
a slight peaking effect of the r values in Table 1 for two of the firms- -
General ialls and General Motors--after two or three (n= 2 or 3) years
of cumulatea advertising. It is feasible that more definite peaking or level-
inz off of r values voula be observeL if the advertising was cumulated for time
periods in excess of five years. If such peaking does exist, it might corres-
pond to the well known product market life cycle
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Problem

The social effects of advertising are the subject of a great deal of
discussion today. i;ecause of its obtrusiveness in the daily communication
process thrclign the Lass media, combined with the maLnitude of mass media be-
ncvior on the part of the general population, advertising fulfills its role
as salesman.' However, some have begun to question the "incidental' social
learning effects resulting from this exposure to mass media advertising.

What are the potential ''incidental' learning effects of advertising? What

are consu=s learning about beliefs, values, and socially acceptable behavior
in our society, based upon the advertising missace? Clearly, the problem to be
examined is what social learning is disseminated through advertising messages
apart from the commercial and economic objectives of the message?

This study is not going to document the amount of social learning which is
disseminated in each of several conceptual areas, but it does attempt to point
out areas where advertising practitioners may have some 'control' of tha poten-
tial social learning which may take place. Advertiser "control'' is determined

b: the decree of self-reported behavior the practitioner undertakes in social
effects area

Secondary Sources Relating to Problem

In this paper, the social effects discussed are the ones which may have an
impact on one's values and on one's behavior ("life-style"). This area of

advertising effects seems to currently be a very frequently discussed aspect of
advertising. specifically, the Consumer Subcommittee of the Senate Commerce
Committee has recently held hearings concerning the establishment of a feder-
ally funded .lational Institute on Marketing and health. This institute would

be given the mission tc conduct research on the psychological and social impact
of advertising and marl.eting. During tbe hearings, a noted psychiatrist in

arguing for the funning of this institute has stated;

...advertising, in some measure, contributes to some of society's
proble..,s, including the rising divorce rate, the failure of man-woman
relatio:Iships, the loosening of the family struc cure and dependency

on drugs.I

The concern shewn for this area of advertising effects is supported as
being of great importance, as well as being an elusive area for research, by a
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:Marketing Science Institute Staff Report (1971). They state:

...(we will exam Me) what im,act advertisinemarketing communica-
tions have on the values and behnvior (here called 1lit'e-style' to
convey more than just purchasLig behavior) of members of society. The
issues involved are the most imcortant--and at the same time the most
difficult to resolve--of the iS311t,0 treated in this report.... The
issues comprising these topics, although the subject of frequent de-
bate, have not been researched in much depth.2

The earliest discussion concerning the sccial effects of advertising was
met by the re,ponse that advertisers are merely reflecting an accurate profile
of the Anlerican value system rather than distorting these values and integrat-
ing these into the commercial messages. This led Petit and Zakon (1962) to
state:

The truth of the matter is that the critics of advertising are not
really criticizing advertising; they are criticizing the American
value system itself.3

The assumption has always been that advertisers are accurately reflecting
society's values within their advertisements. Is this a viable assumption?
This question has not been adequately resolved at this roint in time. In
speaking to this issue the Narketirg Science Institute Staff Report (1971)
states:

We did not uncover any empirical evidence that would resolve one
way or the other the issue of creation vs. reflection of public values.
:lost writers on this topic seem to believe that advertising/marketing
communications are implicated to some extent in value/behavior
origination--generally, an undesirable situation from the viewpoint
of social cormaentators. Most observers agree, however, that advertis-
ing reflects prevailipg life styles to a considerably greater extent
than it creates then.4

The point should "Je made that the accurate reflection of society's values
inay not necessarily be the most socially responsible objective. The advertis-
ing industry may be doing a disservice to our society by continuing to reflect
a value which .nay not be contributing to the well-being of society as a whole.
&vever, the intent of this paper is not to decide how much advertisers do or
d not accurately reflect societal values, or which social values are more or
Tess learned by consumers through exposure to advertising, but rather to
document the deLrL:e to which different types of advertisers are willing to
utilize advertising appeals which emphasize values that are often pointed to as
socially dysfunctional in nature.

The concept of ''social responnibility on the part of advertising practi-
tioners has also been much discussed in recent times. This is a troublesome
concepi, since it would appear the basis for the determination of socially re-
sponsnle behavior on the part, of the practitioner rests upon the delineation
of those vllucs which are socially dysfunctional or not in the best interests
of society in general, lino determines those social values which are dysfunc-
tional? It is not at all clear this is a problem which will be solved at the
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empirical level in the short-teien future. For the 'lament, the alternative to

definitive understanding of this proelem. lies in an observation of these values

which seem to be the subject of mich deba:,e, t'az,-n6h this does not indicate that
a given ,,alue is dysfuactional, it does peint oat certain areas 'which are open

to question. For example, when a Freaidential Commission is appointed to study
the relationship between vieience and the mass media, some indication is given

that there are many in the society uao have questions about the value of dis-

playing violence in 4-he mass media. The complexity of determining socially
dysfunctional values is illustrated in the above case since the Commission
appercncly was unable to arrive at concrete conclusions concerning the issue of

violence in the mass media.

Another area open to some nuestion is that of the use of fear in advertis-

ing appeals. Even a Journal of Marketing article recently asks the auestion:
Ilhat is the nature of appeals concernea with damage to one's social image or

self-concept? :ihat are the effects on the audience of empleying such appeals?
Is it possible to determine uhether their use is justified in an economic or

social sense?") These particular authors conclude that the use of fear appeals

in advertising is open to question because of the possible negative social

effects of anxiety stimdation. Whiie in another arca of conceptual concern,

Gerald lehain, the Federal Trade Commission's assistant director for national
advertising in the Dureau of Consumer Protection, recently told the American

Hanagement Associatioa that -unfairness in advertising includes:

...advertising clafms im2lying substantial benefits touard satis-
fying basic emotional needs or anxieties, such as the need for affec-
tion or acceptance, when the advertising product does not in fact
offer suc'h benefits.6

The emphasis on children with respect to the above and other problems need not

be elaborated upon.

Another problem area in advertising with respect to values portrayed is

that of rejudice and rascism. .;ere it appears to be fairly accepted, no

doubt because of lar,_;e efforts on the part of the ..;Pvernment, that advertisers

have a social responsibility to portray a variety of people from varying racial

groups in their advertising. Also, empirical work is more advanced in this

value area then in others. For example, a study sponsored by the American

Association of Advertising Agencies showed:

...those who were core optimistic about the future !;ere more
favorably inclined toward advertising designed to reduce prejudice than

were the more pessimistic res;ondents. These findings suggest that

'brotherhood' type advertising may have a salutory effect in actually

reducing prejudice.7

Finally, Howard and Tinkhaa have set forth criteria by which they believe

advertisin,, and social responsibility should be examined. For example, they

define the nonfunctional value created by advertising:

honfunctional value created refers to an advertising-induced change

in the consumer's belief structure. In this case...beliefs are changed

with respect to objects other than the product or brand being advertised.E
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With leaders from within the field of ma_heting and advertising advocating
study such as the above, it has become clear t1Lat some problem exists in the
area of values' as transmitted by advertising. In this study, the authors
have atte-pted to select values which are mo,..t often rentioned within and out-
side the advertising field with respect o possible dysfunctional consequences
for social ;,'ell - being.

Advertising Practitioner Characteristics

Currently, a great deal of responsibility is being placed on the advertis-
ing practitioner. It is assumed that he is, to some degree, accurately reflect
in; society's values and that this reflection of values has some type' of
social effect upon society. This responsibility is laid on the shoulders of
men which we no very little about. Who are the people who comprise the
occupational role: advertising executive and decision-maker? Are they the
types who can accurately perceive the values of society and then accurately
encode these values into advertisements without distortion? In order to make

un 'educated guess about the manner in uhicn advertisements are affecting
society's values one must know something about the personalities of individuals
within the advertising field.

In several recent articles, Greyser (l97L) has underlined and documented
the need for advertising practitioners to be perceptive of society's needs,
and, move to meet these needs. He observes:

...advertisers will have to evince much more advance sensitivity to
possible criticism.

...advertisers are going to have to learn to live in a world of more
attention, more criticism, and more resulation. how they calibrate
their own behavior can affect the pace and intensity of the attention,
criticism and re;:ulation.

...If tne industry- with or without government stimulus--fails to
1107C; decisively against the 'bad apples,' today's atmosphere portends
grief for not just the... but for nonoffending advertisers as ve11.9

Likewise, a sa,apling of business executives who subscribe to the Harvard
Lusiness rere surveyed on their attitudes towards advertising. The

point was clua2ly maae that the people in advertising are responsible for ad-
vertising content and should remain accountable for advertisinf; effect. The

report states:

Inc! government, along with the public and our economic system,
receives very little credit or blame for advertising's condition.
Advertising agency people and company advertising departments lead
both of these lists. These same groups are pe.oceivea as being very
mucn accountable for changing advertising, cut on this dimension top
mana3e...ent noves into first pl_ce. ilespondents believe that those

who set company policy- anu approve adv,rtisihg's ;niece of the company
budget- arc best able to ensure that advertisinj, shapes up.10

ii::ewise, we know that individuals who perceive a similarity between them-
selves and inalviuuals 'within a profession are ,oin; to be ...ore apt to enter

the professioh,11 as well as take on the values of individuals who are in a
profession Lhe individual desires to enter.I4= Larkin (1971) concluded that
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individuals deciding upon the advertising field as their profession tended to

share a coon value system with one another.3

6ne can conclu6e, therefcre, that individuals who have decided to enter

the advertising field are similar to one another in their value system before

entering the field as well as similar to individuals already in the field once

entering advertisin= This leads to the question of what types of individuals

are consiaering advertising as a profession, what type of individuals are in

the fiela, and how do the socially responsible behavior of different types of

people in the field differ?

Initial investigation into the question of the type of individual who may

be interested in entering the field has uncovered a possible clue. Surlin

(1973) found that high authoritarian journalism students were more favorable

in their attitude toward the institution of advetising.14 This finding could

possibly reflect tae interest on the part of high authoritarian individuals to

enter and remain in the advertising field.

This study attempts to delineate a definable and measurable personality

type, authoritarianism, and document the desire by this type of individual to

enter the advertising field, and once in the field, document how high-low

authoritarian individuals participate in socially responsible behavior in their

advertisin. decisions.

Concepts and hypotheses

The criterion measure of personality used in tais study is the authori-

tarian personality syndrome. This personality syndrome was conceived by Adorno

and others in 1;50, and has been researched ever since.15 The importance of

tnis concept is first, the depth and breadth of the personality syndrome, and

second, the effect this personality syndrome has on behavior. Thus, the con-

cept of authoritarianism links a highly intricate and deepseatPd personality

structure wit.: dispositions toward certain beliefs and social behavior pat-

terns.

.nriefly, the authoritarian personality is highly ethnocentric, politicall-y

and economically conservative, avoids introspection, thinks in terms of di-

chotomies, has an intolerance of ambiguity, has a strong concern for status

and rigidity in institutional organizations, has a greater allegiance to

institutions, and is prejudiced toward out-groups, or people perceived to be

different froze himself. This concept is distributed along a scale ranging

from high authoritarian types, middle types, and low authoritarian types of

individuals. In other words, every individual exhibits, to some degree, some

of the cnaracteristics of the authoritarian syndrome.

This concept is of importance in this study because of the potential

behavior undertaken by those advertising executives who are observekto be

high in authoritarianism. It is reasoned that high authoritarian individuals

who have a favorable attitude toward institutions, in general, and the insti-

tution of advertising, in particular, would to a relatively greater degree

tnan low authoritarian individuals decide to enter the advertising profession.

Since high authoritarians are conservative, avoid introspection, and tend to

be prejudiced toward uinority groups, it is believed that a majority of white,
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male, middle-class, hi,h authoritarian advertising executives would not be open
to bringing about Premediated eecte!,e in this society thl7cugh the con-

trolled use of advertieing. Thus, social -problems dealing within areas such

elual rights for and r,ino,:'ity grou:s, :Intl-war sentiment, mc-..e humanis-

tic expressions of lova, etc., wou7d not be pe:ceivcd as within the province of
advertising. This feeling would most likely be translated into a lack of overt
behavior on the part of the high authoritarian to deal with these problems in
his aalrertising decisions in a positive cocial manner.

There are some predictions which can be made about the factors underlying
high and low authoritarian individuals' desire to go into the advertising field
based upon the ideas embodied in the authoritarian concept. It is clear the

high authoritarian personality very often looks to institutionalized structures
for guid-,nce in everyday living, they nay base their decisions in everyday mat-
ters after asking themselves what others muld do if iu this situation, where
'othees. refers to institutionalized individuals or organizations. These insti-

tutionalized others or 'eceleralized ()there are embedded in the individual's
attitudinal component as far as decision-maaing s concerned. It should be

noted, in this reard, that the nonnative comonent assessed in the rerearch to
follow is based upon 'role-specific' or situational others, i.e., parents and
best friends, as opposed to eeaeralized or institutional others. It therefore

seeus reasonable to nrediet that the highly authoritarian individual's desire

to go into the advertising field vill be governed more by his 'own- attitude on
this matter (which, in the case of high authoritarian individuals, includes the
effect of the generalized other) rather than upch what other individuals spe-
cific to this situation may thini: about what that person should do about enter-
ing the field of advertising.

Therefore, based on this rationale the hypotheses for this study are:

HI. ign authoritarian students would exhibit a greater desire to enter
the advertising field than low authoritarian students.

H2: High authoritarian students will base their occupational choice less
on normative or significant other dictates than will low authori-

tarian students.
113: Hieh authoritarian advertising executives will behave in a less

socially responsible manner than will low authoritarian advertising
executives.

Methodology

Students enrolled in an introductory advertising course at the University
of Georgia (n7-134) were the student subjects in this study. They were asked to

respond to twelve self- administereg statements included in the Christie Forced

Choice F Scale (short form),1° used as the measure of authoritarianism in

this study. text, the students were asked to respond to questions concerning
their intention to enter the aCvertising field, the basis for this intention,
as well as responding to the same seven-interval semantic differential word-

pair rating one's attitude toward the institution of advertising used by Surlin

(1973).

Fishbein (1967) has found in an extended series of studies that intentions
can be explained by primarily two factors: (1) an individual attitudinal fac-

tor, and (2) a normative or social factor.17
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3rief1y, Fichbein states that the individual attitudinal component con-
sists cf two eltents: (1) the pret.abiiity tl-et an individual holds a parttcu-

1,z belief connection between an attitude oojeet and some aspect of that object
(3i), cn... the ealnation of the conseenecs of hoidin; a particular belief
connection (di) . For example, an individual's attitude touard advertising
might be assessed th-ough use of two state.aents in the above manner)

(B.): A-vertising is non political in nature.
Probable: : Isrrobable

For advertising to be nonpolitical in nature is:
Good: Bad.

These two cleinants are multiplicative in the Fishbein model. The normative

compopF-nt is measured in a similar matter where the elements in multiplicative
relation hip are: (1) the perception by the respondent of an "other's- belief
about tne attitude object (_;3) , and (2) the extent to which the respondent com-
plies vita that others belief (:fc). These two components, individual and
nor.lative, have been found to explain intentions and behavior in a variety of

situations.

students comoletcd the self-administered instrument which contained items
allowin,; for tne construction of attitudinal and normative indices, and a scale
for the measurement of intentions to go into tha advertising field. All items

e..1ployed a seven-interval semantic differential format ranging from ''very

favoraale to very unfavorable.' Significant others, in this study, were

selected as university professors for courses the student has taken, the stu-
dent's oareats, and the student's best friend at college.

Lie advertising executives, in this study consisted of all agency Princi-

ples in every listed advertising agency in Atlanta, Georgia.13 Each individual

was sent a .tail questionnaire which contained, in part, ten of the same state-

ments useu to L:easure autnoritarianism for the student sample, and eleven
statements Leasuring advertising behavior.19 The ten authoritarian statements
were rated on a five interval scale ranging from 'Strongly Agree' to Strongly

Disa,;ree , thus restricting the range of measurement for authoritarianism to a
score cf ten to fifty. The authors assume that for the eleven behavior state-

mants the executive will be able to accurately rate his own behavior. Each

statement began 'I would... The response scale for each statement consisted
of a five-interval range moving from 'Strongly Agree to 'Strongly Disagree.'

The advertisim; behavior statements mainly rated the decision the advertiser
would make when uzinz a particular appeal or technique within an advertisement.

TW,a11Y, 393 nuestionnaires were mailed. At the end of the four-week

retarn period, 13 questionnaires were returned because of improper address, and

112 completed questionnaires were received. Thus 305 of the questionnaires

received by subjects were completed and returned.20

Findings
P.

Student ile;spoments

When looking at the student group responses, the results are consistent
with past research and with the conceptual base used for the stated hypotheses.

The student subjects (n=134) were divided into high and low authoritarian
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Groups based upon a median split on totaled item scores. Between group dif-
ferences were analyzed throur:h t-test analysis of group mean scores.

Supporting -arlin's (1973) finLin; that high authoritarians hold more
favorable attitlaes toward the institution of advertising, this study resulted
in similar finOings tt=2.C4, p < .01). Likewise, support was given for the
conceptual belief that attitudinal and normative components are significantly
related to one's decision to enter tne advertising field. For all students,
when utilizing the attitudinal and normative components as independent vari-
ables in a multiple regression analysis, a significant relationship is found
with the :lependent variable being, intentions to enter the advertising field
(11=.25, p < .05).

The finding that the high authoritarian student consistently rates himself
as having a greater interest in entering the advertising field than does the
low authoritarian student (t=1.76, p < .10), is in support of the first hypoth-
esis. Also, consistent with the second hypothesis furthered about student
respondents, the lo/ authoritarian group exhibits a higher mean score on the
normative or significant other component as the basis for deciding to enter
the advertising field than does the high authoritarian group (t=2.42, p < .02).

It has now been documented that journalism students who are high authori-
tarians will first, exhibit a more favorable attitude toward the institution of
advertising, and second, state a greater desire to enter the advertising field
than will low authoritarian students, and will decide to enter the advertising
field on the basis of their on personal motivation as opposed to the tendency
by low authoritarians to enter the field because of what significant others
may communicate to be their desire for the inlividual. The next logical step

is in censiclering the differential behavior of high-low authoritarian advertis-
inG executives.

Advertisini: Executive Respondents

Before making between group comparisons a factor analysis was run in order
to determine the affinity for particular types of advertiser behavior within
the eleven conceptual areas under investigation. Three vell-defined factors

seem to emerge.

The concepts which loaded highly on Factor #1 consist of advertisers'
behavior in the use of: vanity appeals, sex appeals, snob appeals, puffery,
portraying married life as problems that can be solved by the purchasing of

products, and portraying love in an advertisement as the spending of money and
giving of roods. his factor is evolving around the 'distortion of interper-
sonal relations.'

The concepts which loaded highly on Factor #2 consist of advertisers'
behavior in the use of: misusing the English language, dramatizing war scenes,
depicting; violence, fear appeals, and showing wastefulness. The conceptual

orientation of this factor is "destructivity."

Finally, the third factor consists of the advertisers' behavior in using
black models in their advertisements. This concept seems to stand alone in

terms of how advertisers behave. This factor is obviously labeled "racial

relations."
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TA..31..] 1

Factor Analysis of Eleven Behavior StaLenents
for Advertising Practitioners

(Three factor varimax rot Lion of principle components
with the correlation matrix as innut)

i:,ehavior Concepts Factor 1 Factor 2 Factor 3

Vanity Al.neals .67

hex Appeals .58

Snob Appeals .C1

Pv.ffery .68

Married Life Problem Solving .72

Love as Giving of Goods .72

flisusing the 2nglish Language .57

Dramatizing War Scenes .63

Depicting Violence .33

Fear Appeals .66

Showing Wastefulness .72

Black Models .87

:actor 1 is labeled 'Distortion of Interpersonal Relations-
Factor 2 is labeled 4Destructivity'
Factor 3 is labeled 'Racial Relations''

Advertiser tota3ed authoritarianism scores were divided into trichotomized

grou1:8, with one-third of the advertising executive respondents who each had

the hi:lest said lowest authoritarian scores included in the high-low authori-

tarian sub-_roL:ps, and analyzed for each behavioral concept. Significant dif-

ferences were noted for only four of the eleven concepts for any two of the

three sup; - groups using t-test statistics.

In ,eneral, resoonding Atlanta advertising executives 'agree that they

'uould use : vanity appeals to advertise cosmetic, diet, or other similar
products, black models in advertisements other than for black oriented prod-

ucts; s'-x ai.Peals; and, snob appeals. In :-eneral, they disagree" that they

would use : dramatic war scenes in order to advertise children's war toys,

dolls, and games, and, scenes depicting violence. In general, the advertising

executive sar.p-ie is "neutral' that they "would use': a misuse of the English

language in the ad,r;rticement, puffery; the portrayal of married life as

problems that can be solved by the purchasing of products, the portrayal of

love in an advertisement as the spending of money and ;thing of goods; and

fear appeals in an advertisement.

For the four concepts defined in this study e- open to auestion with

respect to proL,oting dysfunctional social values within which significrnt be-

tween Croup differences were found, three of them were more responsibly dealt

with by high authoritarians: misusing the English language, depicting violence
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and uzing fear eppeals. Thus, high authoritarians renort themselves as
behavinT in a .:.ore socially responsiblr: L.:havicr than do low authoritarians.
This finding is not st.puortive of owl:: hy?otU:sis, and, it surnerts conclusions
uhich arc to e reverse of the hypotht_sis, lou authoritarians may behave in
a less socially reAnonsibie mann-:r tilan do high autioritarian advetising e-s.c!c-
utives.

TABLE 2

Advertising Practitioner Authoritarianism Groupings
and Mean Score Comparisons on lever_ Self-Reported Advertising

Behaviorial Concepts
(1=Strongly Agree; 5=Strongly Disagree)

High Middle
13ehavioral Concepts (''Y uoule)

Low
Auth. Auth. Auth.

(1) Use vanity appeals to advertise cosmetic, diet,
or otaer similar products. 2.02 2.13 2.00

(2) Ilisuse 2nclisn language to advertise a producta) 3.66 3.05 3.12

(3) Dramatize uar scenes to advertise children's war
toys, dolls, and games. 4.00 3.97 4.16

(4) Hot use black models in advertisements other than
for black oriented products.M 3.80 3.74 4.34

(5) Use a sex appeal in an advertisement. 2.46 2.26 2.23

(%) Use scenes dopietlng violence in my
advertisements."4 4.22 4.00 3.75

(7) Use ''snob appeals' in my advertisements. 2.71 2.51 2.59

(3) Use puffery in my advertisements. 3.44 3.18 3.25

(9) Portray married life as problems that can be
solved by the purchasing of Products. 3.73 3.82 3.78

(10) Portray love in an advertisement as the
spending of money and giving of goods. 3.49 3.69 3.L1

(11) Use fear appeals in my advertisements.(() 3.53 3.85 3.28

(a) High Auth. sig. different from Mid. Auth. J .02 and from Lou Auth. 0 .10.
(b) High Auth. sig. different from Lou Auth. 2 .02, Mid. Auth. sig. different

from Lou Auth. s .01.
(c) i h Auth. sig. different from Low Auth. C .10.
(d) Mid. Autn. sic. different from Low Auth. 2 .05.

The one sicnificant concentual betueen croup difference which uas in
the direction of the original hypothesis concerns the use of black models.
Althougn the hi,;h authoritarians tended to 'agree that they would use black

models in advertisements other than for black oriented Products, they were
significantly less adamant about this behavior than were low authoritarian
advertisin,-, executives (t=2.38, df=71, p < .02).



Conclusions

Findings seem to support the contention that high authoritarian indf-i-
uals are attracted to the advertising field, no:,t likely because of the role
advertising fulfills in our society'. :lost individuals prcoably feel that

advertising brings order to oil' fv.ohomic system, a potentially positive aspect
for high authoritarian personality types. Because of a desire, internally
motivated, to niake a career in an institution 1,hich is bringing order to our
econolny, as well as reflecting the inllues of society, the high authoritarian
student states a greater intention to ent,er the advertising field than would a
low authoritarian student.

Thus, for the high authoritarian student, what his parents, best friend.
or professors have to say about making advertising a career have little impact
on his desire to enter the advertising field. It should be noted that not all
student subjects in this study were advertising majors, it is projected that
perhaps 50;; of those in the study were advertising majors. This factor may

have affected our results, and limited the interpretation cf the data.

High authoritarian advertising practitioners were found to be more

'responsible' in their use of advertising content, especially relating to
'destructivf.ty" (violence, fear, and misuse of English) . UnfortunaLely, adver-

tising practitioners, as a whole, condone the use of advertising content which
distorts interpersonal relations" (vanity, sex, and snobbery), as well as

being neutral to many other concepts in this conceptual area (portraying love
and married life, fear, puffery, and misusing English). Thus, it is not sur-

prising that this area of handling interpersonal relations in advertisements is
also the most under attack.21

Most likely, the high authoritarian advertising executive is reacting to
his own deepseated personality syndrcme when he says he would be less likely to
asa violcne and fear appeals. This is supnnrted Allport's (1958) observa-

tions of a hien authoritarian personality, This need for authority reflects a

deep distrust of human beings... (there is) the tendency of prejudiced people
to anrce that 'the world is a hazardous place where men are basically evil and
dangerous.22 Likewise, the high authoritarian's desire not Lo misuse the

ianjuage in advertisements may be a reaction to the destruction of
"order" in language, or as Allport (1958) points out, "...those who are more
afraid of swindlers have higher prejudice scores in reneral. They feel more

threatened by trickery than by direct physical attack.°23

The sccial effect concepts which show greatest behavioral support from
advertising practitioners are violence and the use of black models. Undoubt-

edly, all advertisers haNe a reflex reaction to the tern -violence." Thus, all

generally are they would not use violence. Likewise, because of much discus-

sion concerning the racial problems in our society, most advertisers reflex-
ively state that they would use black models. However. the personality syn-
drome of a highly prejediced individual surfaces in that he would be less
likely to use a black model than would a low authoritarian practitioner.

Sunmary

One may be led to predict that, over time, the advertising industry may
continue to attract highly authoritarian individuals. Consequently, the
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individuals may continue to ignore the conscious advertising content decisions
which 1Just be made in order to meet easic staidards of social responsibility.

specially in the arcs of values relating to inteipersonal relationships, this
is where advertisers in gener:..1 see..: to be least socially responsible.

Instances in this study when advertisers responded in a behaviorally
responsible nanner to social problems in our society, could be traced to how
this behavior is merely reflective of the advertiser's own deepseated fears
and apprehensions. Also, the authors believe that a possible rep: on for lack
of significant differences between high and low authoritarians in their be-
havior may be the lack of clear differences in personality structure. A lop

authoritarian typed" advertising practitioner may not be very different from
a high authoritarian "type." If Primarily high authoritarian "types.' are
attracted to the advertising field, the Personality of all advertising practi-
ticners may be very homogeneous. Another possible explanation for a lack of
high-low authoritarian group differences nay be the pressures of business which
ctrongly affect all individuals and negates personality type differences.

In general, the potential for having advertising practitioners tare upon
themselves the job of becorainfr socially responsible in their advertising deci-
sions and in throwing out the 'rotten apples looks very dim. Of course, more

reseercn neeLis to be conducted, especially in different areas of the country
and in comparing the propensity for high authoritarian individuals to enter
the advertising field as opposed to entering other professional fields.

If in the future advertising executives do not exhibit a greater concern,
through their advertising content decision making, for meeting social respon-
sibilities, other institutions in our society will most likely feel compelled
to force this responsibility upon advertisers. Heedless to say, this will be

a 'bitter pill'. for advertisers to swallow.
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Interaction process analysis is an observational :,ethod for the study of
the social and emotional behavior of inaividuals in small groups (Bales, 1971).
The method taus developed as a General-purpose descriptive and diagnostic pro-
cedure designed to produce theoretically relevant measures for all sorts of
small groups, thus encouraging the development of empirical norms. The method
has been used by a number of different investi,ators (Dales and Hare, 1965).

The conceptual foundation of interaction process analysis may be contained
in this analo,y: in our social world, we live as leaders and as followers.
Often, it is through leadership and its puny di.iensions that one person affects,
persuades, or motivates another person. The theory Postulates three Principal
factors to define such leadership: dominance, liheability, and task-
orientation. An individual's rank, or score, on each of these factors, or
dimensions, is an indication of his relative style of leadership. For example,
individuals scoria: high on task variables have been described as task leaders,
as col.mared to those who, say, score high on affect, and are described as social
leaders (Dales, 1)53). On the other hand, one who scores low on all three
scales could be describea as an underactive deviant, and after becomes a 'scape-
goat of the group. The uniqueness of the Bales model as opposed to others
lies in its behavioral nature, that is, tae characteristics are quantifiable
and susceptible to observation.

Dales (11:71, D. 259) has provided a key for interpretation of such inter-
action Profiles, which is essentially reproduced in Table 1.

Interpretation of Interaction Profile

1.

2.

3.

4.

5

gatqfpry

Seems friendly
Dramatizes
Agrees
Gives suggestion
Gives opinion

Interaction Score

Dimension II

(If Hifth)

P

U3
PP
UT
F

(If Low)

11

DF
'JD

DD
,)
.-,

U=Upward
D=Downward

6. Gives information UP U . Dimension I
7. Asks for information UP DI; P=Positive
6. Asks for opinion P J N=Hegative
9. ;Ls-1:s for suggestion DF UD

10. Disagrees J P Dimension III
11. Shows tension DD OF F=Forward
12. Jeeps unfriendly 14 P B=Backward
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Tlie dimensions or factors are presented in a spatial metaphor aerely to
aid visualization and memory. For exalpla, cn Dimension II, power, or domi-
nance of an individual may ba pictured as being vertical in space--upward if
d:minant, downward if submissive. Dimension I contains variables related to
liking (positive) and disliking (rfarative). Diniension III reflects ratings on
acceatance of group tem.( (forward) versus non-ackievement (negative). Talcs
states that the dimensions should be considered as essentially uncorrelated,
or unrelated. Subjects'ratings may be totaled and compared vis-a-vis.ordinal
scaling.

The bales interaction model has been evolved from a factor analysis by
Couch (1960), yhich employed an exceptionally large nur,ber of measures. Com-

peting with the .Dales model are similar schemes, primarily used in education
research (Kirk, 1963; -.lough and Amidon, 1964 Furst, 1965, Romoser, 1965,
Zahn, 1965), and applied to teacher training.

Aaplication to Communication :lesearch

Although perhaps theoretically attractive, the sales model presents dif
ficulties in operationalizing its turns into those used in communication
research aethodolor:y. Primarily, such difficulties come about through the use
of the previously mentioned factors that have variables that often as not
correlate equally with two differing factors or dimencions. This would seem
to be an obstacle to a factor analytic test of the model, in which, for ex-
ample, one would want to conduct an analysis (perhaps using coLiputer program
RELATL) in which the theoretical matrix pattern may be used as a -target'' for
rerotation of a second (empirical) structure, to determine goodness of fit.

A second difficulty, dgain dealing with factor analytic theory, is that
no factor scores are provided by Jales. In other words, variables relating to
each factor are not clearly identified, along with each variable's relation,
expressed in product moment coefficients.

A taird difficulty lies within the concept itself. Although strongly
linked to a mainstream of interest in education research, it is only weakly
link' .- to current lines of inquiry into General analysis of leadership proces-
ses, which are perhaps more explicitly served by Blau (19(I &),. Fiedler, (19C7),
Cartwright and ,:ander (196C), and Bavcias (19C5). Finally, it has only sparse
application to current issues in such areas of colaiunication research as marLe',-
ing commaaications and information theory nethodolo,:y. Yet as these studies
typically focus upon the Persuasion of source leadership, and subsequent atti-
tude cinngr., it would seem reasonable to assess the potential of the Jules
model for sucn inquiry.

th tae precedin- statement in mind, this inquiry was undertaken to
provide zocn statistical appraisal. Could adaptation yield an instrument that,
for instance, could assess in behavioral terms the interaction of selected
publics ::ita :leasages from an institutional source? Or detect differing Per-
ceived images as projected by corporate or institutional sources? Or could it
provide self -sort factors that compare favorably with the dimensions theorized
by Bales?
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In general terms, the model was modified and tested as to its rcbustness

and applicability to communication reseerch studies. More specif;cally, it was

subjected to tao forms of cluster analysis, and to two factor analyrez, and

transformed into a twelve-scale instrument showing some premise for self-report

use.

Thirty subjects, principally university students, provided data throne!

use of Q-sort technique. The subjects (fifteen male, fifteen female) *:Are

asked to rate themselves, through use of an eleven-category set of fifty-six

variables derived from Dales terminology. They were requested to ''score"

themselves in terns of these variables from least characteristic to most chae--

acteristic, in typical forced-choice Q-sort procedure.

The fifty-six statement Q-sort was constructed from the original twelve

variables postulated by Bales, plus forty-four more or less lcgieally related

statements. An equal number of positive and negative statements per each

variable was derived (Emmert and Brooks, 1970, p. 169).

To overcome procedural difficulties posed by Bales' variables loading

upon one and two factors, it was poctuJ.ated that factors Affect, Dominance,

and Task-orientation were tx, be treated as orieipally stated, and such scales

as loaded directly upon them "purely' were to be indicated as such. However,

scales thr.t loaded upon two factors equally and ccncomitantly were grouped into

additional factors.' For instance, scale ''seems reasonable" loads upon both

Affect ar.d Task, and thus was assigned to a new factor so labeled. ("Further,

all positive or negative directionality was eliminated.) In all, six factors

emerge frog: this procedure--the three original factors, plus three interaction

factors. Table 2 indicates the operational scheme of the Bales model.

TABLE

Bales Interaction Mac:el (Theoretical

I. Affect

2

Statement Set)

Dominance

1. Seee,a friendly* 18. Gil/C:3 information freely*

2. Sens pleasant 19. Talkative, but to the point

3. Seems likeable 20. Often initiates interaction

4. Seems vary 21. Brings out important points

5. Unfriendly*
6. Unrieasant
7. Dislikeable
5. Cold
9. Disegreeable*

10. Shoes passive reject ton

11.

12.

Seems ultraformal
Obstructive 22.

III. Task- orientation
Has strong opinions*

13. Asks for opinion* 23. Often offers viewpoint

14. SeeLs evaluation by otheru 24. Often states evaluatiece

15. Seeks others' view-loints 25 Offers juttmen;:s often

16. Asks others' at 26. Rat;onel

17. Doesn't solicit opinions 27. Me.ture
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TABL2 2 (continued)

IV. Affect sad Dominance VI. Dominance and Task
23. Asks for information* 33. Dramatic*
29. Seeks orientation 39. Full of humor

30. Asks for more facts 40. Has lively feelings
31. Seeks new points from others 41. Unconventional
32. Given little information 42. Shows tension*

33. Doesn't seek information 43. Anxious
44. Is a worrier
45. Solemn
46. Gives suggestions often*
47. Very helpful
48. Offers good ideas
49. Speaks out freely
50. Often asks for suggestions*
51. Seeks ideas from others

V. Affect and Task 52. Asks for ideas often

34. Seems agreeable 53. Seeks help from others
35. Supportive to others 54. Boring
36. Cooperative 55. Relaxed

37. Rewarding to others 56, Doesn't ask for suggestions

:original statement variable

Results

FORTRAJ program ;:GROUP (Veldman, 1967) was run as a preliminary inspect; -

:method. It utilizes a generalized distance function based on the concept of

error suLis of squares, which progressively groups, or clusters, either persons
or variables, in such a way as to minimize an overall estimate of variation
within cluster. Following is data of clustered groups by person (Table 3) and
by variable (Table 4) .

TABLE 3 TABLE 4

Hierarchical Clustering Analysis Hierarchical Clustering Analysis

Subjects j 3y. Variables

No. of
Group'.;

7,rror

Term

No. of
Groups

hurror

Term

0
8

53.35
62.39

9

8

51.59
52.25

7 71.38 7 52.38

6 75.10 6 53.15

5 78.90 5 55.50

83.54 61.61

3 101.61 3 103.60

2 103.20 2 129.17
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Data obtained from Table 3 woald generally inaicatc natural clusterings of
persons in Groups of three, five, cr six, but weakly indicated. Data obtained

from clusterinG of variables would Generally indicate Groups of four, five, or

six, and again but weakly indicated in Table 4.

First Factor Analysis

The first factor analysis was carried out through principal axis analysis
and Varimax rotation, wita only roots greater than 1.00 extracted. Procedure

accounted for 56 per cent of the coL.mon variance, and obtained six factors.
Table 5 Presents the data.

TA13LE 5

Variance

Load -

irR Factor

Factor I. D, ;reeable .82 Affect

Affect Col- -.80 Affect

Dislikeable -.79 Affect

Unfriendly -.77 Affect

Unpleasant -.76 Affect
Pleasant .75 Affect

Friendly .74 Affect

Likeable .69 Affect

Boring -.69 Dominance and Task

Agreeable .65 Affect and Task

Ultraformal -.60 Affect

Factor II. Often seeks suggestions .77 Dominance and Task

Verbal Seeks others' views .76 Affect

Interaction Speaks out freely .7o Dominance and Task

Asks for opinions .69 Affect
Seeks ideas from others .6o Dominance and Task

Factor III. Doesn't solicit opinions -.67 Affect

Reclusiveness Often states evaluation .66 Task

Seeks orientation -.66 Dominance and Affect

Doesn't ask suggestions -.62 Dominance and Task

brings out important points .59 Dominance

Factor IV. Is a worrier -.77 Dominance and Task

Egd Strength Shows tension -.70 Dominance and Task

Mature .58 Task

Anxious -.55 Dominance and Task

Factor V. Asks for information .75 Dominance and Affect

Social Dramatic .66 Dominance and Task

Interaction Solenn -.58 Dominance and Task

Asks for facts -.55 Dominance and Affect

Factor VI. Unconventional -.74 Dominance and Task

Propriety Supportive .62 Affect and Task

Uelpful .60 . Dominance and Task
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Insuection of data :from Table 5 uould indicate that when cornered to
obtaiLud data, theoretical factor structure hreui.s dour repidly after Factor I,
Affect. Suggested are certain factor names, an erbitrary choice, to indicate
somewhat the nature of the lectors. This dbta, then, would suggest that, as
earlier indicated by hierarchica: ?lustering analysis, a natural groupin3 of
variebles does occur in a cluster of six fac tors, but, neverthelss, the
stricture beats only a ueak and perhaps superficial correlation with the Sales
model.

Second Factor Analysis

One further step is available, in that Bales indicated that his dimensions
lie along only three factors. Based upon this, the factor structure was hand-
rotated to obtain maximum loadings upon a three-factor orthogonal structure.
The data is presented in Table 6. (Only highest loadings are reported.)

TABLE 6

ThreeFactor Structure

Load-
Variance ing Theoretical Factor

Factor I. Pleasant .32 Affect
Affect Dislikeable -.32 Affect

Unfriendly -.81 Affect
DisaP,.eeable -.30 Affect
Friendly .77 Affect
Unpleasant -.76 Affect
Cold -.71 Affect
Agreeable .64 Affect and Task

Likeable .G3 Affect
Loring -.63 Affect and Dominance

Factor II. Doesn't seek intonation -.72 Dominance and Affect
Social seeks ideas from others .71 Dominance and Task
Interaction Seeks others' views .69 Affect

Asks for opinions .59 Affect
Anxious .59 Dominance and Task
Speeks out freely -.58 Dominance and Task
Doesn't solicit opinion -.54 Affect
Is a worrier .54 Dominance and Task

Factor III. States his evaluation .65 Task
'task Often offers viewpoint .60 Task
Orientation Unconventional -.6o Dominance and Task

Seeks help from others -.52 Dominance and Task
Offers judgments often .51 Task
Seeks neu points from

others -.48 Dominance and Affect
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Data from Table 6 would seem to LAdicate a better fit with postulated
Bales dimensions, evea the;. ;h certain variab3es take on a new relationship.
For example, it would seem that Factor Il shuuld be more objectively tagged as
Social Interaction than as Dominance.

Modification of Basic Bales Nodel

The three-factor structure, as ?resented, contains at least two character-

istics that weaken its applicability to self-report. First, the variables

siven have not been inspected for variability, or instability. Second, many

of the dimensions overlap psychologically, and nearly measure to an extreme
amount, the corn oh variance, and thus perhaps fail to include a fairer picture
of each factor as a whole.

To overcome the first of thee' objections, inspection rejected several of

the jiven variables, due to larc,e sigmas, in spite of high loading. Secondly,

some alternate measures were chosen as judged less reflective of psychological

overlap. The modified Bales model is presented in Table 7.

TABLE 7

Transformed Bales Model

Factor I. Affect: Seems pleasant
Seems agreeable
UltraformAl (-)
oring (-)

Factor II. Social Interaction: Seeks ideas from others
Seeks other viewpoints
Speaks out freely (-)
:las strong opinions (-)

Factor III. Task Orientation: Often states evaluations
Gives information freely
Unconventional (-)
Seeds help from others (-)

Thus, once agmin, a twelve scale instrument is achieved aha one that per-
haps has potential for ase in communication studies, particularly those inolv-

ing self report data rather than observational data.

Summary and Implications

In sumL2ary, it was the purpose of this research to pioneer the possibility
of adapting t!,e Bales interaction process model, a general purpose observa-
tional instrument measuring leadership, to a form suitable for communication

research involving leadership characteristics. For instance, market commni-

cation stu:des have long needed E.-.1 instrument that explores the notion that
brand anti corporate image concents can be studied within a product/consumer
interaction context. For instance, smokers and non-smokers often render
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similar image profiies of cigarnttes f.v.lch as :.1riboro and Benson and Hedges.

Yet these two publics most obviously 6iffer 211 the psychological distance that
they place between the brands and themselves.

T . uata obtained in this research suggests that Bales variables as
leperted in the thre-.?actor analysis structure present a logical as well as
mthematical profile. The method of adaptinz such a general purpose, observa-
tional methodology to Q-sort technique obviously creates changes within
characteristics, yet in this case, the factors if anything, seem to be enhanced.

Further testing, of course, is mandatory. Perhaps most advisable mould
be multi2le discriminant analysis, a sort of treatment provided by such com-
puter programs as DSCRI, in which the discriminative abilities of individual
variables are compared.

O: balance, data secured in the research here would support the notion
that the modified three factor Bales model presents a potentially rich survey
instrument for consumer/image studies, due to the fact that (1) the instrument
is linkeo. to a large body of conceptual theory reiatin to leadership and per-
suasion, but (2) also that the variables are objectively determined, up to the
observational capabilities of the raters. To the point here is that a similar
attitude instrument, Osgood's Eemantie differ-ential, provides much meaker
behavioral scale variables by 7hich to evaluate or quantify a personality,
group, or institution.
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conjunction Lith bib, cansidcuou.:, attcntion-getting motorcycles.

The reasons for the factor's existcelee vnry for tile five persons. The factnr

influences buying plans fx on17 the e;nerienced hotorcyclists.

F:ictor 3 :represenTs motcrcycles with role involve-

on ?-st cxj,erienca cnd enjoz-nent of motorcyclin,. The rotorcycJas

,re the ones a resPonsIble, sa2ety-conscious, quality-minded person wouli' buy.
Al. but tne nest exnerienced cyclist (- 1) would buy for these reasons.

Faztor C concerns novelty, fun, or communication pleasure. ..:one of the

:.en would buy a motorcycle for these reasons, houever. Jhat seems to be at

issue i3 a Jiimse of a new life-style in which the motorcycle is only a part.

Factor D reflects a recognition of the perforhance and efficiency of the
machines. -owever, only the second experienced rider (I_ 2) considers this a
reason for selecting a motorcycle.

ie raining neu factors r, and G, are unique to the two novice riders

and the non-cyclist. Factor n represents the first novice's (J-1) limited

cyclin and his ambivalent involvement with his motorcycle. ,:evertheless, it

is what ae says he wou1,1 buy. Factor F concerns enjoyment per se with no buy-

irc plans. Factor G is basically a repeat of the non-cyclist's original factor
based on his judr-r.ent of a ni.,;h quality motorcycle wthich is honestly advertised

and made to be enjoyed. _lowever, it is not enough to ma'ne him buy.

In so.ae cases the theories we have examined apply but in others tacy do

not. A major contribution of the theories was to reveal the prarnatic signifi-
cance of display, auality, safety, fun, and performance as advertising appeals

fez. motorcycles. The hajor theoretical contributions uere the insight they
provided into tie complex motorcycle domain and their help in revealing the

deep involvement of the self in motorcyclin,g.

Censw,.erizin; in the motorcycle domain appears to be more in terms of the
values attributed to the cycles than in terms of the mechanical and design
eracteristics nut there by manufacturers. Consumcrizin.: see-is conducted far

self enhancement. During such consumerizin, subjects seen to take for grented
tie physical attriLutes and performance characteristics of the motorcycles.
-rand image ana "uality sec.:. to be related but they may' or nay not influence

buyinr: negotiation.

T-e situation seems to be one in which the individual uses sometimes one
stimulus or condition, so..,ctines another, or some combination of conditions to
evoke a carticular existin.; schemats or role in the motorcycle domain.

These roles cyclists and non .cyclists play in the motorcycle domain are
Subjective to thea. Tne roles center on display, Taality, safety, mechanical
perforhance, and fun.

The self is central to all clse. The theories as conditions of instruc-
tion accounted jointly and alone for only sements of the attitudenizing uith
re6ard to motoreyclin;. The factors bore no one-toone relationship to the acs
in the -sahple.
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iSC mean ings the adz, had fcr different individuals in the presmt research
vere very different, yet, the overall interpretation.; were of a very gerem.1
nature.

The self is what ;five the valor to the various neanings the s.,bject: found
in :hc ads.

The factors for each of the single cases are indicative of roles ard e_tti-
tut:enizing from the subject's own noint of view. In all cases one factor rep-
resented 'that really matters to that person and it usually included buying
negotiation.

Pl-agmatics

The subjective approach and the intensive study of the single case revee.1
values and meanings the subject fould in the ads and in the products.

Factorin; the facwrs strengthens the aingle case results by illustrating
the law fullness of the attitudenizing and behavior of the subjects.

Further pragmatic and theoretical research is suggested by current events.
:Iotorcycle sales have increased dramatically as people seek economical trans-
portation.

The new basic transportation-oriented cyclist should be examined. Drivers
of other motor vehicles who share street and hi6hway with cyclists shouia be
understood. Profe;sienal cyclists have some contribution to the general
milieu. Legislators, police, and judges influence cycling. .cmvironmentalists
and safety experts have expressed interest in the motorcycle.

The approach of the single case intensively studied from relevant theoret-
ical positio.s can add to the necessary understanding of the forces that im-
pinge on the cyclist and his domain.
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Appendix 1

THE COOITIOliS OF IUSTRUCTIM

1. Assume that you plan to buy a new motorcycle. Which of these motorcycles
-could you seriously consider? 'Ahich ones :could you not consider at all? Q --sort

these ads from +5 fcr those you would most seriously consider buying to -5 for
,hose you would never consider. The ones between could be the ones you might

consider.

2. Imagine you are glancing through a magazine in which these ads appear.
Laich would you stop to look at and lenich would you be likely to skip over

entirely? v sort them on this basis...

3. dhich of these brands or models of motorcycles nave you had experience with?
Q-sort those brands or models you have owned or ridden or know a lot about from

personal experiehce...

4. Mink of
behavior. 1-

5, Sort the
(best materi
shoddiest in
be...

a person who more then any other had probably guided your general

sort the ads the way you think that person would have done it...

adz with respect to product quality, from those of highest quality

is soundest workmansnip, finest construction, and the like) to the

t:Ise respects. Disregard how useful the motorcycle nay or may not

6. Amotorcycle is made for a purpose, that is, it does one thing best. Qsort
those which do their jobs most efficiently (+5)...

7. If you had plenty of money, and wanted to go out on a limb (that is,
splurge without resard to what you hwe done in the oast), which of these ads
would be :cost likely to influence you...

Q. Blink of a person who, more than any others, has probably guided your inter-

ests. Q sort the ads as you think that person would have...

9. Sort the 'Ids according to which motorcycles are the physically attractive...

10. ::rich eas do you find to be the .4ost aesthetically pleasing? Which do you

find to be aesthetically unpleasing or ugly? Qsort then...

11. 'What .soup do you think you identify most with? now do you feel C,at people

in that group would regard these ads? Qsort...

25- Suppose you were given or won enough money to completely pay for your choice

cf and motorcycle advertiseL. ;ere and the condition was that you had to spend it

on a motorcycle or you didn't get it. Which would you be most likely to select?

240



13. als in mat-o.ires seem to be enjoyed irrespective of the product or
service advertised. Uith others it is ju..t the reverse, they are unpleasant
distasteful, again irresoeLtive of the products or services advertiicq. *c.;rt
the ads...

14. Some not,.)rcyy2e: have features t'r,?.t make them safer than oth2rs.

mtorcycles advertised here seem to you to be the safest...

25. The comraderie among motorcyclists is very strons and they talk a lot
:.::out motorcycles end their qualities. Uhich of these bikes would they talk
about the most

15. Some people seem to think motorcycles are a good way to get away froa it
all, to .eu their own thing, to help forget the oaily grind. Which of the
motorcycles would help you get away...

37. /12.3 often contain more prom:so than the product delivers. Sort the ads
for their honesty in accurately and adequately telling things you want to know
about a motorcycle before you even shop for one...

18. Some products or specific models of products are made just to enjoy.
Mctorcycles seam to be one of those products. Which ones alvertised here
seem to be the ones made just to be enjoyed...

19. Sort the ads with respect to brand. The brands that you have the most
faith in will be ranked +5...

20. It is sometimes said chat one of the most important things one can know
,,.bout a person is what he takes for granted. Sone of these ads bear on this:
some you proballly take for granted and others you don't. 0, -sort them from (+5)

those you are most likely to take for granted...

21. Which of these ads is likely to influence you positively in some degree,
and which the reverse? Qsort them on this basis...

22. A passenj:er on her first motorcycle ride once said, It feels like e,%ary-
bedy is looking at us. Some passengers and some motorcycles attract more
looks than oLhcrs. !'hick products advertised here do you think would attract
the most looks...

23. There is a quality in advertiseL,ents, news stories, TV programs, and such
things t..-It dives them authority or makes them stand out as being believable- -
sometimes rezaruless of the product or story. Q- -sort the ads...

2)4. Come ads nave' a auality of novelty: that is, they in some way attract
attention to tne..Aselves or stand out from other ads. 2 -sort these ads on the
basis of novelty...

25. Je all have some feeling a7Dout the good life. Q sort these ads the uay
you think a person living the Good life would...

A doctor has said some motorcyclists have emotional problems involving
their inctorcycles. These ,seneral problems ilicludo an unusual amount of dream-
ing and daydreamims about motorcycles, a history of one or more seri9us
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motorcycle accidents, stron; of be inc T:ersonally ina0.equate, poor

self-cohtroi in rersonal life and a hint of feAr of the Motorcycle and of hav-
ir.7, an accident oil the cycle. '' cart those wuy you think that Lind of
person would...

27. nurfcer of c:.:;ualties caLsed by motorcycle accidents reached 5,000
.lieu anu nearly a million injured last year. 0,-sort these ads the way

t:link a close friend or relative of one of these victims could...

Sample Varimax
For One Ex.7;erienced

Condition of
Instruction

TA.LE I

Loadings
Cyclist (E-2)

T II III IV

x
.

.

.

.

Person

TABLE

New Factors

Original
Factor

II

Fron Old

New Factors
A

a

X

B

x

C D

x

E F G

-1

E-2

T

.1.-T_.

III
IV

T

1

2

3

4

5

6 x II x

7 III x

C IV x
9
..;

x V x
10

11 li-1 I x
12 TI x x

13 III x
14 x IV x

15 x V

16t VI x
17 x VII x

13
19 .-.,."' I x x

20 x II x

21 TTI X

22 x IV x

23 V x

24 x

25 NC I x

26

27

x
x

.

:

.

II

TII x
x

Iv
V
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JOLU s. GIFFORD
:iami University, Ohio

The use of integrated advertioin-., defined as any advertisedtent containlag
at least two individuals of identifiably different ethnic background. vno cce'lry
prima-My, secondary or backcround roles, has undergone a rapid metamorphoEs
the United States during the past twenty-five years. The character and number
of integrated national and local advertisements for products, services and
institutions has chaned and increased in all the various media, especially
since the beginning of the sixties.1 novever, during this sane period, °nay ft
small number of significant research studies have appeared which exami:le the
possible impacts of integrated advertising on American liegroes and whites in
trc United Statas.2 published studies have been discovered which attempt to
measure the effectiveness" of intezxated advertisin5 in selling goods or se-_-v

iccs,3 or adeguately answer the question of the impact of integrated advertis
ing on store image.

seed for the Study.

Integrated advertising, is of concern or imoortance as an area of study
only if there exists an economically and/or socially significant Ameri:an Ilegro
market. If such a si:pificant and distinctive market does not exist ler a
advertiser, there would be no need for or concern with, mixed race aavortising.

One must as.. such questions as: 1) is the 7.egro market a unique market seg-

ment? 2) is it economicall: or socially si,:nificant? and 3) if so, does it

provide economic and/or social opportunities to advertisers and retailers which
might be facilitated through the use of integrated advertising?

The blachs in America have undergone an historical and cultural evo'.ution
quite different in many ways from that of vhites. They have develo7sed mars

cultural, social, psycnological and consumption patterns as reactions to their
particular environment which are unique to their race.4 Although the Uegro

market includes other special markets--teenages, females, mass and class--it is
clearly a distinct market with its geographical, social, and psychologic71

reslity based on common experience and physical differences. 5 This mar::.ct it
large, coL,priqing wetter than 11 per cent of the total United States porulation
(22,530,23A,L, ana is increasing at a rate better than'57 per cent faster than

that of whites.7 It cannot be considered realistically by businessmen as just

a special market. The liegro market today is a basic market.°

In order for the Agro market to be important to retailers, it must also
have the purchasing power to buy goods and services. 3etween the years of 3920

aT.I 1).1;9, the purchasinz power of 1;e:;ro families and unrelated individunls has

increased by approximately 31 billion dollars .9 The .;egro market is particu-

larly Laportant to department store retailers in central city areas. Pcwom
19GO and 1966, the population of whites in central city areas declined
naarly 2 per cent, Valle the non-white populations (92 per cent of which are
..zeroes) jained nearly 24 per cent.10 Of cities with 100,000 inhabitanis or
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more in the United Jtates, 20 mu include better than 35 Per cent of their
populations as blachs.11 ::ore t'a_n 50 per cent of the entire Aegro population
lives within 76 of the lar:4est cities in the United. States. Within thece 78
cities, tws-tairds of all retail sales are uade.12 This means that of 1..ile

N%-,211,000,000 retail sales in 1970, ;33,553,000,000 representing dep-lrtment
store sales, over ,:40,000,000,000 were in sales in only 73 cities, ,rich CCA-
taf.n well over 50 per cent of the U. 3. :egro population. In Chicpgc alone,
bin lks spend tore than 2.7 billion dollars in retail trade each year.I3 2ho

Comnerce Department in 1969 estimated current buying Power of Negroes as 34
billion dollars. the year 2000, that market is expected to reach 75 billion
dollars.14 As of 1967, negro purchasing power was about 1/3 as large as the
total purchasing power of Italy, Go per cent as biz as the total sales poten-
tial of Canada, aid about as large as the total buying power of Spain and
Sweden cemtined. In short, the domestic .:4egro purchasing potential is roughly
equivalent to the total of all U. S. export sales abroad.-15

Considering the size of this potential market, it is amazing how little
research has been conducted on how to most effectively reach the Jegro market.
Over 19 billion dollars were spent in 1970 on advertising.16 Of this tint,
approximately 5.9 billion was spent in newspapers. Aithou;h no exact figures
are available, it is estimated that better than 90 per cent of this lat;ler
amount is basically retail advertising.1( Since every advertisement projects

to some degree the image of this store identified in the advertisement, it
would appe.:Ix wise to hiou if one should use all- black '.Lode.': s, all white

or some couldnation to create the store it age desired by management. This in-
formation is necessary if the store manar:er is going to utilize efficiently Liz
rather sizeable advertising dollars.

Many black pressure groups, such as C.O.R.E. and A.A.A.C.P. have been
active since 1963 encouraging throu6h arguments of social responsibility and
economic pressure the expanded use of integrated advertising. Whether the
reason a retailer considers the use of integrated advertising is a feeling of
social responsibility, economic prexsure, or a desire for greater personal
gain, it is important to be familiar with the potential imp .ct of intezrated
advertisements on his store's image.

01,i-r't'-e of Research/hypotheses

The objectives of this study were twofold. The first objectives was to
determine tie degree to wh!ch itegrocs and whites are capable of formulatirg and
iLterpreting a st.)re image based upon two representative sample store adver

ti'ements. If nezroes and whites can indeed formulate fairly concise store
images based upon only the advertisements of a retail store, then it must be
determined if the image projected by identical advertisements i3 interprete4
6fft.rently by Ale.2:0C3 and whites. ahat is the direction and si:rnificr.nce of

thse differences as related to all white, all black, and integrated advertise-
men:,s?

igyotheses)

.1
1

ilegro and white students are capable of interpreting and fermnlatj.ng
a sto:e image based upon two representative sample store advertise-
ments.
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; The use of ucll-roeccived integrated advnrtising will result in a
-2

positive response ty staeerts todard store image elements when
coLg:-.reu i).;ainst reseorses of lac:. stejents to all white advertise-

ments for tie caele store.

113 The use of 7;e11-co_ceivea irtegrated advertising will result in a
negative response by b1 :c:. stuaents toward store image elements whea
compared against responses of black students to all black advertise-
ments for the same store.

E4 The use of well-co%ceived integrated advertising will result in a
positive response by white students toward store imm,Le elements then
coupared against responses of white students to all black advertise-
ments for the same store.

The use of vell.conceived integrated advertisements will result in a
similar response by black students toward store image elements uhen
colipared against responses of white students to integrated advertise-
ments for the same store.

iAG The use of well- conceived integrated advertisements rill result in a
similar rOSIDOlu'e by uhite students toward store image elements when
compared with responses :f white stadents to all white advertisements
for tae same store.

In somevhat :inpler terms, the intent of :fypothesis I is to determine the
ability of black and white students to abstract from only two store advertise-
ments the various elenerits of store image. iiypotheses II through VI may be

best clarified tIzougei the use of an illustration. This illustration indicates
the expected ,ciera1 relationships fcr the elements of store image. The words

positive and 'high prestige or negative and 'low prestige' are considered
synonymous in most of the store image elements.

All White inte;rated All 31ack
Ads Ads Ads

ii,.-o f
;

Responses - - $+ +
t

I

1

4= + 6 - iResponses
1

i

Research Desi-,n

The research was conducted at the University of Colorado, Boulder campus,
among a restricted stratified sample of black and white students registered

during the Zprine seleester of 1972. A sample of 235 known blacks, plus 1045

students, race unknown, were selected for sample Purposes. ,ach individual was

Lailed a cover letter, two advertise.ients, a modified semantic differential
instrument designed to measure 31 selected elements of store image, and ten
questions regarding basic demographic information, including race. The three
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sets of two advertisements, diffenirg orl. in the race of the models, were
selected frcni 423 newspaper sdvertiLen.ntz ynn earinc,. January and Febrnary of

19(2 by a large denartment F:.010 in the De3ton_Dails.;ews. A commercial artist

was conmissioned to alter the no:leis' pb:;seal characteristics of each of the

two advertisements, resultir3 in )(ne.: all ith,.te advertisements, tvs all tisck

advertisements, and two integrated advertisements. A professional printing

company reproduced the required number cf each version of the advertisements in

their orisinal sizes on utility Grade paper, which closely resembled the origi-
nal newsnaper in both color anc: texture. These research packets were mailed

through the facilities of the Bureau of Business Research of the Univ,:rsity of
Colorado School of Business. Responses were coded and entered on IBM cards,

LO then subjected to Chi Square M.easureelents of Goodness of Fit. Those ele-

witich satisfied Aypothesis I were then subjecte to the ann-Vhitney
Tesu, unadjusted for ties, and compared with the hypothesized results under
,hypotheses II through

Finee:res and Conclusions

2irst objective of this study was to determine the degree to which
..:16 and whites are able to formulate and interpret a store imaze based upon

two representative sample store advertisements. Table I indicates the respon-

ses of whites to the all white, all black, and inte;:rated advertisements.

Uhite respondents were able to significantly interpret and formulate store
image elements (at the .05 level cf significance) in all three versions of the

advertisements in approximately 63 per cunt o the cases. At the .10 level of

significance, this figure becomes 92.7 per cent. The only case in which all

three sets of ad,rertlsements were not significant was in response to the store

image element, would I be likely (nnlikely) to meet my friends in such a

store. It is believed that the non-signifie .ht response to this store image

element actually indicates that the respondents could significantly determine

the class of people who would patronize this store. The sample simply repre-

sents a cross section cf different class pes?le. Therefore, their responses

should varj if 1;he store class image is clear. Another interesting result

indicated in Table I is that white respondents con significantly form fete a

store image for 100 per cent of the image elements (.10 level of significance)

from the all black advertisements, 96.8 per cent in the integrated alTertine-

rents, and 90.3 per cent from all white advertisen.ents. It appears that white

rcapondents receive a clearer image from both the integrated and all black

adve-tisenents than they do from all white advertisenents. From those finaingE

Hypothesis I is strongly supported in 53 per cent of the store image elenents

for whites. Unfortunately, the sample size of black responses was tco small 4c/.

analyze.

The second objective of this study was to determine the direction and

magnitude of dUferences in interpreten.icn between identical advertisements an:

between all blank advertisements versus all white alvertisements versus inte-

grated adven-tizements. Table II indicatez, in highly generalized form, the

results of this study. Table II alone provides 27c, pieces of experimental data
each cell of which could be analyzed in its data form as to its relationship

with each horizontal or vertical store, image element. This would result in

well over a million experimental situations to discuss and explain. Although

this is obviously indossible to do, the data does yield certain patterns of

relationships of significant importance to retailers.
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TAM; I

Summary of Chi Square Meusure of Coodneos of Fit
All Advertisements - clack and 'white Respondents

Store imaae Clements

Ad #1

(W)

Ad #2
(u)

Ad #3

(W)

Price of Nerchandise:
Value for Money Yes Yes Yes

Price Level Yes Yes Yes

Merchandise Suitability:
Quality Yes - 11:o Yes

Jelection Yes Yes Yes

jumber of Brands Yes Yes Nol

Product Dependability Yes Yes Yes

Styles Y' i2 Yes Yes

Store Personnel:
Friendly Yes Yes Yes

ilumber on Floor No Yes Yes

Make You Feel Important Yes Yes Yes

Congeniality and Physical:

Clean Yes Yes Yes

Attractive Yes Yes Yes

Layout Yes Yes Yes

Crowded Yes Yes Yes

Display Neatness Yes - 1o Yes

Friendly to Blacks Yes Yes Yes

Advertising:
Informative Yes Yes Yes

Believable Yes Yes Yes

Realistic Yes Yes Yes

Jatural Jo Yes Yes

setter than... Yes Yes Yes

Lelpful Ycs Y,?s Yes

Store Services:
Check Cashing Yes No Nol

Credit Yes Yes llol

Delivery Yes Yes Yes

Return Policy ..: o1o1 Yes jol

:;ours Open Yes Yes Yes

Your Friends and The...
Meet Friends There No ik) jo

Upper Class Yes Yes Yes

,;fiddle Class Yes Yes Yes

Loiter Class 1.:0 Yes Yes

1,- ficant at the .10 level of significance.

Ad #1 = All White Advertisements
Ad d2 = Integrated Advertisements
Ad #3 = All Black Advertisements

W = Jhite Respondents
3 = slack Respondents

237

24



T
A
L
L
E
 
I
I

o
f
 
N
e
s
p
o
r
s
e
 
D
I
f
f
e
r
e
n
c
e
s
 
a
n
d
 
W
.
r
e
c
t
i
o
n
 
o
f
.
 
D
i
f
f
e
r
e
n
c
e
s

:
A
c
r
e
 
I
:
L
a
z
o

A
(
.
1
6
 
2
:
!
A
d
M

A
d
#
1
.
1
-

A
d
;
 
1
B
-

e
l
.
.
e
n
t
s

.
.
:
(
.
7
2
W

A
d
!
,

W
.L

.;1
1/

 3
 W

A
d!

!`
fl

.c
.1

1!
3
1
:

A
U
3
.
3

P
r
i
c
e
 
o
f
 
\
l
e
r
c
h
a
n
.
:

V
a
l
u
e
 
f
o
r
 
:
,
,
o
y

L
e
v
e
l

M
e
r
c
h
a
n
d
i
s
e
 
S
u
i
t
.
.

>
 
3

1
 
-
0
-
 
3

1
4
-
 
2

2
L

2
 
4

3
1
 
4
 
3

1
 
4
-
 
2

2

Q
u
a
l
i
t
y

1
 
-
 
2

4
2

1
 
4
 
3

1
 
-
>
 
2

S
e
l
c
c
U
c
n

1
2
 
2
 
3

1
 
t
 
3

1
>
 
2

/
 
o
f
 
b
r
a
n
d
s

1
<
 
2

2
 
4
 
3

1
 
<
 
3

1
 
4
-
 
2

P
r
o
d
u
c
t
 
D
e

-
c
i
t
e

1
 
4
 
2

2
 
4
 
3

1
 
4
 
3

1
 
-
>

S
t
y
l
e
s

J
.
 
4
 
2

2
 
-
*
 
3

1
 
-
>
 
3

1
 
4
 
2

s
t
o
r
e
 
l
'
e
r
s
o
n
u
e
l
.

1r
i

st
ir

1
 
.
4
-
 
2

.
i
u
:
:
:
:
)
o
r
 
o
n
 
r
i
o
o
r

1
 
÷

F
e
e
l
 
I
l
a
p
o
r
t
w
i
t

1
 
4
 
2

C
o
n
6
e
n
i
a
l
i
t
y

C
l
e
a
n

1
{
 
2

2
4
 
3

1
 
<
 
3

2
%
t
t
r
a
c
t
i
v
e

1
 
4
 
2

-
0

1
 
+
 
3

1
2

1
J
a
y
o
u
t

1
 
4
 
2

2
 
-
>

1
 
f
 
3

1
 
-
>
 
2

C
r
o
l
l
c
i
o
d

I
 
4
 
2

2
>
 
3

1
>
 
3

1
 
-
>
 
2

D
i
s
d
l
a
y
 
:
;
o
a
-
L
.
e
s
s

1
 
4
 
2

2
 
.
÷

3
1
 
-
>
 
3

-
>
 
2

P
r
i
e
n
o
.
l
y
 
t
o
 
,
;
1
,
.
!
.
c
s

i
 
t
 
2

2
>
 
3

1
 
>
 
3

1
 
-
>
 
2

A
d
v
e
r
t
i
s
i
n
g
:

I
n
f
o
r
m
a
t
i
v
e

1
 
4
-
 
2

2
+
 
3

i
3

1
>
 
2

B
e
l
i
e
v
a
b
l
e

1
 
4
 
2

2
 
-
*
 
3

1
 
a

3
1
 
-
0
-
 
2

R
e
a
l
i
s
t
i
c

1
 
-
0
.
 
2

2
 
4
-
 
3

1
 
4
-
 
3

1
 
-
0
-

n
a
t
u
r
a
l

1
 
4
 
2

2
 
-
*
 
3

1
3

1
 
-
4

'
2
) -

B
e
t
t
e
r
 
t
h
a
n
.
.
.

1
2

2
 
-
0

3
1

3
1
+
 
2

a
e
l
p
f
u
l

1
 
f
 
2

2
 
4
 
3

1
 
.
4
-
 
3

1
 
+

-
*
 
3

1
<
 
3

1
2

2
 
-
P
 
3

1
 
-
*
 
3

1
 
4
 
2

2
2

3
1
 
4
 
3

1
 
-
>

2

-
>
3

1
>
 
3

3
i
 
>
 
3

3
3

3
3

3
3

4
-
3

1
3

4
.
3

1
3

4
3

1
4
 
3

3
'

-
 
>
3

-
>
3

1
4
 
3

3
1

4
 
3

.
4
.
3

1
-
0
.
 
3

3
1
 
t
 
3

4
3

1
-
>
 
3

3
1

-
>
 
3

-
>

3
1

>
 
3

-
>

3
1

>

4
3

1
-
4
.
 
3

4
3

1
-
 
3

-
>

3
1

4
.
 
3

4
-
3

1
4
 
3

4
3

1
-
>
 
3

A
d
1
1
B
-

A
(
1
1
1
W

A
d
1
1
2
3

A
d
/
2
1
;

2
s
3
4
2
W

A
d
1
3
B
-

A
d
i
l
3
W

3
B
-
3
W

1
9
>
l
i
g

1
6
4
1
W

2
1
3
4
2
W

3
;
3
<
3
1
,
1

1
B
>
1
1
!

2
6
4
-
2
W

3
1
3
4
3
1

1
1
i
>
1
1
1

2
1
3
-
4
2
W

3
1
5
-
4
3
1
4

1
B
>
1
W

2
3
-
4
2
1
4

3
1
3
<
3
1
1

1
1
3
-
>
1
1
1

2
1
3
 
<
2
W

3
1
3
4
3
W

1
B
+
1
W

2
1
3
<
2
W

3
1
3
 
<
3
V

1
1
3
4
1
W

2
1
1
4
2
W

3
B
4
-
3
1
4

1
B
4
1
1
1

2
1
3
-
*
2
1
;

3
B
4
3
1
.
i

1
B
4
1
W

2
B
4
2
1
!

3
,
3
<
3
W

1
1
3
-
>
1
1
4

2
1
3
1
 
-
2

1
3
-
4
3
4
;

1
-
0
1
1
1

2
B
4
2
\
1

3
1
 
<
3
W

1
B
 
1
W

2
1
3
4
2
1

3
3
>
3
W

1
B
-
>
l
i
d

2
1
1
<
2
1
4

3
1
3
4
-
3
W

1
:
3
4
1
W

2
B
<
2
W

3
6
4
3
W

1
B
>
1
1
1

3
i

3
W

1
1
3
-
1
W

2
B
<
2
1
1

3
1
3
<
3
W

1
1
3
4
1
W

2
1
3
4
2
W

3
3
+
3
W

1
1
3
4
1
W

2
;
3
4
2
1
1

3
3
4
-
3
W

1
B
+
1
1
4

2
3
4
2

3
3
.
+
3
1
1

1
1
+
1
1
.
1

2
1
3
4
2
1
4

3
i
3
 
-
>
3
W

1
1
;
 
-
4
1
W

2
1
3
<
2
W

3
1
3
4
 
-
3
W



T
A
B
L
E
 
I
I
 
(
,
:
o
n
t
i
n
u
e
d
)

i
q
e
a
s
u
r
e
 
o
f
 
,
:
e
s
r
o
n
s
c
 
D
i
f
C
e
r
e
n
c
e
s
 
a
n
d

D
i
r
e
c
t
i
o
n
 
o
f
 
D
i
f
f
e
r
e
n
c
e
s

A
u
 
1
W
-
 
A
d
W

A
d
i
!
1
W
-

A
d
X
1
.
3
-

4
0
2
,
1

A
c
 
'
3
W

A
d
#
3

A
d
i
n
l

'
o
e
r
v
i
c
e
g
:

C
h
e
c
k
 
C
a
s
h
i
e
r

1
 
4
-
 
2

2
1
 
4

3

C
r
u
c
l
i
t

1
 
4
 
2

2
 
<

3
1
 
<

3
1

D
e
l
i
v
e
r
y

1
 
-
,
-
 
2

2
3

1
3

1
 
4

R
e
t
-
x
n
 
P
o
l
i
c
y

1
 
4
 
2

2
<

3
1
<

3
1
>

H
o
u
r
s
 
O
p
e
n

1
 
4
 
2

2
3

1
3

1
 
-
4
-

Y
o
u
r
 
F
r
i
e
n
d
s
 
a
n
d

M
e
e
t
 
F
r
i
e
n
d
s

3
.
 
4
 
2

2
 
-
4
-
3

1
4"

3
1

C
r
l

U
p
p
e
r
 
C
l
a
s
s

1
 
-
4
-
 
2

t:'
.

4-
3

1
 
-
4
-
3

3
.

0
1
2

4
:
1

C
l
a
s
s

L
o
w
e
r
 
C
l
a
s
s

1
4
?

1
 
.
4
-
 
2

4
.
 
'
 
*
-

2
4-

3 3

-
4

1

3 3

1 1
<

Z
A
.
:
;
n
i
f
i
c
a
n
t
 
a
t
 
.
0
5
 
l
e
v
e
l
.

G
r
e
a
t
e
r
 
t
h
e
n

4
L
e
s
s
 
t
n
,
t
n

A
c

=
 
A
l
l
 
w
h
i
t
e
 
a
a
v
e
r
t
i
s
e
m
e
n
t
s

A
d
 
N
2
 
=
 
I
n
t
e
g
r
b
x
e
a
 
a
d
v
e
r
t
i
s
e
m
e
n
t
s

A
d
 
i
/
3
 
=
 
A
l
l
 
b
l
a
c
k
 
A
a
v
e
r
t
i
s
e
l
a
e
n
t
A
,

W
 
=
 
W
h
i
t
e
 
R
e
s
p
o
L
d
e
n
t
s

ai
=
 
l
i
l
a
c
k
 
R
e
s
p
o
n
d
e
n
t
s

2 2 2 2 2

A
W
3
B

A
d
N
i
6
-

A
d
#
1
.
0

A
d
N
2
6

A
d
d
 
2
W

A
0
3
1
3
.
-

A
d
#
3
W

2
 
4
 
3

1
-
*
3

1
1
3
4
1
W

2
1
.
1
4
2
W

3
B
4
-
3
W

2
-
 
}
3

1
4
-

3
1
1
3
4
1
W

2
:
3
4
2

3
1
)
4
-
3
4
1

2
3

1
3

1
3
4
1
W

2
1
3
4
-
2
4
1

3
B
+
3
W

2
 
4

3
1

4
-

3
l
i
t
>
1
1
4

2
1
4
2
W

3
1
3
4
3
W

2
 
4
-

3
1

4
-
3

1
1
3
-
,
1
1
4

2
8
4
2
1

3
1
3
4
3
W

2
 
4
-

3
1

3
1
1
;
<
1
1
1

2
B
<
2
1
4

3
B
<
3
1
1

2
3

1
3

1
4
3
4
1
1
1

2
3
<
2
W

3
1
3
<
3
W

2
 
4

3
1

4
-
3

1
1
3
4
-
1
W

2
3
4
2
W

S
B
4
3
W

2
 
+

3
1

4
-

3
1
.
-
1
<
l
W

2
1
3
4
2
W

3
3
4
3
W



A general view of all the hypothesized combinations of store image e1e!-
ments discloses that in 39.o7 per cent of the cases, no significant (.05 level
of significance) differences exist between the paired experimental conditions.
This indicates that among, black and rhite students, at least at the University
of Colorado, there are generally no statistically significant distinctions in
image made toward the test department store, even when derived from two adver-
tisements containing all white, integrated, or all black models. Despite this
general conclusion based upon only the percentage of statistically significant
results, it is believed important to look at the direction of differences and
their magnitude of the non-significant elements.

White respondents tend to view integrated advertisements in a more posi-
tive manner than they do all white advertisements in 50.64 per cent of the
store image elements. The probabilities of this happening by chance are very
remote. White students are mixed as to the degree of positiveness of store
image when viewing integrated versus all blacl. advertisements. When a compari-
son is made between the responses of white students between all white and all
black advertisements, almost 71 per cent tend to find store image in all black
advertisements more positive than when viewing all white advertisements. This
is particularly true with reference to the evaluation of the actual advertise-
ment itself.

In the case of black students a rather peculiar finding was uncovered by
looking at the direction of differences of the statistically non-significant
results. Over 65 per cent of the black students tended to find store image in
all white advertisements more positive than in integrated advertisements.
Store image was also viewed more positively when blacks observed all white
advertisements than when all black advertisements acted as the source of infor-
mation.

Another set of interesting comparisons can be made between the perceived
store image of blacks for each type of advertisement and that of unites. In

almost 71 per cent of the elements, blacks tended to judge the store image
projected oy white advertisements more positively than whites viewing the same
advertisement. For the integrated advertisement, the white respondents per-
ceive the store image more positively than blacks in 33.9 per cent of the ele-

ments. This same trend is followed for the all black advertisements for 74.2
per cent of the elements.

Slimnni7 of Conclusions and Implications to Retailers

Probably the most important finding for the marketinc practitioner from
this study is the suggestion that retailers may actualdly lover their store
image as projected to blacks when they attempt to utilize integrated or all
black newsper advertisements. Aowever, white students interpret store image
more positi% .Ly when viewing integrated or all black advertisements. The
implications of this are obvious, but unexpected. For white University of
Colorado students, a retailer would use integrated or all black advertisements
if he wishes to increase the positiveness of his store image in their eyes.
However, in most instances, integrated or all black advertising is used by
retailers to increase the positiveness of their store iaage among potential
black patrons. The research findings tend to indicate this will have the

opposite effect.
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A possible explanation for blacks' responses to stores using all white,
integrated, or all bl,Ick advertisements is the continuing association of whites

with prestige stores and auality in merchandise and service. Until the last

twenty years or so, blacks and whites shopped in different stores. Stores

serving predominately white patrons offered many services and first line mer-
chandise, while stores selling to blacks offered fewer services and poorer
quality goods. It appears logical, therefore, that blacks perceiveu stores

utilizing all white models as more positive and prestigeous than those appar-
ently catering to both blacks and whites, or all blacks. While black students

did generally find stores using all white advertis,ments more positive, they
found the integrated advertisements more realist4c, more natural, and better
than all white advertisements. The amalgamation and integration present on

this campus may explain why these differences were not more pronounced. Few

i3oulder stores are still conspicuously segregated.

White students found store image projected by integrated advertisements
more positive than that projected by all white aavertisements, but were mixed

in their responses to all black advertisements. They felt the store which uses

integrated advertising is being more socially responsible, creating a positive
'halo effect' over all the store image elements. The integrated advertisements

did aot picture the whites in an inferior position, therefore avoiding most
defensive mechanisms the whites might have held. The all black advertisements

-ay have been interpreted as threatening, psychologically, to insecure whites,

bat to more socially and economically secure whites. This would explain the

mixed responses toward the store using all black advertisements.

These findings and possible explanations will hopefully lead marketers to
a better understanding of aegroes' and whites' responses to all white, inte-

grated, or all black newspaper advertising. If a retailer is concerned with

any particular element of his store image, as projected through his advertising

he can examine Table II. These suggest the possible strength and direction a

particular element of his store image may take among blacks or whites if he
switches from his present type of advertising to either of the others. He need

not guess blindly.

It is becoming increasingly important to retailers in general to under-

stand the reactions of both blacks and whites to their newspaper advertising.
-ow can they reach the growing black market? The rapidly increasing affluence

of the Black markets will lead in the future to demands for a large variety of
goods and services. .specially in the large cities, the black markets are
becoming increasingly important to the survival of retailers. They must under-

stand the potential impacts of using integrated, all white, or all black adver-
tising on both their present and potential white and black patrons. They

cannot afford a trial and error approach!

These findings cannot, of course, be projected beyond the defined popula-
tion without considerable hazard. The results do indicate the possible impor-

tance of replicating this study on a national scale. It is just possible that

much of the present integrated and all black newspaper advertising may be hav-
ing a negative effect on the store image of the retailers.
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AUFLEY3IS OF PSYCHOLOGICAL SHIFT PARADIGMS FOR ADVERTISING

by
DAVID R. :/haLER
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The University of north Dakota

Advertisers have a definite need for a better understanding of consumers.
There is Paucity of useful theories, concepts, and models to aid the advertis-

ing manager in his decision making. Advertising lacks a theoretical base, and

advertising, managers must somehow borrow appropriate concepts from other behav-
ioral disciplines. The problem that advertisers face is not whether to use

insights from behavioral disciplines, but their problem is in determining haw
to extract and apply relevant social science concepts and theories. This paper

analyzes a particular area of psychology in an advertising context. The litera

ture concerning discrimination learning (shift paradigms) may be helpful to
advertisers who need to examine how consumers classify, compare, and utilize
advertising stimuli.

The basic assumption made in this study is that advertisements make pos-
sible consumer discriminations among products. The consumer is exposed to many

similar brands of Products in the market. Whenever a consumer selects a

product he has in effect engaged in a form of discrimination learning. Con-

sumer discrimination learning occurs when the individual Purchases one brand

but avoids purchasing a similar brand.

Although the preceding definition is structured- in terms of brands, adver-
tising (and not the product) is primarily responsible for the discriminative
tendencies of consumers. The ability to distinwish among the various
brands...may technically exist, but the magnitude is quite small and is unlikel:

to be of great value in the market place. As physical product differences

become Jore diminished, the perception of symbolic and imagined product differ-
ences becomes more important. Thus, for purposes of this study, it was decided

to delimit the analysis of shift paradigms to those involving concept shift
discrimination learning..

Introduction to Shift Paradipms

Shift paradigms are psychologists' major analytical devices for'fhe study

of human discrimination learning.2 The basic design for shift paradigms was
introduced by A. A. Buss in 1953.3 The general design of shift designs is as

follows:

1. Subjects learn a discrimination;
2. reinforcements are switched from the original correct alternative to

another, or, new alternatives may be introduced into the discrimina-
tion problem,

3. subjects are required to learn the new correct reinforcing alterna-
tive,

4. shift behavior are the responses made to these changes.
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Advertisers need a model that will explain why and how consumers can be
made to switch from Brand A to Brand B. Psychologists have formulated para-
digms that explain behavioral changes resulting from reinforcement and stimuli
changes. Shift paradigms can be divided into what are called reversal shifts'
or '' nonreversal shifts."

Reversal Shifts

The first type of discrimination shift was termed 'reversal shifts by
Aronld Buss. A reversal shift involves reversing positive and negative cues.
A reversal shift requires a subject to reverse his responses from one choice
(previously the correct one) to another. The relevant dimension remains con-
stant. J. L. Wolff defines a reversal task as an '...elementary form of CST
(concept shift task) in which (a) the stimuli contain, at most, one irrelevant
varying dimension, (b) this dimension remains irrelevpat throughout the task,
and (c) no new cues are introduced during the shift."' The distinguishing
characteristic of reversal shifts is that no new dimensions are introduced for
the subjects to learn. It is the correctness of the choice of a dimension that
changes. A reversal shift "...a type of intradimensional shift, since the
relevant dimension...remains constant."5 For the purposes of this study, re-
versal shifts and intradimensional (abbreviated as ID) shifts "rill be used
interchangeably.

Reversal shifts in an advertising context would occur if consumers could
be made to perceive changes in the differences among products when tLere has
been no real physical change. For example, suppose that a consumer has avail-
able to him uwo products that would satisfy his wants. The two products would
tend to be physically similar to each other. The basis of a consumer's choice
between product A and product B is the imagined difference that the individual
has of the products. Advertising causes imagined product differences. It is

possible for advertising to bring about subjectives shifts in consumers' per-
ceived product satisfactions without a corresponding change in the prciuct's
dimensions.

Extradimensional Shift (ED)

A second kind of discrimination shift originally studied by Arnold H.
Buss is called "nonreversal shift.'6 Slamecka contends that the term "extra-
dimensional shift is a more precise description of Buss's nonreversal shift.?

For purposes of this study, nonreversal and extradimensional will be used
interchangeably.

The distinguishing characteristic of a nonreversal shift is that a subject
is required to respond to a cue on a previously irrelevant dimension, or to a
cue on a newly introduced dimension (novel stimuli). -lionreversal shift in-
volves a change in the dimension beinG discriminated, e.g., in Discrimination 1
the dimension is achromatic color (black vs. white) and in Discrimination 2 the
dimension is shape (circle vs. square).4 In extradimensional shifts, one
dimension is relevant for the learning of the first discrimination, and in a
second discrimination task the subject must attend to another dimension.

An extradimensional shift closely parallels the advertising environment in
several ways. The dimensions that are relevant to product choice are constantly
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changing either physically or subjectively. Advertising campaigns are in a

constant state of flux. New products are introduced into the market and old

ones are abandoned. A consumer's product environment is always changing.

(Some consumers may not be aware of these changes in their decisions about

products.) The consumer is affected by advertisements much like a subject in

an extradimensional shift experiment. An extradimensional type shift, in

terms of consumer behavior, occurs when a set of product dimensions change and

the consumer must learn to discriminate among products having different cue

associations. The extradimensional shift paradigm fits the following situa-

tions: (a) a consumer subjectively switches his dimensional preferences,
and/or, (b) some physical aspect of the product dimensions are changed that

require discrimination with new cues.

Differences in the Learning of Shifts

Arnold H. Buss found that college students had more difficulty in learning

a nonreversal (ED) type shift than reversal shifts (ID).9 This finding by Buss

appears to be the most consistent finding in the shift literature. All of the

studies using human adults as Ss...consistently found that nonreversal shift to

a different dimension provided a more difficult transfer task, in terms of

trials to learn, than reversal shift.:10

Howard d. Kendler and May F. D'Amato evaluated human concept formation by

comparing reversal shifts with nonreversal shifts-.11 Kendler and D'Amato's

article described the findings from three experiments with undergraduate stu-

dents. Their assumption was that concept formation behavior'consists of two
successive S-R (stimulus-response) connections. .Kendler and D'Amato's specific

hypothesis was that appropriate symbolic cues would facilitate concept forma-

tion. Thus, a reversal shift should be more rapid. than nonreversal shifts

'...because at the completion of the learning of the first concept, the syMboli,

cues appropriate to the second concept would be present for the Ss in the re-

versal group, they would merely be connected to the 'wrong' sorting response."1

The results of Kendler and D'Amato's study indicates that reversal shifts pro-

duced positive effects in the transfers.

From the'viewpoint of the'advertising manager, it is important to know the

most efficient method of shifting consumer preferences. The proper understand-

ing of psychological shift paradigms should reveal whether there is a differ-

ence in consumer learning with discriminations involving established products

or new products. Equally important for the advertisers to know is how to

hinder or to facilitate discrimination learning through the proper applications

of relevant shift theories in advertisements. The next section explores this

topic through an analysis of concept shifts.

Concept Shifts and Mediational Hypotheses

Reversal and nonreversal shitfs with human subjects are commonly referred

to as "concept shifts.' Concepts have been defined in terms of concept forma-

tion or concept learning. "Concept formation is taken to imply the aquisitior

or utilization, or both, of a common response to dissimilar stimuli. Human

behavior that is governed by concepts should require the same response to

members of a set of similar, but not identical, stimuli. Experiments on
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concept formation have followed the general pattern of the discrimination-

learning experiments.) Stimulus coding must be dealt with in some manner in

a theory of discrimination learning. The learning of a response ',involves
both the capacity to distinguish situations in which the response is appropri-
ate and the capacity to make the response."15 Concept learning implies both an
ability to distinguish and an ability to respond to changes in reinforcements.
A concept-shift task is a concept learning task in which cue-response
associations being reinlorced are changed or 'shifted. "Once such a con-
cept has been learned, as evidenced by a large number of correct classifica-
tions, the experimenter may change the basis of classification and begin rein-
forcing the subject to a new scheme.'17 If the experimenter switches the
responses, but the same. concept remains as the relevant dimension, the shift is
termed a reversal shift; an extradimensional shift involves the subject's
responding to a new relevant concept.

Mediational Hypothesis

The explanation for discrimination learning focuses upon internal proces-
ses that mediate between a stimulus and a response. This approach to explain-

ing discrimination learning assumes that the subject develops mediating
(implicit) responses between a cue and a final response. This discrimination

model is known as a two-stage mediations' theory. In a two-stage model, the

connection of a stimulus to a response is thought to be mediated by certain
implicit responses. A two-state mediational hypothesis of discrimination
learning fits the behavior of college students. The value of a mediations'

theory lies in its abilityOto account for the tendency of human subjects to
execute a reversal shift.i°

A representative mediational theory is found in the Kendler's article

published in 1962.19 According.to mediations' theory, adult subjects acquire
an intermediate process during training which is an .abstraction of the cues

belonging to the relevant dimension. A reversal shift'tequires the subject to

respond to the same dimension present during training, but the subject must
learn to switch his responses.. A mediational mechanism allows the subject

to use a mediated response during a reversal shift. A reversal shift is made

easier to accomplish with stronger mediations' responses. An extradimensional

shift causes the subject to acquire a new mediated response to a new dimension.
Kendler and Kendler write:

A nonreversal shift,...required the acquisition of a new mediated
response, the cues of which have to be attached to a new overt response.
Because the old mediations] sequence has to be discarded and a new one
formed, the nonreversal shift should be executed more slowly than a

reversal shift.20

Verbal Labels

The term 'mediating response' is used with explicit reference to a verbal
response in studies of verbal concept learning 21 Behavioral psychologists

tend to view mediating responses as being primarily verbal. In verbal concept-

learning, the mediations' mechanism comes between the stimuli ...produced by a

(previously learned) mediating response and the overt response.'22 There are
theoretical differences regarding the influence of verbal mediators on
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discrimination learning, but, most of the research in this area has been

oriented toward verbal labels. 23 The specific mechanism postulated was that

the cues from the verbal labels along vitt) the discriminative stimuli form a
compound to which the subject responds. 24 It is easier to learn two separate
labels for tuo different concepts that it is to learn one label for each con-

cept.

The primary question asked in verbal mediational studies has been
...whether the accessibility of verbal representational responses (e.g., con-

ceptual terms such as vegetable, clothin , etc.) :rill determine the ease with
which reversal shifts are executed.'27 There is some evidence to support the

view that verbal responses aid reversal shifts.

Instructions

There is evidence that reversal-nonreversal differences are eliminated by
explicit instructions concerning the dimensions relevant to the discrimination
problem.26 Lxper_ments with college students find a reversal shift easier to

learn than an extradimensional shift. Uhen subjects receive instructions about

the discrimination problem, there is no difference found between extradimen-

sional and reversal shifts. Reversal shifts were facilitated by the instruc-

tions which pointed out the appropriate observations.

James R. Erickson has studied the effect of instructions on concept

identification.27 Erickson gave subjects instructions concerning the solution

to the discrimination problems. The instructions stressed that each stimulus

would be classified according to the value of one or the other of the dimen-

sions. Erickson explained to the subjects the dimensions along which the cues
would be varied. "The studies that found a reversal shift to be relatively

easy have for the most part, used rather sketchy instructions, telling the

subject only that the experimenter would label the stimuli A or B.. and that it

was the subject's task to determine how the stimuli were labeled.'20 Subjects

may solve their discrimination problem under brief instructions by merely

learning the relevant dimensions.29 Erickson found that with thorough instruc-
tions subjects learned an extradimensional shift easier than a reversal shift.

Advertising Implications

Advertising managers may improve product adoption by providing specific
product information and detailed instructions to potential consumers. Since

extradimensional shifts can be aided by giving the subjects information about
the new relevant dimension, it may also be possible to switch a consumer's
choice to a new product by pointing out exactly what the new cues will do for

the consumer. Advertisers could use this information by telling the consumer

the benefits that could be expected from using the product.3° '...To show how

not to use a product and also how to use a product may be very usefU1.131

There are two approaches to the supplying of product information: (1) "the

advertiser can tell the person to buy the product because it will do this or
that for him,...or the advertiser can create a friendly, sincere/ and under-
standing atmosphere which shows the benefits of the product....'32

Instructions may reduce consumer dissonance. -Individuals to whom addi-

tional positive information is provided during, the process of decision-making
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will experience less dissonance than others. 33 Instructions and product in-

formation tend to make a buyer more confident in his decision making. Robert

J. liolloway conducted an experiment in.which he gave half of the subjects no
information and the other half received product information that was relevant
to the decision that they were asked, to. make. The effects of high inducement

interacted with information to produce significant differences between the
groups receiving information and those not receiving information. "When there

was law inducement, the information effect was not apparent.'34 It can not be

said with finality that all new products should be introduced to the market
with a message pointing out all the benefits to the potential users.. Since
many products are consumed for their imagined qualities for satisfying wants,
it might be impossible to develop a complete product description favorable to
every consumer's psychic. Dirksen and Kroeger surwarize this view in the

following:

...advertisements are still one of the best sources of product
information.... Whether or not more of the advertisements should
emphasize product qualities in their appeals is a question which
cannot be resolved on an overall basis, because there are too many

. ramifications involved in deciding on the appeal which each seller
should use.35

Summary and Conclusions

The preceding literature review of psychological shift paradigm's can be

incorporated into advertising thought at two levels: (1) theoretical, and

(2) applied. At the theoretical level, advertisers may be able to develop

models based upon the rich shift paradigm literature. At the applied level,

there are several findings in shift studies that seem to have direct import for

advertisers who must develop advertising campaigns.

An example of an application of shift paradig4 research was presented in

the paper, and can be snmmnrized by the following. -Some discrimination shift

findings are consistent across a wide range of experimental conditions; e.g.,
humans find reversal shifts easier to learn than extradimensional shifts.

Even this finding is subject to qualifications. Instructions on the nature of

the shift has allowed extradimensional shifts to be learned faster than rever-

sal. A direct application of this psychological concept would show that new
product acceptance would be better enhanced by the incorporation of specific

product information in the advertisements.

This study has been an attempt to develop an area of psychological theory

to fit the needs and requirements of advertising. impirical testing of the

appropriateness of the undertaking is beyond the scope of this paper. It is

hoped that the idea of shift paradisms in a marketing context will generate
future research to test the validity of the constructs and concepts.
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SUlliAllY OF alL ,ierbert Zeltner,
1:enyon .?c -ckhardt

Forecasting and long-range planning are a necessity in today's market-

placeeven though most of us are preoccupied with the present. Computers and

technology make it easy to predict future events..,but every year -re see many

forecasts. thrown off by national and international problem:, and developments.

experts tend to overrate what can be accomplished in a few years and to under-

rate -what can be accomplished in 10-25 years or longer.

America is becoming a more aware, better informed, more discriminating and

more demanding nation. Business must improve its abilities to predict and to

set objectives...and, generally, to p (no matter how frustrating the task).

The following seem to separate companies which are successful from those

which are not: (a) a top-management commitr.:ent to growth and to anticipation

of needs, (-o) an action Plan with realizable goals and established priorities,

(c) the right person in charge of future plans and organization (someone with

talent, seniority, drive, and clout), (d) the prover investment of tine and

money touard exdloration, development, and testing, (e) a strong intelligence

and informatics-gatherin.3 system (complete with timely information and feed

back), (Wan effort to avoid self-delusion and a feeling of -vested interest";

and (g) discipline and tracking (dedication to a specific timetable and score

card).

In the field of advertisi education we need to: (1) determine the

economic role of advertisingits costs and the ultimate benefits of expendi-

tures; (2) determine the social role of advertising...and whether it's some-

thing to be encouraged or discouraged; (3) explain how advertising really

works...and examine the cause-and-effect" relationship between advertising,

attitudes, and sales, making use of all available up-to-date technology,

(4) clarify the government's role in marketing and' advertisingin areas of

morality, persuasion, and aesthetics; and (5) utiliZe our best human resources

in forecasting and planning for the future.
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sEssioa IV: PERSPECTIVES Og IOUSTRY/EDUCATORS' COOPERATION

SUMMARY OF THE PANEL DISCUSSION BETWEEN: John Del Mar,

American Association of Advertising
Agencies

Jonah Gitlitz,
American Advertising Federation

Herbert Ahlgen,
Association of National Advertisers

The Educational Foundation of the 4A's is currently sponsoring academic
research and working closely with advertising educators and 4A members to aid
in the teaching, recruiting, and developing of students and future advertising
industry employees. Various 4A committees have, over the last 20 years:
(1) brought agency practitioners to college campuses, (2) arranged for teachers
to work in agencies during summers and leaves of absence; (3) invited teachers
to attend 4A regional conventions; (4) set up an awards program for Excellence
in College Journalism; (5) published career booklets for students, guidebooks
for agency/educator cooperation, and campus recruitment information for 4A
members, (6) provided educators with 4A bulletins and newsletters; and (7)
initiated the "Adopt -A- School" program to further the relationship between
agencies and classrooms.

The American Advertising Federation is vitally interested in involvement
with business, educators, and students. In 1973 the merger of the AAF with
Alpha Delta Sigma was a major step forward. The now-annual national student
advertising competition involves about 1O different college campuses. The AAF
is also working on a job clearinghouse (to which students can send resumes),
and is pursuing the idea of student summer internships and a national student
honor society.

There's no magic formula for getting a job...but the ABA is increasing its
cooperative efforts with educators by: (1) making literature available to
colleges and universities (books on marketing, agency relations, creativity,
media, and research, as well as presentations made before the FTC, and other
relevant reports and studies) at a 405 educational discount; (2) investigating
possibilities for opening to educators advertising seminars on professional
development, and (3) examining other potential industry-educator projects
whereby students and jobs can be matched. Increased communication is needed
to determine just what kind of student is coming out of college advertising
programs and what kind of employee the industry is seeking.

END OF SESSION IV

(sEssIoa V: ANNUAL BUSINESS MEETING)
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SUMMARY OF PRESENTATION MADE BY: Harry Wayne McMahan,
International TV Consultant

There's a great need today for more real "creativity" in advertising;
virtually everything can be duplicated in six months. Yet, there are a great

many so-called creative commercials which win awards...but lose agencies. In

television, entertainment is often needed to gain attention; but if the com-
mercial doesn't contain a vital sales message, it can't be successful as a
piece of advertising.

Name identification must come first in commercials. (A recent research

study found that only 16% of TV viewers could remember the product name in a
series of commercials.) Then, as the product becomes increasingly competitive,
its name must be linked to a message (a unique selling proposition, a person-
ality, or something else which sparks the imagination). Finally, it's impor-

tant to remember that messages are carried in vehicles--and when the vehicle

(be it entertainment, humor, or whatever) overpowers the sales message...the
advertiser is in trouble.

Good advertising makes the product interesting...and the value of
memorable advertising and advertising which has continuity across media cannot

be overemphasized.
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SESSION VI: PERSPECTIVES ON EMPLOYMENT

SUMMARY OF PANEL DISCUSSION BETWEEN: Herbert Ahlgren,
Association of National Advertisers

Leo Bogart,
Newspaper Advertising Bureau

Elias Buchwald,
Burson-Marsteller

Douglas Johnson,
McCann-Erickson

Blake Byrne,
WJAR -TV, Providence

J. Carroll Bateman,
Insurance Information Institute

The job situation for advertising graduates is tight. "Top' students do

stand a better chance of getting hired than do 'mediocre" students, however...
and there is some evidence of industry response to society's pressures for
equal opportunity among women and minority groups.

In newspaper advertising, the situation appears to be a little brighter

than it is elsewhere. Changing technology will mean changes in jobs for adver-
tising specialists...and some new jobs will be established.

There is an increase today in the emphasis on public relations and on the
value of "effective communication" in general. Also increasing are government
regulations and legislation which will exert new pressures and challenges on
advertising practitioners as issues such as health, ecology, and safety con-
tinue to make headlines.

Within advertising agencies, there is a trend toward fewer employees...
but there is still a need for young people with creative and business back-
grounds. Experience has shown there is great value in student internships and
summer jobs in advertising...as well as in classroom projects involving agency
and media personnel.

Because the competition for jobs is fierce, students are encouraged to:
(1) get a broad, liberal education (not too technical); (2) seek out part-tine
experience prior to graduation; and (3) keep banging on doors. Sometimes all

it takes is being at the "right place at the right time"- -and it's important to
remember that many "big" jobs started out very small.

Advertising and public relations are valuable marketing tools; with the
development of high ethical standards they can form a true profession.

END OF SESSION VI
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SESSION VII: PERSPECTIVES Oil SPECIAL INTEREST AREAS - (1) PUBLIC POLICY

AN EVALUATION OF RECENT FEDERAL TRADE COl.fAISSION REGULATIONS
UNDER THE FAIR PACKAGI2G AlID LABELING ACT

('CENTS-OFF' REPRESENTATIONS)

by
F. ROBERT SHOAF

Associate Professor of Marketing

EDUARD L. AFTNICK
Associate Professor of Statistics

School of Business
New York University

The effectiveness of many federal laws and regulations in the consumer

interest are poorly evaluated. This paper reports on the second part of a

before-and-after study evaluating the efficiency of recent Federal Trade Com-

mission regulations (Federal Trade Commission, Federal Register, Vol. 36,

Doc. 71-12234, June 30, 1971.) governing manufacturer Cents-Off' promotional

methods. A 'Before- bench-mark was established from data collected in a 1969

nation-wide survey (Shoaf, F. Robert and Aelnick, Edward L. 'Retail Grocers'

Pricing Responses to Manufacturer Initiated Cents-Off Promotions. Journal

of Consumer Interests, to appear in 1974.) prior to the Federal Trade Com-

mission rulings. Data for this study were obtained from a similarly designed

regional survey of retail grocers' pricing practices in response to manufac-

turer initiated 'Cents-Off" promotions.

The aim of this research is both specific and general. In specific, it

enables one to evaluate the effectiveness of recent FTC regulations on Cents-

Off promotions. More generally, by illustrating the viability of this

approach, interest may be stimulated for more extensive research on the effi-

ciency of other laws and regulations in the consumer interest.

BACKGROUND

The societal problem

Recent years have witnessed an increasing concern for deceptive promotions

of consumer products. Active focal points for private and public scrutiny have

been broadcast and print media advertising practices. Usually, these misrep-

resentations have been blamed on the manufacturer and/or advertising agency.
But an often overlooked area of deceptive promotional practices is the

retailer's misuse of the manufacturers' initiated discount savings, i.e., the

Cents-Off the Package promotion or deal (hereinafter, the COP deal).

A COP deal is clearly printed on the package of a product (usually in

outstanding color and large type-face) stating the manufacturer's discount

price, e.g., "The Price on This Package Reflects 2% Off the Regular Price.'

The manufacturer discounts cost to the retailer, expecting that the savings

will be passed on to the consumer. However, it was suspected that some
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retailers pocketed the discount, did not lower selling price, and thereby
deceptively advertised a price discount as the COP deal package displayed on

the shelf. The manufacturer, utilizing a fair, legitimate, and preferred pro-
motional strategy, was in most cases powerless to control this situation.

Pre-regulation Benchrmrk Study

In 1968, commensurate with pressure from consumer interest groups, con-
cerned manufacturers and Federal Trade Commission inquiries, the Consumer
Research Institute, Inc., in cooperation with the College of Business and
Public Administration, New York University sponsored a nation-wide study to
determine how fairly the consumer was being treated in COP deals.

This study, conducted prior to the Federal Trade Commission regulations,
consisted of a twelve-week longitudinal audit of price trends in 2140 grocery
stores in eight Standard Metropolitan Statistical Areas throughout the United
States. It is the 1969 study that establishes the benchmark or baseline for
the situation as it existed prior to the Federal Trade Commission regulations.

Federal Trade Commission Regulations

Regulations were issued by the Federal Trade Commission in 1971, (Wall

Street Journal, April 8, 1971, p. 4.) (Federal Trade Commission, Federal
Register, Vol. 36, Doc. 71-122284, June 30, 1971.) followed by interpretive
guidelines to take effect January 1, 1972. (Federal Trade Commission, Federal
Register, Vol. 36, Ho. 233, Parts 502, 503, December 3, 1971.) (Supermarket
Jews, January 3, 1972, p. 11.) Although the original restrictions have been
moderated with regard to specific requirements concerning the wording of the
COP deal message on the package, basically the intent and substance of the
original regulations have remained. The manufacturer is restricted by fre-
quency with which a given brand size can be placed on a COP deal in a given

retail outlet. As well, it is the manufacturer's duty to withhold availability
of COP deals in circunstaxesin which he knows (or should have reason to know)

that the COP will be used for deception or frustration of value comparisons.

The intent of these Federal Trade Commission regulations on COP deals to
assure retailers' complete compliance with the manufacturers' stated discounts

is commendable. But, the packager or labeler is burdened with the almost im-
possible task of surveillance. The practicality of this encumbrancing re-

quirement should be evaluated.

Present - Post-regulation Study

In 1973, the Retail Management Institute of New York University provided
a research grant to permit the present authors to conduct a follow-up study
for the purpose of determinin-, the effect of these regulations. Practical con-
straints have limited the scope of the research to the New York - Northern
New Jersey metropolitan area.

ISTriODOLOGY

Inasmuch as the 1969 national survey made prior to the Federal Trade
Commission regulation was to serve as the Before-phase (baseline, benchmark)
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against which the present (1973) survey findings could be compared, the latter

research plan corresponds closely with the former study.

Design of the Study

A twelve-week laTitudinal audit was made of price trends in 120 stores

within the New York and the Paterson-Clifton-Passaic Standard Aetropolitan

Statistical Areas (SASA). Each store was audited on alternate weeks until a

total of six visits had been completed.

Sample of Stores

The sample of 120 stores in the two SSAs was stratified on the basis of

store size. Forty large, forty medium and forty small stores were selected.

In order to correspond with the initial 1969 study, large stores had six or

more check-out stations serving the grocery department; medium size stores

had three to five check-out stations. The remaining forty small stores had

one or two checkout stations.

Selection of products for audit

The products audited were selected on the basis of several criteria:

household products (a) corresponding to those in the original study; (b) with

a history of frequent cents-off promotions; (c) consumed at all socio-economic

levels; (d) which are staple items less frequently engaged in loss leader and

short-term pricing manipulations, and (e) popular national brands in order to

provide comparison between stores. Thirty-eight items were audited: two

sizes of each--ten brands of laundry detergents, two brands of scouring pow-

ders, and seven brands of dishwashing liquid.

Collection of data

The data collected at each visit by the authors and student assistants

consisted of the stores' prices and type of deal, if any, for each item

(product-brand-size). Deals noted were: COP, In--or On--package discount

coupons (on next purchase), premium attached, store's own price reduction,

special displays, etc.

Six auditing visits on alternate weeks made it possible to record a given

retailer's "regular" selling price for an item prior to and/or after either a

COP Deal, In- package discount coupon, or other promotion technique. Thus,

each item served as its own 'control," i.e., a given product's regular selling

price when not on a COP Deal or not carrying a discount coupon provided a cri-

terion against which its price could be compared if it subsequently was

engaged in a manufacturer initiated pl:=otion. A total of 530 COP Deals and

223 In- -and On--package discount coupons were ultimately recorded.

FINDINGS

Table 1 presents an overview of the results of the present research as

compared to the survey conducted in 1969 prior to the FTC regulations.
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First, it appears that FTC rulings have had the effect of reducing the

number of stores handling the COP Deals. All 240 stores in the 1969 study

carried COP Deals but only 68 stores (57%) out of the total 120 audited in

1973 had COP Deals on the shelves.

Second, it is possible that the FTC regulations have had an unforeseen

effect of increasing reliance upon In--and On--package discount (on next pur-

chase) coupons in place of the COP Deal. Of the 52 stores which did not han-

dle COP Deals, 142 such discount coupons were recorded on detergents and dish-

washing liquids--an average of 2.8 per store. In the 68 stores which carried

COP Deals only 81 detergent and dishwashing liquid coupons were recorded--an

average of 1.2 per store. However the commendable fact is that in not one

single case out of 223 coupons analyzed was the product's regular price raised

when the discount coupon was introduced. This was true of large, medium and

small stores--chain or non-chain affiliated.

Third, the FTC guidelines have not had an appreciable effect on improving

the relative performance of the type stores most negligent in passing the COP

deals to the customers. In the initial 1969 study it was found that large

(particularly chain) stores properly priced 89% of the cop Deals on their

shelves, while the small (especially, non chain) stores properly priced around

65%. The present findings show the same relationships. The few large chains

in the sample which continue to carry the COP Deals are passing the discount

on to the consumer 84% of the time, while the small non-chains only properly

priced about 505 of the COP Deals.

Another observation from the newly sampled data is that the medium size

stores with commendable performance in 1969 exhibit a poorer performance

record--both in the aggregate, and when examined by affiliation (chain, non-

chain). Is it possible that the one effect of the FTC ruling on medium and

small size stores was to discourage honest retailers from carrying COP deals?

Shoaf and Melnick (Shoaf F. Robert and Milnick, Edward L., "Retail

Grocers' Pricing Responses to Manufacturer Initiated Cents-Off Promotions,"

Journal of Consumer Interests, to appear in 1974.) studied the predictability

of a retailer's pricing practices as a function of his store ype. In the

present study we investigated the pricing practices not only as a function of

store type but also considering the socio-economic characteristics of the cus-

tomers as well. This analysis was conducted by studying the properties of

linear discriminate functions on the normalized data (observation minus its

mean divided by the standard deviation). Table 2 sunaarizes the results

obtained by considering thirteen
variables, seven store or product variables

and six socio-economic variables, for classifying 530 COP deals properly

priced versus those improperly priced. The derived function correctly classi-

fied 74% of the sampled data. The relative weights for the number of check

out stations, store size and affiliation are consistent with the results pre-

sented in Table 1. The "observed socio-economic level of clientele- was a

subjective appraisal--lower, low middle, middle class, upper middle, rich- -

made by the student auditors on their first visit to the store. It is inter-

esting to note that the auditors' observations of clientele type with all its

apparent biases (time of day, day of week, etc.) were more meaningful than

the U.S. Census Tract data. (U.S. Census of Population and Housing 1970,

PHC (1) - 146 New York, N.Y. and PHC (1) - 156 Paterson - Clifton - Passaic,

N.J., U.S. Department of Commerce, Bureau of the Census, Washington.) Finall:
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as noted in the 1969 study, brand and package size appear to have little

relevance for classifying the success rate of proper implementation of the

COP deal.

TABLE 2

Source of Variation and Relative Weights
from Discriminant Analysis

Mean of
Properly

Source Priced Deals

Mean of
Incorrectly
Priced Deals

Coefficient
(relative weights)

of Linear
Discriminant

Function

Number of check-out
stations (1 to 9+) .355 -.401 1.000

Store Size (small, medium,
large) .332 -.342 .781

Observed Socio-economic level
of clientele .060 -.185 .472

Affiliation (chain, voluut'ry,
co-op, independent) .342 -.350 .348

Percent Puerto Rican in
Census Tract .060 -.020 .273

Geographic (business, residential,
outlaying, rural) .008 -.129 .175

Package Size (small, large) .073 -.105 .153

Store Size (in square feet) .361 -.418 .136

Product (detergent, scouring
powder, dish liquid) .006 -.047 .084

Percent High School Graduates
in Census Tract -.029 -.016 .078

Aedian Income in Census Tract .053 -.129 .035

Percent Negro .038 -.001 .016

Product Brand .022 -.043 .013

In order to more clearly indicate the relative influence of socio-

culz.ural factors a second discriminant analysis was computed after deleting

specific store description variables (size, check outs, affiliation). The

results are presented in Table 3. The derived function correctly classified

73% of the sampled data.

The subjective judgment of the auditor (observed socio-economic level of

the clientele) remains more valid than median income of the census tract as a

predictor of COP Deal treatment. One explanation might be that in any census

tract the less affluent tend to patronize one store and the upper income

clientele shop in another store. Also inferred from this table is that the

profile of the retail store that tends not to pass along COP Deal savings to

the customer is the small non-chain store serving the less affluent Puerto
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Rican. In Hew York and its environs the Puerto Rican represents the passive

poor. The Negro although low on the economic ladder, has since the 1960's

been very aware of retailers' practices and perhaps this awareness has had an

intimidating effect upon the dish, nest retailer. A more detailed analysis

also indicated a poorer performance record in the wealthy suburban areas.

This plus the obvious correlation between poverty and geographic location,

might explain the relative importance of the geographic variable.

TABLE 3

Source of Variation After Deletion from Store Description*

Source

Mean of
Properly

Priced Deals

Mean of
Incorrectly
Priced Deals

Coefficient
(relative weights)

of Linear
Discriminant

Function

Observed Socio-economic
level of clientele .060 -.185 1.000

Percent Puerto Rican in
Census Tract .060 -.020 .731

Percent iiegro in Census Tract .038 -.001 .402

Geographic (business, apartment
residential, outlaying
residential, rural) .008 -.129 .391

Percent High School Graduates -.029 -.016 .246

Product (detergent, scouring
powder, dish liquid) .006 -.047 .200

Brand .022 -.043 .126

Package Size .073 -.105 .126

Median Income in Census Tract .053 -.129 .035

*deletes store affiliation, store size, number of check-out stations, size

in square feet.

SUIVARY

The FTC rulings do not appear to have met their objectives. Comparing

the 1969 pre-regulation survey to the 1973 post-regulation survey, it appears

as if the rulings only discourage honest retailers from carrying COP deals

while not improving the performance level of the dishonest retailers. This

unexpected observation strongly suggests the necessity for follow-up studies

on the effects of other rulings which too had been designed to protect the

consumer.
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TELEVISION VIEWING, SLEEPING HABITS, AND ENERGY COUSERVATION

by
DONALD W. HENDON

Columbus College, Georgia

Many solutions have been proposed to solve the United States' energy
crisis, but a simple one has been overlooked--ending network TV progretc at
10 p.m. in the Eastern and Pacific Tine Zones, where about two-thirds of the

population of the U.S. lives. A new prime time of 7-10 p.m. 'would be made

uniform throughout the U.S. At the present time, a 7-10 p.m. prime time

exists in the Central Time Zone, where people go to bed earlier than in the

Eastern Time Zone.

Methodolor

Using a randomly-selected sample of 77 respondents in Columbus, Georgia,

in the Eastern Time Zone, and a random sample of 77 respondents in Auburn -

Opelika, Alabama, in the Central Time Zone, a survey was undertaken in mid-

-November, 1973, just at the beginning of great national concern and publicity

concerning the energy crisis. The cities were selected because they watch the

same three network-affiliated Columbus TV stations. Although the question-

naires were essentially the same, changes were made to reflect differences in

local times for watching the same TV programs.

Results

(1) Easterners go to bed for the night one hour later than Centralers.

On weekday nights (Sunday-Thursday), average respondents in the Eastern Time

Zone go to bed at 11 p.m., while those in the Central Time Zone go to bed at

10 p.m. On Friday nights, average Easterners go to bed at midnight, while

average Centralers go to bed at 11 p.n. On Saturday nights, average Easterners

retire at 12:30 a.m., while Centralers retire at midnight. Although residents

of the Central Time Zone appear to go to bed an hour earlier than Easterners,

the rising habits of both groups are the same. On weekdays (Monday-Friday),

both groups rise at 7 a.m.; on Saturday mornings, they both rise at 8:00 a.m.;

and on Sunday mornings, both rise at 8:30 a.m., on the average. Thus, it

would appear that Lasterners sleep one hour less than Centralers. It is

assumed that Easterners consume one hour more energy than Centralers as a

result.

(2) TV viewing is an important determinant of when to go to sleep. In

both time zones, stayiag up to vetch TV is a very important reason for not

going to sleep earlier. In Columbus, 15% said this was the most important

reason for respondents' choice of time to go to bed, 295 said it was the

second most important reason, and 25 said it was the third most important

reason, while in Auburn-Opelika, the resper:tive figures are 165, 39%, and

30;;. Table 1 gives complete figures.

(3) Some Easterners would ro to bed earlier if TV TO rams ended earlier,

but few Centralers would do this. 19. of the Eastern Time Zone respondents
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TABLE 1

Reasons Given for Choice cf Time to Retire

Reason

Eastern Time Central Time

Most
Impt

2nd
Most

3rd
Most

'lost

Impt
2nd
Most

3rd
Most

Reading-Studying-School 31(1) 20(2) 15(3) 29(1) 18(3) 9(5)

Housework and Job 27(2) 10(5) 20(2) 28(2) 22(2) 20(2)

Watch TV 15(3) 29(1) 26(1) 16(3) 38(1) 29(1)

Sleep (Habit) 12(4) 14(3) 5(6) 10(4) 2(6)- 9(6)

Opposite Sex 6(5) 12(4) 15(3) 9(5) 13(4) 11(4)

Entertainment 5(6) 10(5) 2(8) 5(6) 0(-) 7(7)

Friends 3(7) 5(6) 12(5) 3(7) 7(5) 13(3)

Bored 1(8) 0(-) 5(6) 0(-) 0(-) 2(8)

N = 75 55 39 76 60 45

(Note: Figures not in parentheses are percentages, and each column

of these figures totals 1005. Figures in. parentheses are

ranks. Reasons were given in response to open-ended questions.)

said they would go to bed earlier (time was unspecified) if network TV pro-

grans ended at 10 p.m. instead of 11 a.m., while only 4.0 of the Central Time

Zone respondents indicated a willingness to go to bed earlier if-network TV

programs ended at 9 p.m. instead of 10.p.m. At the present.time, respondents

in the Eastern Time Zone stay up 2.61 nights per week to watch network TV

programs which are telecast between 10 and 11 p.m., while they stay up 1.72

nights per week to watch the 11 p.m. newscast or other local shows between 11

and 11:30 p.m., and they stay up 0.82 nights per week to watch late movies,

Johnny Carson, Dick Cavett, Jack Paar, ABC's Late Night World of Entertainment

"specials," the Tomorrow Show, etc., all of which begin after 11:30 p.m. In

the Central Time Zone, on the other hind, where network TV programs end at

10 p.m. instead of 11 p.m., respondents stay up 6.22 nights per week to watch

network TV programs between 9 and 10 p.m., 3.07 nights per week to watch the

10 p.m. news or other local shows between 10 and 10:30 p.m., and 1.01 nights

per week to watch shows beginning after 10:30 p.m., including Carson, Cavett,

Paar, movies, Wide World, etc. In fact, residents of the Central Time Zone

appear to object to the suggestion that network TV shows begin at 6 p.m. and

end at 9 p.m. Only 45 of the respondents preferred this proposal, while 945

preferreel the status quo. (27, had no opinion.) Apparently, 9 p.m. is too

early to retire for the night, for 94.35 of these respondents indicated that

they would not change their bedtime habits no matter what TV programming is

changed. Only 4.95 of these respondents would go to bed earlier if network

TV programs ended at 9 p.m. instead of at 10 p.m. Table 2 gives complete

figures.

(4) Residents of both time zones =pear to favor ending TV programs

earlier to more 'strenuous: energy conservation measures. It would appear

that respondents feel that earlier TV Programs would cause relatively less

disruption of their habits and life-styles than other proposed energy conser-

vation measures. Table 3 indicates that the Eastern sample rank 'ending TV
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programs at 10 p.m.'' sixth out of a set of seven alternatives that have been

proposed to solve the energy crisis. However, when the respondents were asked
to rank the same seven alternatives in the order they preferred to see put
into action now, which would not cause too much immediate suffering and hard-
ship on the part of the public, "ending TV programs at 10 p.m.' rose to fourth
place. In the Central Time Zone, "ending TV programs at 9 p.m." ranked 7th

and 5th respectively, one place behind its Eastern rankings.

TABLE 2

Present and Future Rising and Retiring Habits, Including Reasons

1. Average time to get up now

Eastern Zone Central Zone

Monday - Friday mornings 7:00 a.m. 7:00 a.m.

Saturday mornings 8:00 a.m. 8:00 a.m.

Sunday mornings 8:30 a.m. 8:30 a.m.

2. Average time to go to bed now
Sunday - Thursday nights
Friday nights
Saturday nights

3. dumber of nights per week staying up:
Eastern Time Zone

To watch network 10-11 p.m.
To watch 11 p.m. news or half-hour local
To watch network, local after 11:30 p.m.

Central Time Zone
To watch network 9-10 p.m.
To watch 10 p.m. news or half-hour local
To watch network, local after 10:30 p.m.

4. Time to go to bed if network ended at 10 p.m.
inbc.ead of 11 p.m. (Eastern Zone only)

Time to go to bed if network ended at 9 p.m.
instead of 10 p.m. Zone only)

11:00 p.m.
12 midnight
12:30 a.m.

3.61
1.72
0.82

19.4% earlier
79.2% same time
1.3% later

5. Central Time Zone preferences:
Change to new prime time of 6-9 p.m.
Keep stai,us quo (prime time 7-10 p.m.)
No opinion

6. Opinions of respondents who have lived in both
Central and Eastern Time Zones:
Prefer 8-11 p.r. prime time
'refer 7-10 p.m. prime time
No preference, no opinion

4%

90%
65

10:00 p.m.
11:00 p.m.
12 midnight

6.22
3.07
1.01

4.9% earlier
94.3% same tim
0.8% later

4%
94%
2%

264



TABLE 3

Rank Preferences of Energy Conservation Measures

Proposed Measures

Eastern Time Zone , Central Time Zone

Most
Effective

Implement

Now

Most
Effective

Implement
Now

50 m.p.h. Speed Limit 1 2 1 2

Daylight Savings Time 2 1 2 1

Thermostats 3 3 4 4

Car Pools 4 5 5 3

Ration Gas 5 6 3 6

TV End Earlier 6 4 7 5

No Cars Downtown 7 7 6 7

(Note: Question 4 of the questionnaire asked: 'Several solutions have

been proposed to solve the U.S.'s present energy crisis. Here

are 7 proposed solutions, in alphabetical order. Put these pro-

posed-solutions in the order that you think will do the most food

(#1 for the best solution, #7 for the worst solution)." Question

5 asked: "Put these same proposed solutions to the energy crisis
in the order that you prefer to see put into action NOW (#1 for

the solution you prefer the most NOW, #7 for the solution you

prefer the least NOW). Here, your primary concern should not

be which solution will do the most good, but which can be imple-

mented NOW without too much suffering and hardship on the part

of the public. Again, the 7 proposed solutions are in alphabeti-

cal order.)" The proposed solutions, in alphabetical order, were:
(1) Daylight Savings Time year round; (2) Have TV network programs

end at 10 p.m. instead of at 11 p.m. (Eastern zone); (2) Have TV

network programs end at 9 p.m. instead of at 10 p.m. (Central zone);

(3) Make it a requirement for everybody to form car pools going
to and from work; (4) Nationwide 50 m.p.h. speed limit for cars;

(5) Outlaw cars from downtown areas in all cities; (6) Ration

gasoline; (7) Set all thermostats at 65° in the wintertime
and 75° in the summertime.)

Application of findings to Public Policy

The main question is, 'How much energy would be saved?" If respondents

in the Eastern sample are representative of those in other Eastern and Pacific

Time Zone cities, in which prime time is 8-11 p.m., then 19.4% of the people

in these two time zones would go to bed earlier if network TV programs ended

at 10 p.m. How much earlier is unknown. Several assumptions and simple
mathematical calculations are necessary to determine how much energy would be

saved by the new earlier-to-sleep habits. The Georgia Power Company supplied

measurements at a randomly-chosen residential electricity-measuring substation

in Columbus, Georgia, for four randomly-selected eek-long periods during

summer, winter, fall, and spring. Calculations Llicate that 16.6% of all
residential energy at that substation is used between 10 p.m. and 2 a.m. in
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summer, 13.9% in winter, 12.5% in fall, and 16.3% in spring. Thus, on a

yearly basis, 14.85 of all residential energy at that substation is consumed
between 10 p.m. and 2 a.m. Assuming that energy consumed by TV and by other

electrical apparatuses such as electric lights (which are kept buring because
residents are awake watching TV) is one-half of the total residential elec-
tricity consumed, then 7.45 of all residential energy consumed can be attrib-
uted either directly or indirectly to TV watcning. This factor of one-half

is based on the fact that certain energy-using apparatuses, such as the
refrigerator, continue to consume energy during sleeping hours. If all of

the 19.4% of the people in the Eastern Time Zone who said they would go to
bed earlier did in fact go to bed earlier and at 10 p.m. (a questionable
assumption), then 19.4% of this 7.45 TV-related energy might be saved. If

the same event occurred in the Pacific Time Zone, ten 1.4% (.194 x .074) of

all residential electric power would be saved for tI.. 2/3 of the nation in the
Eastern and Pacific Time Zones, which means a 0.93% savings in residential
electricity nationwide (.014 x 2/3).

The approximate figure of 1% seems to be in agreement with findings
reported by the Wall Street Journal.4 It reported that Consolidated Edison

Company engineers estimate that year-round daylight savings time might save
three to five billion kilowatt hours, or one-third of 1% of the nation's

annual electrical consumption. It reported that others (unidentified) figure

the savings as high as 2%. The Consolidated Edison figures were based on the

assumption that people would switch on the lights an hour ater on winter
evenings. This assumption is similar to switching the IN and lights off an
hour earlier year round, should network programs end at 10 p.m. instead of

11 p.m. Advertising Age5 reports that unidentified pubic utilities have
estimated that radio and TV sets can consume 7% to 9% of residential energy in
San Francisco and Hew York. Furthermore, color and older TV sets consume

more energy than black- and -white and newer models. There are more than 106

million TV sets in households, and 65.3% of all TV homes have color sets.

There are more than 280 million radios in homes and offices, plus millions

more in automobiles. It also reported an unidentified broadcast source that

35 million TV sets are in use from 6 to 7 p.m. If the government forced TV

programs off the air during that hour, the energy conserved would be the

equivalent of 15.7 million barrels of oil a year. An Associated Press story

in the Columbus (Georgia) Ledger quotes the A. C. Nielsen Company as saying
that the average American household watches slightly more than six hours of

TV each day, most of it during the evening hours. It also quoted the Edison

Electric Institute, the major trade association of privately-owned light and
power companies, as saying that TV viewing uses up slightly more than six

percent of an average household's total annual electric use. If both figures

are correct, then one percent of residential electricity per hour can be

attributed to T% usage. Another Associated Press story in the Gainesville

(Florida) Sun7 quotes the New York City utility, Consolidated Edison, as
saying if the owners of all New. York City TV sets cut just one hour off their
regular viewing schedule each day for a year, the city's need for oil would be
reduced by 630,000 barrels, since Con Ed generates 70% of its electricity by
burning oil. In late November, 1973, according to an Advertising Age2 report,

the Federal Communications Commission staff began to collect broadcasting and
TV set energy use data at the request of FCC commissioners and the White
House Office of Energy Policy. The OEP also wanted figures on viewers of

late night programming for its conservation planning. TV Guide' reported

some of the FCC findings, released in early January, 191-4-71---7he FCC found that
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US radio and TV stations and home receivers consume 143 million kilowatt-:Iourz

of power daily, or about 3 percent of total US electric consumption. The

remainder of the FCC report was not released as of that date.

Results of the present study suggest that if the timing of evening net-

work TV programming were to be changed to 7-10 p.m. nationwide, about 1.4%

of all energy consumed in residences in 2/3 of the U.S. night be saved. At

the present time, in the Eastern and Pacific Time Zones, prime time begins at

8 p.m. and ends at 11 p.m., while in the Central Time Zone, where people go to
bed an average of 60 minutes earlier, and sleep about one hour longer, prime

time begins at 7 p.m. and ends at 10 p.m. It is suggested as a matter of

public policy that the prime time of the Central Time Zone--7 to 10 p.m.--be

adopted for all time zones-of the U.S. (Exceptions would be made for live

events such as sports.) The author, in late November, 1973, sent his findings

to senators, congressmen, the FCC, the OEP, the wire services, newspapers,
trade journals, the networks, lobbyists, magazines, and officia:Is of the

sxnutive branch of the government, and urged adoption of a national prilAe

tizle of 7 to 10 p.m. At the time of the wri-ing, what action that may have

been taken is unknown. It was urged, however, that Congress initiate legis-

lation making it mandatory for prime time network TV programming to begin at

7 p.m. and to end at 10 p.m. throughout each time zone in the U.S. This move

may save approximately 1% of the U.S.' residential energy consumption, for

there is evidence that late retiring habits are associated with TV watching.

Furthermore, people seem to regard this proposal as being less disruptive of

their life-styles than other more drastic proposals, including lower speed

limits and gasoline rationing. Furthermore, Eastern and Pacific viewers may

prefer an earlier prime time once they are exposed to it. Table 3 shows the

results of a question asked by an interviewer of a different random sample

of 50 Columbus, Georgia, residents who had lived at some point in their lives

in the Central Time Zone. The question was: "Which one of these things do

you prefer? (a) I prefer evening network TV programs starting at 8 p.m. and

ending at 11 p.m. like in the Eastern Time Zone here in Georgia. (b) I pre-

fer evening network TV programs starting at 7 p.m. and ending at 10 p.m.

like back in the Central Time Zone. (c) I have no opinion or preference."
90% of the respondents in this group indicated a preference for the 7-10 p.m.
programming, 6% had no preference, and 4% preferred the 8-11 p.m. programming.

Thus, the proposal contained in this paper may not inconvenience Eastern

and Pacific viewers on the basis of residents of the Eastern Time Zone who had

been exposed to earlier prime time of the Central Time Zone on a regular basis

earlier in their lives, in fact, Eastern and Pacific viewers may prefer an

earlier prim time once they have been exposed to it. Furthermore, the pro-

posal is viewed as a conservation measure of relatively less hardship by

Eastern viewers at least, so they may not be inconvenienced. Two parties

would be inconvenienced, however--TV networks and local TV stations.

Jetworks would have to set up new program-: :43 origination feeds in the

Central and Mountain Time Zones of the nation, instead of having the live

feed come from New York City. The Los Angeles live feed already is in opera-

tion in the Pacific Time Zone, and TV Guide reported in 1971 that networks

were considering a uniform prime time of 7:30-10:30 p.n. throughout the U.S.

when tee FCC's 'prime time access rule- made the networks turn over one-half

hour of programming time to local stations for their own use. Any possible
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inconvenience to the networks of four live feeds, one located in each time
zone (or using the hew Yor City feed at staggered times for the Eastern,
Central, and Mountain Time Zones), may be balanced by higher ratings in their

last hour of programming time. Higher ratings may occur since Centralers
watch 9-10 p.m. programs an average of 6.22 nights per week, while Easterners
watch 10-11 p.m. programs an average of only 3.61 nights per week. The net-

works could charge more for higher-rated programs in their last hour program

block.

Local TV stations in the Eastern and Pacific Time Zones would probably
be inconvenienced most, and their profitability may be adversely affected.
These Eastern and Pacific stations now have one extra hour of local time
(7-8 p.m.) to sell before network programming starts at 8 p.m.; relative to
stations in the Certral Time Zone whose network programming begins one hour
earliev(at 7 p.m. As a matter of public policy, gradually-phased-out sub-
sidies could be made by the government to local TV stations in these two time
zones, based upon necessity, to compensate them for any potential loss of

revenue gained from selling local (non-network) tine between 7 and 8 p.m.

The proposal made in this paper is not without precedent. NBC Nightly

News reported on November 23, 1973, that a European nation has stopped all
late (undefined) movies on TV in the interest of saving energy. Advertising

Age3 quotes unidentified sources at one TV network in the U.S. as saying that
the world-uide energy crisis has forced, or may force, broadcasters in Europe

and Japan to 'lop off" some telecast hours. It also reported that KTVW-TV,
serving the Seattle-Tacoma market, has voluntarily decided to end its broad-
cast at midnight, effective December 3, eliminating 13 hours per week of

telecast time.

Finally, Senator Henry Jackson's proposed energy bill approves as an

energy-saving step ban on all advertising enrouraging increased energy
consumption," at least at the time of this writing. Advertising Ages reports

that although utility advertising is probably what the Senator had in mind,

no one is really certain. It is possible that the bill may be interpreted to
include network advertising after 10 p.m., although the Advertising Age writer
did not think of this possibility; if not, new legislation may be needed to

implement the suggestions of thi;fpaper.

Of
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APPLICATION OF ADVERTISING TECHNIQUES
IN THE SOLUTION OF SOCIAL PROBLEMS

by
BARBARA J. COE

Associate Professor of Marketing
Graduate School of Business

New York University

Advertising, as an element in the promotional nix, is part of the com-
munication function of marketing. It can be used to communicate information
about the existence of social problems, the background of the situation, sug-
gested solutions, and how an individual can get involved in implementing the
solution. In communication designed to sell a product or service, appeals are
used which are expected to drab positive reactions from the audience. Appeals
must do the same job in communications relating to social problems. The

.important factor to remember in selecting appeals is that the individual is
being asked to nake a connittment of himself which has ramifications in terms
of acceptance or ostracization by others now and in the future.

The purpose of this paper is to consider the use of advertising as a
vehicle for generating support for proposed solutions to social problems.
Five major aspects will be considered: 1) Major Objectives of Advertising
in Implementing Social Programs; 2) Similarities and Differences with Product
and Service Oriented Advertising; 3) Special Problems in Implcmenting the
Communication Process; 4) Special Problems in Evaluating Results; and 5) Im-
proving the Effectiveness of the Application of Advertising in Social Problem
Areas.

Major Objectives of Advertising In Implementing Social Programs

Advertising developed to promote solutions to social problems may have
one of several objectives:

1. To solicit contributions to support existing programs designed to
solve a social problem.

2. To persuade individuals to publicly commit verbal and overt expres-
sions of support for programs designed to solve social problems.

3. To change existing attitudes concerning a social problem.
4. To communicate information regarding program benefits available to

individuals who are disadvantaged because of the social problem.
5. To help implement a change from a voluntary to a non-voluntary social

program.

The success of advertising in achieving these objectives varies.

Advertising has been most effective in:

1. Getting individuals involved in the solution of social problems when
it has served as a vehicle for dispensing information concerning
rewards and punishments imposed by authorities in charge.
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2. Helping to raise money for social projects when no other personal
involvement by the individual is required.

3. Communicating reasons for change to non-voluntary social programs.

Advertising has been less effective in:

1. Involving individuals in the solution of social problems when
involvement is voluntary and no enforceable reward or punishment
system exists.

2. Helping communicate the need for attitude changes relating to social

problems when change is voluntary or semi-voluntary.
3. Achieving an attitude change within a select audience.
4. Obtaining the desired response to information communicated to those

disadvantaged because of the social problem.

Similarities and Differences with Product
& Service Oriented Advertising

In the zeal to use advertising as a tool in seeking and implementing
solutions of social problems, it is often overlooked that these 'market
situations' differ from those encountered in selling products and services.

The differences include: 1) the purchase of a product or service doesn't

commit the individual to a position on a topic which may be controversial. If

in response to marketing efforts the individual buys a product or service and

is dissatisfied, he simply does not repeat the action and no real damage is

done to his self-image. But, if an individual is persuaded to offer verbal or

overt support for a proposed solution to a social problem or cause, this in-

volves a commitment of himself and his self-image. To later admit he made a

mistake in this commitment, results in a change in the social dimension of his

self-image. This has a negative effect on the individual's self-image. 21 the

purchase of a product or service does not generally put an individual in danger

of being verbally or physically attacked. Identification with a position on

a social problem can place the individual in danger of being ridiculed or

ostracized and may result in economic and/or social hardship. Support of a

position places the individual, in varying degrees, in possible opposition to

those he a-aires, respects, or fears. The price of his commitment is an

investment of part of himself, rather than a monetary expenditure.

Though the job of selling en individual on the need and way to solve a

social problem is much more difficult than selling a bottled soft drink or an

after -shave lotion, some similarities do exist. The similarities include:

1) Other groups seeking support for social problem solutions and opponents

of the current position are competing" for the individual's attention and

involvement. 2) "Packaging" of the solution procedure is important in differ-

entiating one group's 'offer' from opposing groups. 3) "Pricing' must be

considered appropriate by the individual. The price of his involvement,
whether in monetary terms or personal time and energy, must be perceived as

a 'fair price.- 4) The place' to implement involvement must be clearly de-

fined. It is for the individual to say: "I would help, but I don't

know where to start or what I can do."
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Both similarities and differences need to be taken into account in
implementing the advertising program. 1:ach part of the communication process

must be examined and analyzed to determine the appropriate approach to suc-
cessful implementing of the campaign.

Special Problems in Implementinq the Communication Process

There are special problems associated with correctly ana successfully
implementing each step in a non-personal communication process designed to
help implement a social program. A modification of the traditional non-
personal communication process is desirable. The traditional communication
process is pictured in Figure 1 and the suggested modified process in Figure 2.

Figure 1

Traditional Communication Process(1)

SOURCE ENCODING TRANSMISSION OF RECEPTION DTCODING
MESSAGE

Three fundaments]. considerations underlie the effective utilization of the
communication process to promote solutions to social problems.

1. Determining the objective of the advertising.
2. Determining the current attitudes of the target market concerning

the social problem and suggested solutions.
3. Determining the alternatives competing for the attention ofthe

target market.

The Objective of the Campaign

The given objective of the campaign influences the content and role of
the advertising.

Objective: Raising Money. Advertising has been a very successful tool
for use in soliciting monies to help fight social problems. Successful cam-
naigns have been developed and implemented overtime for organizations includ-
ing the Red Cross, Negro College Fund, United Community Campaign, and UNICET
Emphasis in tne advertising is based on the appeal to give in order to help
others. Emotional appeals stressing the differences between the audience
and the disadvantaged have been used effectively when the objective is to
create an awareness of the need rather than instilling guilt feelings. Any
suggestion of guilt may result in rejection of the message by the audience.
The giving of money represents parting with external materials rather than
contributing part of ones self. The activity can be completed in private and
kept private. The role advertising can play as an agent for.communicating
the need for monies to support social efforts is simmnrized ftp Figure 3.
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Figure 3

THE ROLE OF ADVERTISING IN RAISING MONEY

...
&

Objective Advertising's Role

Voluntary
Contributions

Voluntary
Contributions
Plus Some Public
Funding

communicate need,.
reasons and how to
give

Icommunicate in-
ability to fully
support program
voluntarily

[communicate need,
reasons for using
some public funds

Total Public
Funding

communicate reasons
for change in
financing

irommummr.
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justify using
public funds and
explain system
of financing



Objective: Personal Involvement. If the objective of the advertising
is to get the person to give of himself in terms of investing time and energy,
information must be communicated which persuades the individual that his self-
image will be enhanced or maintained by such involvement. If survival is the
most basic human instinct, maintenance and enhancement of the self-image is
the next most fundamental.(2) Self-image refers to all perceptions of self a
person has at a given instant. To effectively use an approach involving self-
image, the individual's self - image must be understood. When advertising has
been used to accuse the individual of being less than considerate of others in
his reaction to a social problem, the resulting threat to his self-image has
been rejected and the appeal voided. Several campaigns which have emphasized
unpleasant aspects of human behavior have ultimately been changed to incor-
porate less threatening and personal themes. The National Safety Council's
drunk driver campaign introduced in 1970 used the theme Screagt loody Murder"
and cited 'all the things drunk drivers had done for society.'0) Situations
were used in the campaign which pictured haw drunk drivers brought families
together at funerals and helped eliminate some of the overcrowding in schools.
The theme was changed in 1973 to a narrative, with musicial background, featur-
ing a young woman named Janie whose life was ended on a lonely road by a man
drunk out of his mind.' An anti-liter campaign featuring hogs as litering
citizens met with resiste' :e and the campaign was modified to feature 'real"
people. When "others" are shown as the villains and no direct threat is made
against the individual's self-image, there is less negative reaction. There
is a danger, though, that the individual will have a reaction that: -It is

the other guy who does it, not ne--so what can I do?" Advertising's role as
an agent for communicating the need for personal involvement is sumnarized in
Figure 4.

Objective: Change Existing Attitudes. Research on the audience may
indicate whether the basic step in obtaining personal involvement requires a
general change in attitudes. The most difficult role to assign to advertising
is that of helping to change attitudes. Yet, in terms of the social problems
faced by society today, this is one of the major tasks assigned to advertising.
In attempting to achieve this attitude change, the individual must deal with
several problems relating to the nature of attitudes.

Attitudes are a predisposition to evaluate some symbol or object or
aspect.of an individual's world in a favorable or unfavorable manner.(4) In
other words, attitudes affect behavior. To change an individual's behavior
in regards to a particular object or situation, we need to understand how to
alter his attitudes. This alteration may involve any one or a combination of
the three components of an attitude. The components are the affective (one's
evaluations of), the cognitive (one's knowledge of), and the behavioral (one's
predisposition to act toward the object of the attitude)- One or more of
these components need to be altered if the attitude is to be changed. In
selecting the approach to use for purposes of determining attitude change, the
developer of the advertising must first understand the functions which atti-
tudes perform f9r the individual. Daniel Katz defines four major functions
of attitudes.(5)

1. Instrumental adjustive or utilitarian function, people strive to
maximize rewards in the external environment and minimize the penalties. To
change such attitudes, the advertising must help generate one of two
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Figure 14

. THE ROLE OF ADVERTISING IN SECURING.
PERSONAL INVOLVEMENT

Objective Advertising's Role

Appeal for
Involvement

Stress urgency of
situation and need
for involvement

.

1

Acceptance of
Involvement

Detail how to
translate acceptance
of need to become
involved

1p111114111101.

Reinforce original
decision by citing
benefits o.:curing
to self, others,
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conditions: 1) the attitude and related activities must no longer provide
the former level of satisfaction; or 2) the individual level of aspiration

has been raised.

2. Ego defensive function: a person protects himself from acknowledging

the basic truths about himself or the harsh realities in his external world.

The usual procedures for changing attitudes and behavior have little positive

effect upon attitudes geared to ego defenses. `three procedures which may have

some effect are: 1) removal of threat; 2) ventilation of feelings; or

3) individual acquires insight into his own defense reactions. The use of

advertising has been better as a means of supplying information and emphasiz-

ing advantages of certain courses of action rather than in chancing defensive

attitudes.

3. Value-expressive function: individuals derive satisfaction from

expressing attitudes appropriate to their personal values and to their "self-

image. The advertising, to be effective, must give clarity to the individual's

self-image and help him mold the self-image closer to his basic desire. In

order to change this type of attitude, advertising needs to generate one of

two conditions: 1) some degree of dissatisfaction with one's self-image, or
2) some dissatisfaction with old attitudes as being; inappropriate to one's

values.

4. Knowledge function: individuals need to give adequate structure to

their world through the search for meaning and understanding. Advertising

communication can help create the condition where the inadequacies of existing

attitudes to deal with new and changing situations are evident.

The role advertising can play as an agent for chancirv, existing attitudes

is presented in Figure 5.

Objective: Communicate Information to Disadvantaged. Advertising,

effectively used, communicates information regarding program benefits avail-

able to individuals disadvantaged because of the social problem. The success

of the communication depends on: 1) the communicator's understanding of the

audience to be reached and their attitudes concerning their situation;

2) selection of words and cues for message content which are acceptable and

understood by the audience, 3) selection of a media combination to which the

audience has access, and 4) selection of appeals which do not make the audience

feel they must Give up their self-respect in order to take advantage of the

program. Lack of attention to these areas results in ineffective advertising

development. This lack of attention resulted in some severe communication

problems in the campaigns designed to communicate information about partici-

pation in Food Stamp Programs, Family Planning Programs, and Mnority Hiring

and Training Programs. Figure 6 contains a summary of advertising's role as

an agent for communicating program benefits to the disadvantaged.

Objective: Implement Change to Jon- Voluntary Program. Some social

problems require movement from appeals for voluntary involvement to non-

voluntary or mandatory involvement. This evolution often results from the

failure of a voluntary app.al campaign to stimulate the desired level of

involvement. If the problem is not resolved over time, authorities move to

make involvement more mandatory until it is finally mandated through legisla-

tion. Advertising may be used as the vehicle for communicating the reasons
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Figure 5

THE ROLE OF ADVERTISING IN BRINGING ABOUT

CHANGES IN ATTITUDES

Objective
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Figure 6

THE ROLE OF ADVERTISING IN COMUNICATION OF
INFORMATION TO THE DISADVANTAGED
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behind the change to u non-voluntary program. This situation has occurred
recently in relation to gasoline rationing in certain sections of the United
States.k6) The evolution has been accelerated in the case of the present
world energy shortage. Advertising has been an excellent tool for comrunica-
ting information concerning reward and punishment systems associated with
involvement and non-involvement in mandatory programs. The role of advertis-
ing in helping to implement change to non-voluntary social programs is sum-
marized in Figure 7.

The greatest success has come in campaigns oriented to raisin: money,
dispensing information about rewards and punishments associated with involve-
ment and non-involvement, and in communIcating information related to reasons
for change to mandatory social programs.

Current Attitudes

To effectively communicate with the
advertising campaign must understand the
social problem and the proposed solution.
and the resulting action will be heavily
attitudes.

target audience, the designer of the
attitudes of the group toward the
Reception of the message, decoding

influended by prior and current

To cnanf;e an existing attitude is a complex Process for attitudes once
formed become resistant to change. The learning theory found in general ex-

perimental psychology appears especially useful for designing advertising
directed toward attitude change.

The initial comprehensive work in this area was done by iiovland, Janis
and Kelley and reported in their work Communication and Persuasion.( 7) They
identifiei four major aspects of attitude change which are directly related
to the communication function of advertising.

The first aspect involves the characteristics of the source of a communi-
cation which can affect attitude change due to creditability of the communi-
cator. Creditability takes the form of expertness and trustworthiness of the
person or medium presenting an appeal to the audience. The lower the credit-

ability associated with the source the more biased the source appears.
Creditability is especially vital in selecting spokesmen for use in advertis-
ing relating to the solution of a social problem. If the individual lacks
creditability with a majority of the audience, or if the creditability is low,
the objective of the message may be defeated by lack of acceptance on the
part of the audience. This consideration also extends into selection of a.
medium to carry the message. The medium should reach the desired audience
and also complement the nature of the message, not detract from it.

The second aspect involves the nature of the communication and two dif-
ferent ways in which motivational aspects of the communication itself can
affect attitude change. The first or these is arousing fear. Minimal appeal

to fear is thought to have greater positive effects in producing change, much
less of an emotion effect on the audience, and much greater reFistance to
counterarguments than does moderate or strong appeals to fear. The lack of
effectiveness of stron7, appeals to fear has been attributed to the high
degree of emotion aroused in the audience which can lead them to ignore the
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Figure 7

THE ROLE OF ADVERTISING LI IMPLE:4ENTING
CHANGE TO A NON-VOLUDTARY SOCIAL PRCGRAM
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importance of the threat.(8) Advertising which uzes strong fear appeals in
suggesting solutions to social problems has proven ineffective in many cases
simply because the audience ignores the threat. In 1968-69, the National
Safety Council used the theme What's Your Excuse?' and graphically illustrated
what happened to people who didn't use seat belts. A study for the pericid,
1967-69 indicates seat belt usage dropped from 35 percent to 34 percent.t9)
A less fear oriented Buckle Up theme was introduced in 1972. Fear was
absent from the 1973 theme, 'Show Me You Love Me. Another fear oriented
campaign, anti-smoking, also appears to have encountered resistence. A report
issued by the National Clearinghouse for Smoking and Health in January, 1974*
indicated the annual total of cigarettes smoked in the United States had
increased from 524 billion in 1964 to 583 billion in 1973. 10) The other
motivational variable is salience of group norms. Heightened awareness of
group membership can effect resistance to persuasion counter to the group's
norms. When salience is high there is more resistance to counterarguments
than when salience is low. The designers of the advertising message must take
into consideration the degree of group membership awareness exhibited by
individuals in the audience. Counterarguments should be structured with the
degree of salience in mind.

The general organization of the communication to an audience is cited as
the third aspect. Presenting one-siqed,versus two-sided arguments has been
investigated in a series of studies.k11) Conclusions indicate that giving
reople two-sided presentations for disregarding later counterpropaganda is
more effective in producing sustained attitude change than when only a one-
sided presentation is provided. Other examples of research suggest that one-
sided and two-sided presentations have different effects on the acceptance of
the implications of subsequent information(12) and that, in general people
of higher intelligence are more persuaded by two-sided argunents.t15)

In presenting arguments to change the individual's attitude toward a
social problem, arguments which may be presented by opponents should be
included. In this way, the audience will be less likely to note opposing
points of view presented in opposing advertising because they have already
been exposed to the idea. In terms of preserving attitude change, it is
better if both sides of the question are presented in the communication.

The final aspect concerns responses of the audience to the communication,
subdivided into overt expression of acceptance of the new opinion and the
degree of retention of opinion change. The more overt the expression of
acceptance of the new attitude on the part of the individual, the nore likely
the person is to retain the new attitude. The use of advertising to change
an individual's attitude concerning a social problem should result in some
overt expression by the individual. This has the effect of publicly identify-
ing him with others who share his attitude in relation to the social problem
and will help reinforce the attitude change over time. The advertising can
be used over time to keep reinforcing the attitude change which has occurred.
This is vital to counter opponents who will continue to seek to change atti-
tudes to more closely reflect their point-of-view. Many individuals who are
converted to working on a social problem through attitude change are lost due
to lack of reinforcement.

A change in attitudes requires a change in the individual's self-image.
When the attitude to be changed is closely identified with the self-image the
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tendency will be for the individual to avoid change. If the change is not

totally voluntary, it may be accomplished through a combination of approaches.

If significant group pressure can be exerted to bring about attitr.de change,

then the individual may accept such chance even though it means a change in

self-image. For this situation to occur, the group bringing pressure must be

perceived by the individual as an important source of Positive and negative

sanctions. When change is required by an authority beyond the control of the

individual, the threat of sanctions from that authority can force compliance

and, in effect, result in the desired attitude change. Advertising can be

used in helping to bring about attitude change in voluntary and semi-voluntary

situations. But, care must be exercised in identifying the appropriate atti-

tude function involved and in selecting proper procedures for bringing about

the desired change. In non-oluntary situations, the role of advertising is

to communicate the rules, reasons and possible sanctions as laid down by the

authority. Even in this situation, outright threats should be avoided in an

effort to bring about a smooth and less abrasive changeover in attitudes.

Competition With Other Alternatives

The individual can receive only so many of the advertising messages

targeted to him. He must pick and chose those messages to receive; the

remainder are not perceived. The designer of the advertising su_eortive of a

social solution must recognize his design Problems include not only interpre-

tating the objective and determining the existing attitudes but, also the

competing messages directed to the target group. Mese competitors include:

1) other groups attempting to recruit individuals for monetary or physical

involvement a social problem programs, 2) commercial advertisers trying to

attract attention to products and services, 3) physical and mental state of

the individuals when the message is transmitted and reception is desired;

4) concerns and activities relating to everyday life. Obviously the last two

competitive sources are more difficult to counter than the first two. The

commercial advertiser represents an additional! source of confusion and adds to

the clutter which intensifies the static barrier which needs to be penetrated

in order to gain the individual's attention. This is especially evident when

the transmission channel involves mass media such as television, magazines, or

newspapers. The major source of competition consists of other social program

advertising. The designer can relate to competition by trying to design his

message to be more attention getting, interest generating, desire stimulating,

and action resulting. This is especially important given the limited monetary

and physical resources available to most individuals for investment in social

programs.

Te overcome these competitive factors, tie advertising campaign needs to:

1) be readily accessible to the individual. This requires knowledge

of which transmission channels receivers regularly have access to.

2) present ways in which the individual can protect, Enhance or avoid a
threat to self-image. The closer to self the message seems, the

greater its attention getting capacities.
3) represent a constrast to other communication attempting to attract

the individual's attention.

The three considerations cited have definite impacts on the development

of an effective communication process in the form of an advertising campaign
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designed to implement a solution to a social problem. Examples of possible

implementations of the modified communication process given various combina-

tions of these considerations are presented in Figures 8a, 8b, and 8c.

Special Problems in Evaluating Results

Advertising practitioners have long attempted to evaluate the results

of advertising campaigns. Though absolute measures of advertising effective-

ness have not been developed, relative effectiveness measures have proved

beneficial.(14) The price tag for determining relative effectiveness has been

high. But, users of both pre- and post-appearance testing have felt the

investment necessary and worthwhile in most cases. Developers of social ad-

vertising cannaigns have an especially difficult time in evaluating results.

Several problems face such advertisers.

First, money is usually very tight and priorities often indicate it be

spent on activities deemed more important. Activities involving the printing

of brochures, the staffing of an office, a telephone staff, and other related

activities tend to be ranked higher in terms of priority than evaluating the

effc,,:Liveness of advertising.

Second, many individuals engaged in the development of the advertising
campaign do so on a voluntary basis and their involvement often ends there.'

In such a case, evaluation of results may never take place.

The basis fur evaluation is sometimes difficult to establish given the

Objective of the campaign. Some objectives lend themselves to evaluation

better than others: 1) Raising money: determine the amount of contributions

received; 2) Publicly commit verbal and overt expressions of support: may

indicate number of respondents, 3) Change existing attitudes: requires indepth

research and analysis involving a large sample of people. Even with such a

research effort, actual attitude changes will not ne2essarily be identified;
4) Communicate information to those disadvantaged: may record the number of

people who seek help. This does not indicate how many who could be helped by
the program but never received the message and how many who received the mes-
sage did not understand it or how they can be helped; 5) Implement change from

voluntary to non-voluntary program: may record level of compliance within

target group. This doesn't indicate if those not in compliance are not be-
cause they didn't understand the requirements or because they never received
the information.

Overall, the lack of work in the area of evaluation of social advertising
has made it difficult to assess the impact and value of these campaigns.

LEnproving the Effectiveness of the Application
of Advertising. in Social Problem Areas

The tendency to assign too great a value to the ability of advertising to
help solve social problems must be overcome. Advertising cannot take the
place of needed public education in many of the social problem areas. Mile
advertising can help in tne educational process, it cannot achieve the desired
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results alone. education through direct personal contact and other communica-
tion vehicles must also be utilized in a total program to achieve the desired
ends. Too often, the group attempting to interest others in their program for
social improvement assumes that advertising can generate this interest without
other aides. This is nc.'' the case. But the effectiveness of advertising in
performing its role in social problem areas can be improved by careful atten-
tion to the following points:

1. More care needs to be taken in the research of the current attitudes
of the target audiences as related to the social problem. Too
little research is often done on who is to receive the message and
how they currently feel about the social problem. The advertising
can cause a defensive reaction on the part of the individual, re-
sulting in a reinforcing of the incorrect attitude rather than a
change.

2. Information presented needs to be organized to include both sides
of the argument. In p,nent efforts, the one-sided argument presen-
tation dominates. This approach leaves the audience open to counter-
arguments from opponents.

3. Information presented in the advertisement needs to clearly spell
out the procedure an individual may follow to become involved in the
solution of the problem. Many times the advertisement is successful
in generating interest, but insufficient information is presented
concerning how to translate the interest into action.

4. The tone used in the advertising messages needs to be positive rather
than negative. The tendency to lecture people about their short-
comings and the shortcomings of society must be tempered by a reali-
zation of people's reaction to such an approach.

5. P. systematic effort to evaluate the results of the advertising
campaign should be included in overall planning. The results of
the evaluation should be used to determine necessary changes and
identify positive aspects of the campaign effort.

These are only a few steps which, if implemented, could help improve the
effectiveness of advertising in helping to solve social problems.
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A STUDY OF SEALS AND CERTIFICATIONS OF APPROVAL
AND THEIR ROLE IN CONSUMER INFORMATION PROCESSING:

RESULTS AND IMPLICATIONS FOR PUBLIC POLICY

by
THOMAS T. PARKINSON

Assistant Professor of Business Administration
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University of Delaware

Consumer decision-making may sewed as being primarily a problem'
solving activity involving the acnuisition and processing of information from
a number of available sources. According to the existing proprietary and
governmental research, one important source of product-related information
available to consumers is seals or certifications of approval.' The results
of these studies generally appear to support the belief that seals and certifi-
cations of approval play a significant role in consumer decision-making.

Seals and certifications of approval are those 'private aids" designed
to give the buyer some dependable third-party assurance as to the quality of
the products that they are buying.2 These seals and cert.Pications on products
characterize them as "tested," "guaranteed,' "certified," and/or "approved."
They are promoted by .:he organizations awarding them as putting a quality
floor under certain kindc of products and services, and are granted to manu-
facturers of products and services that meet the requirements of the seal-
granting institutions.3 These seals and certifications are generally granted
by consumer magazines, independent testing companies, professional organiza-
tions, and governmental agencies. These agencies grant their seals and certi-
fications to products which meet their standards, and firms in turn use these
symbols in packaging and promoting merchandise at the retail level. However,
not all of the seals and certifications currently appearing on products in the
marketplace are issued by third-parties. A significant number of these sym-
bols ale the product of testing and/or certifying programs maintained by
retailers and manufacturers who are directly involved in the production and
sale of these products.

The purpose of this study was to investigate several aspects of the role
played by these seals and certifications as informational sources in the con-
sumer decision-making process. Specifically the study had the following
objectives: (1) To investigate the effects of various individual-difference
varialdes (perceived risk, self-confidence, need for certainty, and cognitive
style) on the use of seals and certifications in consumer decision-making;
(2) To investigate the perceived credibility (trustworthiness, expertise, and
impartiality) of seals and certifications relative to other informational
sources available to consumers; (3) To investigate several factors related to
consumers' use and perceived meaning of certain existing seals and certifica-
tions.

Although there are a multitude of seals and certifications in the market-
place today, this study was limited to consideration of the following
symbols :1+
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1. Good Housekeeping Seal
2. Parents' Magazine Seal
3. Underwriters' Laboratory Seal
4. U.S.D.A. CHOICE Stamp
5. Macy's Bureau of Standards Seal
6. Monsanto Wear-Dated Label
7. Shop. -N -Bag Meat Guarantee Label

8. W. T. Grants "Laboratory Tested and Approved" Seal
9. 'Seal of Approval" (fictitious symbol)

Methodology

Hypotheses were derived concerning the use and credibility of seals and
certifications as informational sources based on the existing research in the
areas of source credibility and consumer information handling. To test these
hypotheses and to generate data for analysis concerning the use and perceived
meaning of the nine existing seals and certifications, a laboratory experiment
and five questionnaires were developed and administered to 198 adult female
residents of Northern Delaware.

During the laboratory experiment each subject was given the task of
selecting four different products from among four unknown brands. In each
product category three of the alternative selections had some kind of seal or
certification, while the fourth had none. The subjects were first asked to
make their selections, and then to indicate the reason for their choice.
Following completion of the laboratory experiment, the subjects were assembled
in a classroom and asked to complete a number of questionnaires designed to
measure perceived risk, several personality traits, and the perceived credi-
bility of the major sources of shopping information available to consumers;
next, the subjects were shown slides of a number of existing seals and certi-
fications and in response to each they were asked to indicate whether they
had ever seen the symbol, what were their evaluations of products that had it,
and what the seal or certification meant to the-. The study concluded -pith a
one-page questionnaire requiring each subject to characterize her personal
use of seals and certifications while shopping.

Results

The findings relative to the first research objectives indicated that
when making shopping decisions: (1) Subjects who perceived high risk in
selecting and using particular products, chose products having seals and cer-
tifications more frequently than did those subjects perceiving low risk;
(2) Subjects who indicated a low level of self-confidence in their ability to
evaluate and purchase particular products, chose products having seals and
certifications more frequently than did tnose subjects that indicated a high
level of self-confidence; (3) Subjects who indicated a high level of general-
ized self-confidence made less use of seals and certifications than did those
who indicated medium or low generalized self-confidence. HOwever, the differ-
ence between the latter two groups was not signifcant, and the hypothesized
"curvilinear" relationship was not supported; (4) Subjects who indicated a
high need for cognitive clarity (certainty) made greater use of seals and
certifications than did those subjects indicating low need; (5) Among subjects
who indicated a high need for cognitive clarity, those whose cognitive style
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was that of clarifier made greater use of seals and certification than did
those whose cognitive style was that of a simplifier; (6) Among subjects who
indicated a low need for cognitive clarity, cognitive style had no effect on
the use of seals and certifications.

The findings relative to the second research objective indicated that
(1) Independent sources were perceived as being more credible than avocate
sources in all product categories, (2) Personal sources were generally per-
ceived of as being more trustworthy and impartial than impersonal sources,
(3) Impersonal sources were generarly perceived of as being more expert than
personal sources, (4) Seals and certifications were perceived as being signif-
icantly more credible than market-dominated sources such as advertisements
and salesmen.5

The findings relative to the third research objective were as follows:
(1) Five of the nine seals and certifications included in the stud were
recognized by at least 85% of the subjects, (2) The presence of these seals
and certifications positively influenced the choice of behavior of the sub-
jects; (3) Products with seals and certifications were perceived aC4A,i.ng
more desirable than the general mix of products available in the marketplace
today; however, little difference in meaning was found among the various well-
known symbols,6 (4) The subjects were generally uncertain about the meaning
of the various seals and certifications, and generally attributed much more
to their presence than is justified by existing seal-granting programs.

Implications

The results of this study, while subject to its sampling limitations,
would appear to have salient implications for consumer protection and educa-
tion. It is apparent from the results of the investigation that seal; and
certifications significantly influence consumer choice behavior, and it is
equally as apparent that consumers as a whole attribute a great deal more
meaning to these symbols than is justified by the seal-granting programs of
the donor organizations. Although a causal relationship was not established
between these two findings by the study, it seems highly logical to assume
that the high degree of influence and credibility of seals and certifications
is related to some extent to this misunderstanding concerning their meaning.

In light of these findings, and the fact that the majority of the symbols
considered in the study are promotional tools, it would seem appropriate for
the Federal Trade Commission to take immedi-te action under existing legisla-
tion concerning truth in advertising to bring about an end to this public
misunderstanding. Currently, information concerning the actual meaning of
these symbols is available on request from the donor organizations or, in
the case of the two magazine seals, is published somewhat inconspicuously in
each issue. However, as the results of the study indicate, most consumers are
not aware of this information, and are probably familiar only with the seals
themselves which give little, if any, information.

The action of the Federal Trade Commission should take the form of
requiring the seal donors to make greater public disclosure of the true mean-
ing of these symbols in the national media. Such disclosures should include
statements concerning what their symbols do and do not mean, and include all
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disclaimers of liability and any other restrictions on the nature and extent
of the guarantee. Furthermore, since these symbols would appear to have their
greatest impact at the point of sale where they appear on products; a suitable
statement of meaning and disclaimer should also be displayed in conjunction
with the seal or certification wherever it occurs.

However, the legislated publition of disclaimers, and increased public
disclosure of the meaning of these symbols by their donors is not enough to
insure adequate consumer awareness and understanding. Further efforts must
be made in order to educate the public at large, and especially the new con-
sumers entering the marketplace each year concerning the meaning of these
symbols.

With respect to the public at large, this task would appear to fall on
the shoulders of the numerous consumer protection organizations currently
springing up in the United States, continuing education program, university
extension services, and various civic and business service organizations. The
Objective of these educational efforts should not be to pass judgment upon
the value of these symbols, however. Rather it should be to give the con-
sumers in this country the facts concerning these programs so that they can
make their own judgments concerning their use.

The important task of educating the thousands of new consumers entering
the marketplace each year is the responsibility of our existing secondary
school system. Consumer education should become an important part of the
curriculum at this level in order to provide future consumers with some degree
of competence in resolving their problems in the marketplace, and information
concerning seals and certifications certainly should be included.
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TI:FL ECOIMICS KHD ADVERTISING

by
JOHN D. LEC10ENBY

JOHN T. RUSSELL
School of Journalism

University of Georgia

In September, 1971, the Federal Communications Commission's controversial
prime-time access rule vent into effect. Basically, the rule prohibited sta-

tions in the top 50 markets served by three or more television stations from
carrying more than three hours of network programming between 7 and 11 p.m.
During the first year of implementation the rule uas modified to give both ABC

and v3C ar average of three hours per night instead of three hours each night.
This waives allowed ABC, in particular, to keep its highly rated Tuesday night
lineup of "Hod Sauad," .:Movie of the Week," and 1Harcus Weiby," intact. During

the 197273 television season this waiver vas not granted, and, in addition,
to 50 stations were not allowed to broadcast reruns of network shows. This

has brought charges in some quarters that the FCC has exercised a type of prior
censorship over the programming of the three netuorks.1

To the average viewer, the effects of the rule are probably negligible.
At worst one may have noticed some drop in quality in the 7:30-8:00 or 10:30-
11:00 p.m. periods. However, behind the scenes, the rule has upset a delicate
balance between the three networks, local stations, television-production
syndicators, and advertisers.

Criticism of the Federal Communications Commission's Prime-time access
rule has cone from sources as diverse as the FCC's on chairman, Dean Burch,
television stations and networks, program producers, and Congressman Barry
Goldwater, R-California.2

At the time of initial implementation of the access rule the FCC cited
program production diversity as the major reason for its passage. Production

diversity carried with it the hope of diversity in programming content. In

addition a honed for secondary feature of the access rule was that it would
expand local news and documentaries.

At the outset most observers agreed that those most likely to benefit from
the access rule were independent program producers who could compete in a more

open marketplace for time formerly controlled by the networks. It is clear

that even among the ranks of independent producers there are some questions as
to the value of the rule. Recently a group calling themselves the National
Committee of Independent Television Producers met uith members of the Commis-

sion to lobby for repeal of the access rule.3 Only nine months before, another
group, the National Association of Independent Television Producers was founded
in support of the access rule.4

:such of the discussion of the access rule -has centered around program
quality and to a lesser extent the effect of the rule on independent producers.
douever, while these are legitimate auestions they be the longer range
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question of the economic effects on the television medium and consequences for
existing relationships between stations, networks, advertisers and most im-
portantly the public. The question most often asked is whether the rule can
provide better and more diverse programming. Perhaps a more profitable exami-
nation would concern the economic premise on which the mass media are based and
a determination of how prime -time access will affect this position.

Critics suggest that in order to be completely fair, final judgment on the
access rule should be withheld until the second season (1572-73) of implementa-
tion. The effects of the access rule on program diversity during the second
season were considered particularly important by writers such as Hall and
Batlivala (1973). Their study and documentation of a lack of such diversity

during the period concerned only the 1971-72 season.5 However, as the present
study will indicate, no significant differences were forthcoming during this
,'second season in types of programming, program diversity, ratings or station

managers' opinions of the rule.

Discussion of the prime -tine rule has largely viewed the problem in a
dichotomous all-or-none fashion. Favoring immediate repeal of the rule have
been CBS, as well as several large producers, such as Bud Yorkin of Tandeth
Productions, producers of Maude, Sanford and Son, and All in the Family.'

Support for the rule has come from members of the National Association of
Independent Producers, a major source of prime-time access programming.6
Unfortunately, the position taken by various individuals in the debate over
prime -time access has largely been a function of their personal and economic
position within the industry. Consequently, the argument has been largely a
matter of polarities with little middle ground. The debate has even led some
(C. F. Hall and Batlivala) to suggest monopolistic control of broadcast facili-
ties to accomplish what it is claimed the access rule cannot.

Some optimism that this "black or whiten view of the rule might be
changing was apparent when the FCC began its re-examination of the rule in
July, 1973. (See Appendix A) Several witnesses before the Commission agreed
with Mr. Donald McGannon of Group Ur who said that the Commission must do more
than simply permit the rule to continue in effect. He said the Commission
should indicate what it expects of broadcasters with respect to the access
period. During the same hearing FCC Commissioner Richard Wiley summed up the
positions of the authors, "Maybe we ought to keep the rule and rewrite the
objectives."7 The present article seeks to examine the benefits of the prime-
time access rule developed within a system of objectives for content utiliza-
tion within the access period.

If there is general agreement on any point concerning the first two years
of prime-time access, it is that the access programming was not of network
quality. The opponents point to the last two years as evidence for repeal.
Those favoring the rule generally defend the potential of prime-time access
and counter that two years is hardly a fair test.8

The authors believe there is little reason to expect dramatic improvement
in quality or diversity of access programming under the present rule. It is,
however, important to study the types and trends in access programming as a
basis upon which to make recommendations for change in the rule.
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Method

In order to examine the first two years of access time programming, a
questionnaire was sent to 490 station managers of network affiliates. Other

than a few questions dealing directly with advertising revenues, the managers
were asked to indicate which programs they were utilizing in the access period

for eachof the seven days in 1971 and 1972. They were also asked to rate on
a five-point scale the quality of non-network shows carried in 1972 with the
network presentations during the present access time periods two years ago.
They also (on the same scale) gave their opinions on audience ratings, audience
complaints about programming, and ratings for first prime-time network shows in
their markets by comparing the 1971 season with the 1970 season and the 1972
season with the 1971 season. Finally, an open-ended question was posed regard-
ing their opinions of the prime-time access rule. The measuring instrument vas
two pages in length.

One hundred eighty-seven stations in the south, 66 in the northeast, 151
in the midwest, and 86 in the west were'included in the sample. There were 53

returns from the south (38% of all returns), 27 from the northeast (19%), 37
from the midwest (26%), and 23 from the west (17%). With respect to market
size, 107 stations in the top 50 markets and 383 in the bottom 50 were sampled.
There were 33 returns from the top 50 markets (175 of the returns), and 107
(83%), from the less than top markets. Data were collected during November,

1972 to December, 1972.

Results and Implications

Programming:

The survey of station managers indicated little diversity of programming
among stations and few departures in program content comparing the first and
second years of programming alter the access rule. The present section of the

study details the type of programming scheduled during the access period as
well as the implications of this programming.

.The authors believe the major failing of the access rule is that the FCC
was unrealistic in requiring stations to obtain three and one-half hours per
week of programming from non-network sources. The type of program categories

and examples of each which were scheduled in this time period are shown in

Table I. The major difference in programming between the 1971-72 season and
the 1972-73 season resulted from the.. additional requirement which excluded net-
work reruns during the second season in the top 50 markets. Reruns hadbeen
allowed in all markets during the initial season of the prime-time access
period. It is clear from Table I that network reruns continue to fill.a major

amount of access time (22%) in the smaller television markets. The top 50
markets, denied these program sources,- turned to the game show for theif single

largest category of prime-time programming (40). Table I confirms critics'

(1:,oh as Hall and Batlivala) predictions that meaningful program diversity
would not be enhanced during the second season of the access rule.9

In addition to the problem of a Tack of Tffogram diversity is the Practice
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of stripping five shows a week into a period formerly presenting five different
network programs. Of the stations responding, 26 per cent indicated they were
presently using strip programming which are most frequently game shows or re-
runs. It is a-A.0ns that although the FCC has accomplished its goal of diver-
sifying program production, this diversity of source often results in a reduc-
tion of program e4versity.

It is obvious from Table I that the three and one-half hours to be filled
by local network affiliates is a burden they are unable or unwilling to fulfill
in the sense of using diverse program materials. Any intention on the part of
the FCC to encourage local programming, particularly those dealing with com-
munity service, has certainly remained largely an unreached objective. In the
present study local programming was divided into two areas: Documentary or
public service; and entertainment (i.e., children's, local sports or local
movies). Of tie nine program categories, local programming, news and non-news
ranked seventh and eighth respectively, rating higher than only nationally
distributed sports shows.

The general lack of local news programming during the access time period
is even more apparent if the midwest is excluded (See Table II). Because of
the time difference, the prime-time access period falls into periods typically
devoted to news programming. In the south and northeast, the two regions in
the Eastern Time Zone, news programming is scheduled less than the national
average.

It is clear from the questionnaire that station managers, regardless of
region of country or market size, were overwhelmingly negative toward the
access rule. There was some variance from region to region in degree of un-
favorableness to the access rule by station managers but not to be a significant
extent. However, statistics do not tell the entire story of station managers'

negativism tavard the rule.

The range of criticism went from regarding the rule as "another nuisance
concocted by the FCC" to the view that "it is a serious attempt to control
broadcasting through governmental edict." However, most station managers who
expressed an opinion felt that the rule was a minor problem with which to con-
tend rather than the start of some protracted attempt at governmental inter-
ference with broadcasting. It is clear, however, that station managers felt
that the rule is unnecessary since local affiliates, in their opinion, were
already providing outstanding public service. Those managers who expressed
general favor with the rule saw more advantage in its future potential than in
its present implementation.

Barter Programs

Prior to the access rule the concept of bartering programs was a most
unusual practice and generally confined to low budget shows with limited dis-
tribution. By the fall of 1972, attitudes toward barter by stations and
advertisers had changed dramatically. Fifteen major shows were offered on a
barter basis including such popular programs as "Hee Haw," "The Lawrence Welk
Show," and "Wild Kingdam."10 Table III shows the extent of barter during the
1972-73 season.
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Table /I 

Prims-tims Access Programming: 

A Two Year Summary 
By Region 

nowwwwwwwww 

Typo ' ogr-. 

.. 

Gams Shows* 

1972 
1971 

Ad/Mysteryb 

: 1972 
C,,, 1971 
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TABLE III

Percentage of Stations Programming at Least One
Bartered Show During Access Time

Less Than

South Northeast Midwest West Top 50 Top 50

Per Cent of
Barter 66,0 68.2 75.0 61.9 60.6 71.3

It is clear that barter has become a major technique for programming the

access period by local stations. There are no significant differences among

the various regions, but smAll stations are somewhat more likely to use barter

than stations in the top 50. Prior to the implementation of the access rule,

and again after the 1971-72 season, observers predicted small stations would

generally engage in more bartered shows as compared to larger stations to con-

serve limited financial resources.11 However, an analysis of those stations

using barter indicates less differences in market size and the use of barter

than had been originally predicted. Of the 20 top 50 stations which bartered

at least one show five (255) carried only one such show while 15 (75%) carried

two or more. Similarily, of the 72 less than top 50 stations carrying at

least one bartered program, 50 (69.5%) carried two or more.. It is obvious

that the prime -time access rule has brought a dramatic change in the use of

barter and in the quality of both programs and advertisers who are engaging in

the practice.

Public Service Announcements During the Access Period

A major difference in advertising between the access period and the same

time period during network programming prior to 1971 was the amount of public

service advertising used. When the 7:30-8:00 p.m. period represented initial

network prime-time programming, PSA's were a negligible part of the commercial

time on both the networks and the local affiliates.

With the edvent of the access rule there was a marked increase in the

nunber of PSA's. Table IV shows the percentage of PSA's run during the access

period in the first two seasons under the rule.

TABLE IV
PSA's as Percentage of Total Commercial Time During

First Two Seasons of Access Rule.

5 of time devoted

Less than

South Northeast Midwest West TOP 50 top 50

to PSA's, 1972 11.1 10.7 11.9 11.3 9.1 12.0

% of time devoted
to PSA's, 1971 10.1 13.2 11.9 11.1 8.4 12.4
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It is clear that for all stations and in every region of the country the
percentage of PSA's during both years remained very consistent. PSA's main-

tained a level somewhat over 10 per cent of all commercial time run during the
access period. The major increase in PSA's can be traced to two major factors,
both of which were predicted by advertisers and could have been anticipated by
the FCC when developing the rule. First, access time is not considered prime-
time by stations or advertisers. Consequently, the time is fertile territory
for PSA's similar to other fringe periods. In addition, some stations have
difficulty in selling all the available spots (up to 42 a week on some sta-
tions) and have filled in with PSA's.

The number of PSA's does not, of course, indicate a loss of revenue for
stations even if all spots are not sold. Local stations are receiving a much

higher commercial rate for locally sold time compared to earlier network com-
pensation. Overall, 14.2 per cent of station managers expressed general sat-
isfaction with the rule and virtually all cited higher gross revenue as the
major advantage of the rule.

Percentage of Access Time Purchased by National Advertisers

Attempting to anticipate the effects of the prime-time access rule prior
to the 1971 season, various suggestions were made about advertising's role.
Among the potential positive features of the rule was tLe fact that local and
regional advertisers would have a chance to buy time during the access period.
Some advertisers felt that this would amount to prime-time spot buys. Table V

indicates the breakdown between national and local advertisers during the
access period.

TABLE V

Percentage of Access Time Purchasedby National Advertisers

% of time bought
by national
advertisers

Less than

South Northeast Midwest West 222_20 _12250

49.1 48.9 48.7 47.5 58.5 45.2

It is clear that local and regional advertisers were able to obtain
access to commercial buys during periods formerly dominated by national net-

work advertisers. Initially, it would seem that diversity has been achieved
by the FCC on two counts. First, networks have less control over production
and programs; this was given as the major reasons for inactment of the rule.
Secondly, the statics clearly indicate that a diversity of advertisers has
also been achieved. Even in the top 50 markets, which one would logically
expect to be dominated by national advertisers, over 40 per cent of the time

was purchased by non-national advertisers.

However, a closer analysis of the situation indicates that the accessi-
bility to prime-time advertising by these local companies must be examined in
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light of changes since implementation of the rule. During the last season
prior to the access rule four minutes per half hour was the maximum commercial
time run by local stations. During the current television season the average
is about six minutes per half hour with a feu stations running as high as six
and one-half minutes.

It is clear that local advertisers are simply buying minutes (actually
30's) which have been added during the transition from network programming to
local and syndicated programming. The consequences of the FCC's rule have been
to relegate what were formerly prime-time program periods to fringe time and
compound the problem with over-commercialization. Taking the long view there
is little reason to believe that national or local advertisers are being better
served through commercials running during the access period.

Single Sponsorship of Access Programs

As indicated in Table V the expected domination of prime-time access
period by national advertisers did not occur. Likewise there was no trend
toward domination of access period programming by single sponsors. Basically
commercial buys followed network formulas of spot purchases. Even bartered
shows invariably left the local station an option to sell time to other non-
competing advertisers. Table VI shows the relative scarcity of solely spon-
sored programs.

TABLE VI

Percentage of Stations With at Least One Solely Sponsored Show

Less than
South Northeast Midwest West Top 50 top_50

5 of stations with
at least one solely
sponsored show 15.1 3.8 8.3 4.5 9.1 9.7

It is clear that few programs were sold to a single sponsor. With the
exception of the south, where possibly lower rates may have made sole sponsor-
ship more attractive, advertisers shunned the sole sponsoring of programs. A
reluctance to engage in sole sponsorship should not be surprising to anyone
familiar with the evolution of network advertising over the last ten years.
This movement to spot buys at the network level coupled with the significant
expansion of available spots during most access periods accounts for the
scarcity of sole sponsors.

Recommendations:

The premise of the present study is that the problems of the prime-time
access rule center around the perhaps contradictory notion that the rule has
simultaneously gone too far and not far enough. The authors make the recom-
mendation that the access rule be significantly modified as follows:
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1) The FCC should reduce the prime-time access period from one-half hour

per night to one hour per week in the top 50 markets and one-half hour per

week in the less than top 50 markets.

2) With the exception in (1) above, the access rule should be applied

uniformly to all network affiliates regardless of market size.

3) Stations should be required to schedule locally produced programming

during the prime-time access period. No syndicated new or off-network reruns

would be allowed to count toward stations' access time programming. Obviously,

networks will not program exclusively to stations in the less than top.50

markets. Therefore, affiliates in smaller markets could schedule syndicated
programming (including reruns) one-half hour per week. (Due to the distinction

in point one above).

Modification in the time devoted to the access period is mandatory if the

rule is to have any chance of achieving the goals which the FCC set out for

it. Instead of requiring one-half hour per night the rule should be changed so

that only one hour per.week be excluded from network programming in the top 50

markets and one-half hour per week in markets below the top 50. The two nights

would be determined by the networks since they would ultimately decide which

days they would not provide programming to their affiliates. The affiliates

mould still have the same control presently exercised under the present-access

rule to choose the programming they feel would be most appropriate for their

market, but it would be locally produced.

In making recommendations two and three the authors contend that the

access rule did not go far enough to assure diversity of content and localiza-

tion of programming. First, the application of the rule should never have

been determined by the size of the market. If it is necessary and desirable

that viewers in metropolitan areas receive new (or at least newly produced)

programs, why is it any less important for viewers in smaller markets to have

access to the same type of programming? The fact that such a small versus

large market distinction was made by the FCC in the original rule indicates

some doubt by the Commission as to the ability of stations to conform to the

spirit, if not the letter of the regulation.

Finally, if the rule is to Provide a meaningful opportunity for minority

or community service programming the additional restriction of mandatory local

production must be made a part of the regulation. The station manager over-

whelmed at the prospects of filling three and one-half hours of time formerly

programmed by the networks would perhaps regard one hour or one-half hour per

week of local programming (depending on market size) as an opportunity. This

final modification in the rule (point 13) would be likely to create the most

difficulty since it borders on government intervention in programming content.

Since this portion of the modification would be critical to the success of the

-rule, some discussion of this point is warranted.

For some forty-six years now the FCC has sought to influence the broad-

cast industry's structure and behavior for the pruposes of promoting signal

clarity and maximum progra.A choice. The formal goal has been to promote

higher signal standards and more program options in more communities and areas

than would presumably result otherwise. The FCC's structural standards assume

that ''there is a greater likelihood of diverse programming, geared to a wide
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range of tastes and interests, (1) the more competing signals there are in any

market; (2) the greater is the number of independent network and non-network

program suppliers competing for program clearances on separately owned sta-

tions; (3) the more complete and accurate is each station owner's knowledge

of consumer program preferences and of available program-talent inputs; (4) the

greater is each licensee's discretion in determining program conte)t, format,

and scheduling .1112 The TV Network inquiry and the current access rule indicate

what can be done under assumptions (3) and (2), respectively. The present

paper suggests examination of assumption (4). It is recognized that action

relating to assumption (1) is another option in the quest for diversity. In

order to provide the rationale for working with assumption (4), it is appro-

priate to consider assumption (1) at the onset.

Authors Hall and Batlivala suggest dealing with this first assumption

directly in order to achieve the objective. That is, the industry structure

must be modified (presumably by government) economically with respect to com-

petitive forces if diversity is to be realized. Since they believe any one

area cannot economically support the great number of stations which would lead

to diversity (since only after all stations have split up the majority audience

with respect to program preference will other stations go to other programming

formats), the answer lies in the development of monopolistic station holdings

in a given market area. They believe the monopolist will exploit all program-

ming types since he need not compete; that is, "because his channels are not

competing with each other, he would have an incentive to maximize the total

numbez of viewers in an entire area rather than the audience of an individual

station."13 However, if one is to consider the economic structure of the in-

dustry it is necessary that the base of economic support should also be

examined, that is, advertising revenues. Certainly, the source of revenue is

central to the economic discussion of the broadcasting problem. As Coase

indicates, "With commercial broadcasting, the person who pays for the broad-

cast of a program is the advertiser. It follows that the programs broad-

cast are those which maximize the profits to be derived from advertising. The

market for broadcast programs is one from which the consumer is barred: What

he -would pay plays no part in the determination of programs."14 Is it clear,

then, that the monopolistic would, of his own accord, provide programming to

minority tastes? It must be assumed that the monopolistic (no less than the

present oligopolistic) will not wish to operate even one station which caters

to minority tastes if this station does not show a profit. It is not difficult

to envision a station of this kind whose minority audience simply does not meet

the economic and target profiles of the advertisers most willing and able to

conduct television advertising. As Elwert has previously indicated, in order

for an advertiser to be attracted to minority program fare, three factors must

be met: "First, the advertiser must offer a product that is consumed by a

clearly defined market segment--as opposed to the mass market--and he must be

able to identify the variables by which this segment is deliheated. Second,

there must be a reasonably good basis for estimating that a specific programme

attracts an audience whose characteristics conform to those of the market

segment. Third, the advertiser should be able to obtain a cost advantage by

using a combination of programme and broadcast time that appeals to an audience

smaller than would be gained by aiming at the largest possible audience."15

If these conditions are not clearly met, it is probable the monopolist will

not operate a station solely for minority fare. Of course, this may be re-

solved by governmental edict through the granting of monopolies only to those

willing to subsidize a loosing operation, but this is highly unlikely in our

present economic setup.
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An examination of assumption (4) may provide a more desirable alternative.

As of this writing, certainly (and as usual in the broadcasting case) academic
discussion of this becomes a moot point since the FCC has very recently con-
sidered indicat ',13 to stations precisely what percentage of total fare must
fall into local progr..ming (10-15%), news for network affiliates (8-10%), and
public affairs (3-5%).1' However, the basic question still remains, that is,
does the FCC have the right or is it even desirable that indications of a
general nature such as suggested in the access rule modification here with
respect to program content types be made by such a governmental body?

Any examination of this question must go back to a study of the powers
Congress intended to give the commission and the relation of these to the
first amendment as it may or may not apply to broadcasters. The Communications

Act of 1934 specifically forbids censorship on the part of the FCC. On the
other hand, it also specifically directs the FCC to reaulate the industry
according to the standard of "the public interest, convenience, and necessity."
As Kalven has indicated, the result is a hybrid form - -there is neither govern-
ment ownership or private ownership - -primarily because of the licensing func-
tion. The licensing function, in turn, obscures the meaning of the first
amendment applied to broadcasters. Kalven makes the case for direct applica-
tion of the amendment to broadcasters.17 However, court decisions do not
indicate this view of the situation. For example, in 1969 Justice Byron White

handed down his landmark decision which declared that, "it's the right of the
viewers and listerners, not the right of the broadcasters, which is pare -
mount."18 This is born out in the intent of the FCC to set up percentage
requirements for program types. The Congress appears willing to go along with
this proposed ruling and the broad -sters themselves appear ready to agree to
a set of negotiated percentages. It would, therefore, appear that the FCC is

able to implement the proposed modification of the access rule suggested here
with little difficulty. It it is assumed the FCC has the authority to promote
diversity with respect to its responsibility to regulate in "the public inter-
est, convenience, and necessity," then the most direct method of dealing with
this objective is via assumption (4) and general program content. The dif-
ficulty arising from this proposal in contrast to the proposal of monopolistic
control would seem to be minimal.

Summary

The major criticism surrounding the prime-time rule invariably compares

the access period with normal network operations as to quality of programming,
the ability of access programming to maintain audience levels, and the relative
financial standing of various elements of the television industry as a result

of the rule.

As indicated earlier, station managers generally regard prime-time access
programming as inferior to network programs. In addition industry reports
indicate that less money per program is being spent for access time shows than
for network programming.19

Station managers surveyed in the present study also agreed that ratings
for the 7:30-8:00 p.m. period were lower than the access period as compared to
the 1970-71 season when network shows were running in the period. The loss of
audience during th access period has been confirmed by at least one other

study.2° It is important to note that while some viewers were not tuning in
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to n:-.twork affiliates CI: ring th,! peri:!d, homes tsinr. television fir,rrco

renained ec,n3tan:;, inficz-tting more v_(,..--trs : :ere uatchinc independent station

or perhaps non-coomlcial television.

The mcst aripid point of t'le :.-recss time debate concerns the financial
lots or gain to di ;ft rent sk:g.r.tnts of the industry. During the sur,mer of 1972

A;C reportedly lost sore e,;1.1 1,141lion on the 0Iymuies as a result of not 1-ein:

able to broadcast duving the access period.21 Meanwhile FCC COMMiS3iC12-7

Burch has eal:..ged that the access; rule will cost inarTendent producers $50

million annually in lost network proqr,m,ming .22

It seems that the pvblic's rights to the access period are lost in inter-
nal debate within the television industry over the rule. Ten years ago
Professcr Cary Steiner discussed the problem of the Public use of television
and the difficult.y of achieving balance among all the diverse publics of the
mhdium. Whlle acknowledr;irg the preplexity of defining balance, Steiner main-
tained that "...the interest is made un of many interests. There are

many people...aud you must serve all of them."23

The authors view the access: rule as one method of providing the tyre of
diverse public bervic2 programming Steiner had in mind. Rather *Ian usin3 the

criteria which are applied to the majority of television programming, i.e.,
ratings and revenue, the access period should be judged in terms of the urve
poLential it provides for diversified programming. A modified acccrs role
such as the one preseuted here can, and should, serve as a useful tool fo7.7 tie
televIsion medium to serve local community interests ignored by stapdara net-
work progremming.

Appendix A

In Docc ,r;ter, 1973 the FCC announced a further modification of priii,-tirae

access. The com.nission reduced tha access period to one-half hour (7:30-t!:)
p.m.) and tliminated it conpletely on Sunday. In addition network progr.r.mmilg

can be used in one aflditional half-hour period if it i3 of a children's,

documentary, or Public affairs nature.

The FCC heal now moved fucther into the arca of programming, an area
specifically excluded to it, vhile it still has not addressed itself to 'Coe
problem of 7,0c,1 production. CommUsicaer Hooks has pushed for the additie:Icl
requirement that access period programming coaform to infermation gathered Ln

the ascertainment process. However, he does not specifically mention local
prograrming.
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IntrodecTion

One of the greatest challerges facing marketing and advertising profes-

sioals in the next few years will be the development of linkages between

behavioral data and ptiblic policy decisions. The need to know moee about the

potential S:,aphet of public policy decisions on consumers is now pervorively

argued in the literatvre.1 Regulatory agencies, governmental bodies, and

social organizations are also clamoring for more behavioral evidence to incor-

porate into their decision-making processes.2 Nowhere is this new awareness

more-evident than in the regulation of advertising in the mass media, particu-

larly in the areas of deception and puffery.

Bellevability As a Construct

Before effective research can be conducted in the /:.rea of deception or

believability in advertising, it is necessary to deteimine what constitutes

believability in advertising. Before suggestions and guidelines can be offere.

on has believrtbility can be "defined' and measured, two important assumptions

must be made:

1) Ar.7 tyre of persuasive communication hcs as one of its goals some

type of behavioral change. While it is true that a particular advertisement

may nct be irmected to produce direct and immediate behavioral results, it is

assumed that some behavioral charge will ultimately result.

2) A cemmanication message is primarily made up of a set of belief

statements, and thesefore, the majoi strategy involved in the construction and

delivery of any persuasive message is to enhance the acceptance of the beliefs

in the message.

Involved in the effectiveness of the message, then, is the question of

whether or not the beliefs are accepted, and whether that acceptance implies a

chance in beliefj or behavior. Since the construct of belief is of central

inportance to the discussion of advertisirg deception, it is nececsery to

exa mine just chat is meant by the term belief and what the usage of the trv7a'

implies.

For many years the construct belief was included with opinions or evalna-

tion under the more generic designation of attitudes, (e.g., the elassificaU(
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of altitula acts e mpoeed of three parts, the affective, c3native, are:1 cognitive
components).4 ::ore recently, coneiderar.ton of inconsisteacies in empirical

results has led to the sof,;estien that distiheAions be drawn between these con-
structs and their interrelationships; £ %:c .hg otners, Sheth and Fivhbein; have
taken this approach. The manner in which the construct of belief is defined
is somewhat dependent upon the .neasurel:.ent technique utilized and the marine:
of its inclusion into a specific theoretical model. Generally, however, it
may be offered that a belief is a subjective judgment of the probability that
a given relation exists between two objects:

Hew likely is it that "a is b?"

lib!!

A ball is round.

"a" "b"
Jackson will be President.

There is essentially a subject-predicate relationship. It is possible to
assign a probability to each of the above statements, that is a probability

that each of these relationships exist. These probability judgments are sub-
jective in that they will vary across individuals in accordance with exper-
ience, other existing beliefs, etc.

It may be useful to differentiate between two rather broad classes of
beliefs, descriptive and inferential. A descriptive belief is formed on the
basis of direct observation. For example, seeing a mother slap her child, an
individual could assign a 1.0 Probability to the statement, "The mother hit
the child."b On the other hand, seeing the mother hit the child, and inferring
from this that the mother is angry with the child, one could assign a proba-
bility anywhere from 0 to 1.0 to the belief, "The mother is angry with the
child." This range in Probabilistic assignment is because the infererces
that could be made are dependent upon past experience with mothers hitting
their children. The point is that, in the first case, the descriptive belief
that is formed is based on observable external evidence and thus is veridical
for the individual. Whereas in the case of "the mother is angry," "anger" is
a cognitive construct that cannot be directly observed. The individual may
observe characteristics he associates with anger, a particular tone of voice,
flushed face, frowning; but "anger" itself is something he infers.

There is a third kind of belief that is most important for this discus-
sion; it may be called an informational belief. This is a belief based on
information given about some relationship "a is b" by some source "s." It

becomes very important to distinguish between the belief that "a is b" and
the belief that "s said 'a is bl." If one is measuring the latter, what one
obtains is actually a measure of message recall.

Beliefs, Behavioral Intentions, and Actual Behavior

Thus far three important ideas have been discussed: 1) that advertise-
ments are essentially a series of belief statements; 2) that advertisers
attempt to change consumers' existing belief networks through advertisements;
and 3) that the construct of belief can be divided into three components,

312

ti23



descriptive, inferential, and infernonal. One last important id...a that mu7,t
be discussed is how beliefs, in aLy fern, are related to actual behavior.

Given that the individual does have L.:J:1e choice about whether or not he
will engage in a certain behavior or i,erfonn a certain act, it can be said
that whether or not he performs the behavior is approximately equivalent to
his intention to perform that behavior. If it is important to discover whether
a consumer is going to purchase an XYZ tire, it is possible to determine this
by simply asking him whether or not he intends to buy it.

A rather strong relationship exists between intention to perform a given
behavior and actual performance of that behavior given that unanticipated or
unexpected everms7 that could affect the behavioral intention do not occur.

What is important is that a shift has taken place from a behavioral event
to a cognitive construct, behavioral intention. One of the major components
of behavioral intention, however, is beliefs.

Of the several models relating behavioral intentions, beliefs, and actual
behavior, Fishbein's8 adaptation of Dulany's9 theory of propositional control
appears to have the greatest intuitive appeal and theoretical elegance, and
furthermore has received considerable empirical suppert.10 Briefly,

Fishbein's model states that

m
OB BI =

1

1)F.-.e] w. + E
1

0.
j

(MC)

lu
j 2

i=

where OB = Overt Behavior
BI = Behavioral Intention

B.a. = The sum of n salient beliefs about the consequences of
engaging in OB, weighed by the evaluation of those beliefs

(NB.)MC. = The sum of normative beliefs or m significant others,
J weighed by the motivation to comply with those others.

= empirically derived weights in the regression equation.

(For full discussion of this model, see several articles by

Pishbein.)11

There are several important points to be made: 1) For BI, beliefs about

the behavilr and not the beliefs about some related object must be obtained;
the one set of beliefs may or may not bear much relation to the other; 2) Each
belief that is obtained must also be evaluated (ei). A person may believe that

XYZ tires are radial tires, but when asked to evaluate XYZ radial tires, he or
she may indicate that the tires are not good ones. If a negative evaluation
of a belief occurs, that belief is one which will act in a negative manner
towards any positive action concerning the object; 3) If the component of ;;his
model, Ba. (which is approximately equivalent to the attitude toward the be-

3.

havior),12 is the sum of n salient beliefs and their subsequent evaluations
about the behavior, how is it possible to know what beliefs should be measured?



peen sugzestel lhat the 'beliefs a person holds about a given

'object" (here we will expand the use of the term to include persons, benav-

iors, etc.) represent a hierarchical s:,ruetize, with those beliefs higher in

the hiera-eehy more to be determinlnis of attitude. These belies weie-

are Mare strongly associated with the atLituf.e object by habit are mere

to be elicited responses when the attitude object becomes a stimulus, and are

referred to as the salient beliefs. In addition, beliefs not in the salient

range of the hierarchy (usually encompassing six-eleven beliefs) may alp.) ocr..

as indicants of attitude, and furthermore may affect salient beliefs in

strength or position.

For any given behavior, then, the best predictions of attitude E B;a,

are made from measures of salient beliefs .13 To find out what these salient

beliefs are for a given population, the usual procedure is to take a sample

and go through an elicitation process; the most frequently occurrino:

are most likely to represent the salient beliefs for the population.

Implications in Public Policy on Advertising Practices

As a form of persuasive communication, advertisements may influence con-

cumers by (l) attempting to change existing beliefs about a product or service.

(2) attempting. to introduce new beliefs about a product or service; (3) attemp'i

ing to reinforce or strengthen an existing belief that is salient or to move

it into the salient grouping; or (4) attempting to increase the positive eval-

uation of a belief about a product or service. Any given message may have as

its goal (or effect) one or a combination of the above results.

When the FTC or FDA determine that an advertisement is "deceptive" or

"misleading," they usually mean by such designation that some belief statement

or evaluative component of a belief statement is communicated in a way that

subseauently leads to the formation of false and misleading beliefs about a

product or service for consumers. The question then arises as to what specify

kind of belief is considered to be deceptive.

For example, a consumer exposeu to a persuasive communication may develop

descriptive, informational, and inferential beliefs. You will recall that

"descriptive belief" was defined as being based on direct observation that an

object "a" has some attribute "b." In the case of an advertisement, a consim

may form the descriptive belief (i.e., assign a high probability) that "the a6

(s) said product 'a' has attribute 'b'." For example, consider an exposure tc

a tire ad, which results in the formation of a descriptive belief, "the ad

said that XYZ tires last 40,000 miles." The consumer could have also accepted

the message and have formed the informational belief that "XYZ tires will last

40,000 miles." Again, the distinction between recalling and accepting the

message should be clear.

In the first instance (descriptive belief), a source, "s," made the

assertation that "a is b"; the a-b link itself was established by "s." In the

second instance, (informational belief), belief formation involved the estab-

lishment of a direct link between "a" and "b." In some instances, formation

of the descriptive belief "s" said "a is b" may lead to the informational
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belief "a is b. while in others it my not; in bowe cases formation of the
descrip1 tl.ve belief may be irrelevant x) formation of the informational

belief.4

Clearly, then, evidence that a consumer believes that a given source
posited a relation between "a, an.1 b should not be taken as evi(ence that the
consumer accepts the assertion itself.

Thus, it is necessary to determine not what consumers believe about foe
message but what they believe about the product or service being advertis.ed.
Acceptance of the message (informational beliefs) and not message recall
(descriptive beliefs) should be what concerns the FTC or FDA (or anyone else
interested in advertising effectiveness).

Informational beliefs are, however, only one type of belief that must be
examined to dctermine the deceptiveness of an advertisement. Inferential be-
lief formation also must be considered. For example, if a detergent imparted
the informational belief that "A2C detergent has blue and green crystals in
it," viewers of that commercial could develop inferential beliefs that be-
cause AX detergent has crystals in it, it has increased cleaning power. The

informational belief, ''ABC detergent has blue and green crystals," could inter-
act with a generic product belief, "crystals in detergents lead to increased
cleaning power," to produce the new inferential belief that "ABC has increased
cleaning rower."

It would, therefore seem necessary that, when regulatory agencies or
firms are reviewing ads to determine whether they are misleading or deceptive,
both descriptive and inferential beliefs should be reviewed. One possible

procedure for conducting such a review follows the arguments that have been
presented in this paper.

The first step in such a procedure for determining potential deceptive-
ness would involve Obtaining a rand= sample of the target consumer population
and eliciting from them current beliefs about (1) the specific product or
service and (2) the generic group of products or services. The main purpose
in collecting data on these beliefs is to provide a data base for evaluating
the possibility that belief statements (assertions) in the ad under review are
interacting wii,h any product - specific or generic product beliefs to form new
inferential beliefs.

These statements would then comprise the major part of an instrument that
would be ajiainistered to a second independent sample of target consumers. In

addition to the elicited salient beliefs, the potentially deceptive assertions
in the ad under review could be incorporated in the questionnaire as belief
statements. A third independent sample of target consumers would be exposed
to the advertisement(s) under review and then be administered the belief
questionnaire. Each respondent would be asked to indicste relative acceptance
of each belief (i.e., the "strength" with which the belief is held) and to
evaluate the belief (irrespective of "belief strength").

An ad would then be considered deceptive if the beliefs drawn from the ad
(informational) were accepted and positively evaluated when objective evi-
dence15 indicated that they should not have been. An ad could also be
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considnreu decenLive if any infenent.;n1 b?linfs were formed by target corn:kr:en:
that objective evidence would not t,:nd to support.

A maisr ouesLicn that ronains in how the rasearnher should determine whnt
inferential beliefs were formed by thn consuaer (if any). One technique vould
be correlation of ad-cpecific beliefs with product and generic - .-product beliefs.
High positive correlations wcuid indicate possible inference-making.

Other alternatives for explaining inferential belief development would bo
to utilize soine existing probabilistic information processing model. (Detailed

exploration of this possibility is beyond the scope of this paper.)

In summary, it is suggested Cat an agency interested in the operational
eafinition on measurement of deception in adverting consider both informa-
ticnil and inferential beliefs. Those beliefs which ere accepted or formed
Etna ponitively evaluated by consumers but nhich are contrary to Objective evi-
dence about the true nature of the product ehould be considered to arise from
misleading and deceptive assertions.

While the theoretical notions underlying this discussion are gaining
increasing acceptance, there are still some points of dissension in the opera-
tionalization of these procedures. Hopefully work currently being conducted
by these researchers will contribute to a resolution of some of the methodo-
logical iscues and hopefully provide new insights into the investigation of
deception in advertising.
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The Wonder Bread case (ITT Continental Baking Co., Inc.) was thought by
some to be a landmark case proposing novel and unique legal theory regarding
implied uniqueness as a form of deceptive advertising. There were actually
three separate products involved in the case. Profile Bread was charged with
being falsely advertised as a dietary product and agreed to a consent decree
including corrective advertising. The charges of false nutrition claims
against Hostess snack foods were dismissed for lack of support. The Wonder
Bread charges were complex. The Administrative Lau Judge (ALJ) and the Com-
missioners sitting in appeal, disagreed on several points of fact. This paper
summarizes the findings of the Wonder Bread part of the case and presents the
underlying logic for declaring implied uniqueness to be (12-!entive.

The specific charges against Wonder Bread advertising are listed below.
They are identified by the paragraph location in the formal FTC complaint.
All material in auotaticn marks, unlr's otherwise noted, is from the FTC docu-
ment including the formal ccmplaint, the initial decision and the findings
of fact (ALJ), and the final order and findings of fact (Commissioners' de-
cision on appeal). The document is available from the FTC (Docket No. 886G).

Specific Charges Aciainst Wonder Bread

8a. Wonder Bread is an outstanding source of nutrients, distinct from other
enriched breads.

8b. Consuming Wonder Bread in the customary manner that bread is used in the
diet will provide a child, age one to 12, with all the nutrients, in
recommended quantities, that are essential to healthy growth and develop-
ment.

8c. Parents can rely on Wonder Bread to provide their children with all
nutrients that are essential to healthy growth and development.

8d. The uptimum contribution a parent can make to his child's nutrition during
the formative years of growth is to assure that the child consumes Wonder
Bread regularly.

8e. The protein supplied by Wonder Bread is complete protein of high nutri-
tional quality necessary to assure maximum growth and development.

10. These advertisements tend to exploit the aspirations of children for
rapid and healthy growth and development by falsely portraying, directly
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and by implication, Wonder Bread as an extraordinary food for prod-cing
dramatic growth in Children.

11. These advertisements tend to exploit tine emotional concern of parents for
the healthy physical and 1:,ent91 growth and development of thctr Childre.]
by falsely portraying, 0.irectly and by implication, Wonder Bread as a
necessary food for their children to grow and develop to the fullest
extent during the preadolescent years.

Findings of Fact and Decisions

Administrative lay Juke Decision

1. There is no proof that the ad claims are false, misleading, or deceptive.
2. The surveys don't "...provide sufficient insight into how the advertise-

ments were in fact perceived by the consuming public."

3. One can't be a on opinion witnesses. "...(A) case of this kind
cannot be success]. .y sustained by following opinion upon opinion upon
opinion. Opinion lortsed upsn opinion is like stepping on the spring-board
of imagination and springing into the realm of conjecture."

4. The complaint is dismissed.

Opinion of Commissioners on Appeal

FTC staff attorneys appealed the case to the Commissioners. After a
thorough review of the record, the Commissioners issued their decision which
is summarized below.

Findings

1. "Wonder Bread is a standardized, enriched white bread...and is not an
outstandirg source of nutrients as distinct from other enriched white
breads."

2. Of 709 respondents in a copy test, almost all mentioned growth, and 50
(about 75) specifically mentioned that Wonder Bread induces remarkable
groJth.

3 Another study shows that 75 say Wonder Bread stands out in helping children
grow, an additional 35 believe Wonder Bread is "one among several breads
that are better than others in helping children grow." 4.5% believe that
Wonder Bread was the one bread that stood out in nutrition.

4. Another study showed 175 feel that Wonder Bread was superior in nutritional
value to "other brands."

5. These results do not relate specifically to the ads in question.
6. Children from one to 12 perceive ads (including Captain-Kangaroo and Boza

Circus ads) as promising special growth capacity not available without
eating Wonder Bread.

7. "The challenged Wonder Bread television advertising represents to viewers
that Wonder Bread is an extraordinary food for producing dramatic growth
in children."
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Decision

Ce. (1) The complaint is take:i literally--"distinet from other brands" means
superior to all other brands.
(2) Surveys show some consum2r3 rate Wonder Bread high on nutritional
value and some also reg?.rd it as nutritionally superior. However, there
is no direct link between these attitudes and the advertisements, so this
complaint is dismissed.

81).-

8e. The Commission concurs with Administrative Law Judge--charges dismissed.
10. "Although this representation was not expressly made by the advertit,ements

in the precise language of the complaint, we believe that these represen-
tations are the clear and necessary message of respondents' advertisements
when viewed in their entirety."

"The constant stress on children's growth years, the use of such words as
'vital element,' the formative years' when children attain 90% of their
growth, the dramatic visual depiction of virtually instantaneous growth,
the appeal to parents to help the child grow bigger and stronger, that
children will never 'need' Wonder Bread more than right now, certainly
all convey a message of extraordinary value."

11. The Ccmmission concurs with Administrative Law Judge--this charge is dis-
missed.

Dissenting Comments

There were two dissenting comments. Commissioner Engman felt that the
ads were unfair to children. He said, "In these circumstances, I am persuaded
that the challenged advertisements, in addition to being deceptive, also con-
stitute unfair practices...because they capitalize on children's anxiety about
growth and exploit their difficulty or inability to differentiate between.
reality and fantasy."

Commissioner Jones dissented, advocating a corrective advertising remedy.
She felt that if an ad represents a brand to be extraordinary, it also leads
consumers to view it as a necessary and essential product.

She also felt that corrective advertising is necessary, "...not just to
erase consumer recollections of these particular advertising messages but to
ensure that these deceptions will not be communicated to consumers in the
future advertising of respondents." "As such an integral part of their mes-
sage, the reiteration of the Wonder Bread name is likely to constantly evoke
the other aspects of the advertised message which have been found to be false."

Implied Uniqueness as a Unique Selling Proposition

The Commissioners did not find that Wonder Bread ads stated explicitly
that the product was an "outstanding source of nutrients, distinct from (all)
other enriched breads. (6a)" Staff attorneys argued that the ads imply the
uniqueness claim, even though no explicit uniqueness claim is made. While the
issue of implied uniqueness was not clearly stated in this case, it may becomn

320

d,



a central issue in futeeee deeeptive ftd:ertising cases. A discussion of implf-.d

uniaeceess as a deceptive _:I .3-L is, therefole, warranted.

Unieve Propoeition

Unique selling propositien, popularized by Rosser Reeves in his book
Reality in Advertising (Knopf, 2961) was defined as follows:

"1. Each adveetisment must make a proposition to the ccnsuner, ect
just words, not just product puffery, not Oust shcw-windag advertising.
Each adveetisement must say to each reader: 'Buy this product, and you

will get his specific benefit.'

"2. The proposition must be one that the competition either cannot,
or does not, offer. It must be uniaue--either a uniqueness of the bran
er a clatn not otherwise made in that particular field of advertising.

"3. The proposition mast be so strong that it can move the mass
millions, i.e., pull over new customers to your product."

Keep in mind that second point--a proposition that the competition either

cannot or does not offer. It says there are two kinds of uniqueness: (1) a

uniqueness based on unique product attributes, and (2) a uniqueness based en
advertising claims only, not on actual uniqueness in the product.

A el-Am.:mien based on a unique selling proposition will usually be more
successful than a campaign with no USP. To the extent that the unique selling

proposition is based on unique product attributes, we have effective, socially

ccceptatie aivertisinc. But what about the campaign based on a unique selling
preposition which is not unique to the product--a USP which competitors could

also use-based not in uniqueness of product, but rather in the advertiser
',ming the f:erst to appropriate that claim to his own use?

Peoduct Differentiation

Let's leave uniqueness for a minute to discuss the related marketing con-
cept of product differentiation. PrckZuct differentiation is the developang of

perceived differences between comretig products in the mind of the consumer.
Product differentiation doesn't require real differences--only perceived
differences in the consumer's mind. This concept is of interest only when

there are but small differences between competing products. It's not too

stimulating to nediate on consumers' perceptions of product differences be-
tween automobilec and Life Savers. The products are obviously very different

.rd would. be classed in the some category only in the most general of produet

c3assifications, Thn concept does have value where distinguishing differences
are small or nonezi3tent and where the products compete as total substitutes

for each other--that is, where, except for the most miniscule of differences,
the competing products provide the some consumer satisfaction value. It is in

this case that implied uniqueness becomes important.

While product differentiation often arises from actual product differences,
is is possible, throegh effective advertising communication, to bring consumers
to perceive products as different which in fact are not different.

321

j32



Implied Product Uniqueness

Implying that a physically undifferentiated product is different frcn
competing products brings us back to Reeves' second requirement of a u.tqu

proposition--the proposition must be one that competitors do riot oi_er.
la2l1ed product uniqueress is the implication that the advertised brand or
product has a benefit which competing brands don't have. The implication '10.M.5
not by directly stating that the differmwe exists, but ty saying the a::er-
;;ised brand has it, and not saying anything about whether other products have
it. If the implication is successful, then the advertised brand is perceived
as superior and the implied uniqueness leads to sales.

Implied Uniqueness as Deceptive Advertisinri

We propose that implied uniqueness can be a deceptive and unfair market-
ing practice and as such violates the FTC Act.

The real test of advertising deceptiveness and unfairness should be in
lvetisement's effects on consumers and on competition. The test of accepticn

be a measure of consumer perception after exposure to the ad. If con-
shiler perception differs from the true state of nature in away at all attri-
butable to the ad, that ad is by definition deceptive and is a violation of
the law. Therefore, if an ad campaign results in consumers perceiving that the
advertised brand is uniquely sumerior in an attribute for which, in fact, zome
czceting brands are equally as good, that ad is deceptive and vlolates the
law. Thus, implied but untrue uniqueness claims, if effective, are decepti7e
and are law violations.

Now, in terms of the present case, Wonder Bread was definitely stating
that it helps build strong bodies i2 ways. The claim is literally true. But,
this claim could be made for any bread made from enriched flour. So Wonder
Bread is implying a uniqueness which in fact it does not have. Prrties to tl:m

case introduced evidence which showed that some consumers imputed higher ::lut-i-
tional quality to Wonder Bread 'Lased on this ad campaign than to other equally
nutritious breads.

If it is true that consumers misperceive the nutritional quality of
Wonder Bread, and if that misperception can be partially i,raced to the adver-
tising message implying uniqueness, then the advertising is deceptive. It
seems only a matter of time until a case comes along which first will show
consumer misperception of product attributes, and second will show that the
misperception is due, at least in part, to the ads. When this occurs, the
Commission will be hard pressed to decide the ad is not deceptive. With that
precedent it will be only a ratter of time until implied but untrue uniqueness
claims become lay violations, per se.
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SMSION VII: PFTSPECTIVE3 ON SY7CY;AI, ":7r2REST - (2) IPTEHHAIIMM,

A TM-NATIO:I r X1PARISC:: OF AI!D 7.REGITLATION:

A. r ) 77: BITia; 6171.TES

by
GORDO E. FaPACIS

Michigan State University

Introduction

This parer is a report on the results of exploratory research to outline
the nature 02 Advertising Reculation in Porway and the United States. The

purse is to make scree initial comParisons and to suggest hypotheses that uill
explain the observable similarities and differences. Since the research lies

exploratory in nature, only a few knowledgeable resource persons in business

and government in Homey were interviewed. Additional information from pub-
lished sources was gathered on regulation in Norway and in the United States.

The subject is indeed so vast in scope that the treatment in this paper
necessarily must be quite broad. Additional research must be done to explore

narrow topic areas in more depth. A major purpose of this paper is to identify
the topics that seem to be most important for future research.

Cf)nsunerism

Discussion of advertising regulation should be preceded by brieg-mention
of Consumerism. In recent years, in both the U.S. and Norway, vast changes
have occurred in the nature of society and in the lives of citizens in society.
Higher levels of education, increased income, reduced work week, more leisure
time, interest in the quality of life, ecology, and many other changes have
occurred. Consumerism seems to be a phenomenon that has been most noticeable
in the relatively wealthy countries of the world, where the above-mentioned
changes have been relatively greater. It should also be kept in mind that
Consumerism in Norway and the U.S. is part of an internatienal pattern of
Consumerisa. Hence, study of these tap countries may provide useful insights
to understand better the total situation.

One of the most noticeable characteristics of consumerism is that con-
sumers are more critical. People who know more, who have the time to contem-
plate the quality of their life, who have the economic resources to satisfy
their needs and wants, and who are concerned about the environment in which
they live, have learned how to be more articulate in expressing their desires
for change in the system.

At the same time pressures have arisen from other changes in our soci-
etiesin Norway and in the United States--such as inflation, unbalanced dis-
tribution of income and wealth, war, racial strife, and ecological problems.
nisleading advertising, or perhaps only advertising that seems in poor taste to
the recipient, arc irritating and add to consumer apprehension.
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An:, W. of thee:: cieeueeLceees nemerous consumer advocates have arisen.
A kirel cf oebilizetioe hae occurree j- "eot' leevey renl in t:ea Ur-Iteel

to deal with perceived needs for chenee. And, of ceurse, the mass media have
pleyed an im7ortant rule :1 selectiee. apd nc..7:,ullich in turn r-
inforces sone of the -..'ore fundeeeniel forcee in society.

ihe goals of organized cnsuneriee. inclule increased consumer informetion,.
better consumer Protection, and greater tend Wit:: influence. As a reeult, new
le_ieletion his been treposed and neer laws have been enacted. And, reguletoey
agencies have expended the score of their activities.

Ileinessmen reacted with proPosals for self-regulation, the results of
eLich are eo'; yet entirely clear. Logically one might expect that self-
:7-gulaticn she -11d be assessed carefully before assessing new legislation and
r,..17 or expanded activities of regulatory agencies. However, that is a topic
that must be covered in a separate Lamer.

The Hature c Leer

At this point it would, be well to mention several generalizations about
the nature of the lam. The general nurnoue of lea is to provide rules and
regulations fer people and organizations to follow, which are in the best
interests cf DCOTAC in society-individually and collectively. Laws should
reflect the neede of society. In order to promote the best interests of so-
ciety, law, sometimes must protect men and organizations from each other. It

is imeorta:t to protect the rights of individuals and at the same time to try
to ma7imize the common welfare. Laws are the sereants of individual men and
of society as a whole.

core laws cen be written to serve men and society, lawmakers must under-
stand the nature and needs of men and society. In the United States there is
a long hi: tors of stressing the unique worth cf the individual. The society
encourages sclf-exnressicn, acMevement through hard work, thrift and accumu-
lation of wealth. This kind of society requires laws to protect against fraud
and deception, and this need for protection is the basis of much U.S. legis-
lation which affects marketing. Yet this eame stress on the freedom of the
ie-evidual has meant that U.S. laes provide a great deal of latitude for
"stretching" the truth.

In Nc7way, there is a long history of some of the same factors mentioned
above, bat with somewhat different eepheeis. Among the population there is
wideeereed agreement that the econemic system should reward all members of
the population as equally as possible. And there is the strong belief that
the govereelent can and should watch out for the interests of consumers. As
a consequence consumers seem to be more dependent on government to make sure
that business does not engage in false or misleading advertising. And, quite

imporantle, businessmen seem to accept this role of government as a natural
factor in their environment.

There is also a strong feeling among the populace of Norway that cooper-
ation has many virtures, perhaps stemming from the long history of harsh
climate aed limited resources, requiring neighbors to help each other during
periods of adversity. It should be noted, however, that Dorwegian farmers
traditionally heve built their homes on their farms, and have been fiercely
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indeDeadent, strong e.-:2 kve'd-worMns. ac7 have not banded together in
villages in the sa:ne vly t'i't Isar .'s in nany countries live, i.e., it 1-as UL's,

-..e.en their custom to live in vill,zes af:d tra7e1 to their fields to wore durir
the d:_ytime.

:!eny other characteristics of society could be mentioned, but perhaps
more will suffice for this paper. Nome,:ians seem to be oriented strongl:
to-.4.ard the needs of employees; jobs often are viewed as having the purpose of

fulfillin3 employee geals--to csrn a living, to do dignified, satisfying,
ehallengins, useful work. Thus, there is a tendency to think of job enrichment.
and cf methods of making work oriented to and for the employee, rather than

the turpose of meeting the profit objectives of the employer or the servi.ce
reeuirements of consumers. In contrast, in the U.S., it is probably fair to
::ay that there is greater emphasis on getting employees to function in a way
4hich will accenplish employer goals; in the case of Ln enlightened employer,

eml,loyee is expected to function in a way which will accomplish consumer
goals, since good customer se:-4-ice often is the difference between success and

failure for the employer. This history in the U.S. has led to the organization
of human and financial resources to meet the needs of consumers, that is, the
so-called marketing consent, or customer orien:ation. The enlightened employer

utilizes human resources to met the needs of consumers, thereby accomplish n;
his own gaals of profitability, growth, or survival in the competitive market-
place.

Common Law and Code Law

At this point it is also appropriate to note that the U.S. tradition has
followed the rngliLh Common Law System, while the Norwegian tradition has been
the Code Law System. this topic is too complex to discuss adequately
here, it is important to note:

I. U.S. laws are written briefly and in general terms, allowing for, sub -
sequent interprAatien by the courts, in a series of decisions which are in
harmony with society as it evol7es and changes.

2. tion.egian laws are writtel with considerable detail and with specific
provisions, leading the courts to apply the law as it is written rather then

forcing them to develop "new law' with each decision. This is not to say that

courts do not have flexibility in interpreting Norwegian laws; the point is
sinply that Ilorwegian laws teLd to be much more specific than U.S. laws.

U.S. Advertising Laws and Re,(7.ulation

The U.S. la7ds which are fundamental to advertising regulation are:

1. Section 5 of the Clayton Act of 1914, as amended in 1938: "Unfair

nethods of Competition in Copmerce, and unfair or deceptive acts or practices
in commerce, are hereby declared unlawful."

2. Sections 12 and 15 of the same act, commonly known as the Wheeer-
Lea Act, which make it unlawful to disseminate any false advertisement foe
food, drugs, devices or cosmetics, and in addition defines in some detail tle
meaning cf advertisement."
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In the United St,tt_s. the Federal Trede Comnis3ion has had great latitu3c
to define its mission in oniorcie?; the lem, with considareble variation in
mission from time to time ns soiety's reeds seem to change, anft as the como-
sition of the members of the commission ch,ancsed.

In the United States relatively new laws include:

1. Fair Packaging and Labeling Act (1966).
2. Cigarette Labeling Act (1966) .

3. Truth in Lending Act (1968).
4. Public Health Smoking At (1970).

In addition a "Truth in Advertising Act" has been Proposed for several
years, and apparently is still under consideration by the U.S. Congress.

And, in the United States, relatively new activities of the FTC include:

1. The Adrertising Substantiation Program, and
2. Corrective Advertising.

Norwegian Advertising Law and Regulation

In Norway en entirely neu basic law regarding advertising regulation has
been enacted recently: The Harketing Control Act of 1972. Incidentally, the
Norwegian word that corresponds to "marketing" is used in a somewhat more
restricted sense than it is in the United States, usually meaning marketing
conmunicetion, especially personal selling, advertising and sales promotional
activities.

In Norway, it was felt necessary to enact a detailed piece of legislation
to define practices considered unacceptable, and to provide a consumer ombuds-
man and other organizational structure to enforce the law.

The Mnrketirg Control Act of 1972 which went into effect in January, 19Y3
is too complex to describe completely here, but it is possible to mention the
main features of the lap.

act:
Paragra^h one, the general provision, expresses the general intent of the

51. General provision.

It is prohibited in business operations to perform any act which is
contrary to sound business practice as between business enterprises or
is unreasonable in regard to consumers.

The criterion "sound business practice" was retained in this new act, as
it had been in previous legislation, because this term has a strict and well
understood meaning to businessmen and the courts. The word "consumer" was net
in previous legislation, and Was added to express the intent that consumer cor-
sideration should be kept firmly in mind when enforcing this act.

Paragraph two deals with misleading business methods, and in essence
requires truth in advertising and in competitive methods:
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52. ilisleading

It is prohibited in busi=r.ss cpPrations to utilize any incorrect
or otherwise miideading representation which may tend to influence
the denand for or offer of goods, scrvices or other performances.

The prohibition app)ica also to any other procedure which Li ty have
such influence on the dernill or offer, if on account of the manner in
which it is conducted or as a result of other circumstances it may tend
to mislead consumers.

The word guarantee or a similar term used in connection with the
sale of goods and services is regarded as misleading if it either fails
to give the recirient any rights in addition to, or restricts, the
rights he would have had without the guarantee or the like.

Any publication or other announcement of bargain sale, realisation
sale or other kind of retail sale at reduced prices may only be made
when the prices of the offered goods have actually been reduced.

While truth is not defined explicitly, this paragraph has examples of two
practices whim rt,:e prohibited, which illustrate a rather liternl interpreta-
tion of "truth." The examples show how limits will be dravn under this new
act. The word gnarantee, for instance, cannot be used unless it contains a
promise of an additional consumer benefit, above that available without the
formal guarantee. The law is likely to reduce the freedom of advertisers to
use the word guarantee.

An interesting feature of this paragraph is that the advertiser bears the
responsibility for showing that his claim is correct. If a consumer complains

tc the Consumer Odbuisman, the advertiser has the responsibility of demonstreT-
ing that his claim is true.

Paragraph three deals with insufficient information:

§3. Insufficient informatioa etc.

It is prohibited in business operations to utilize any representation
which may tend to influence the demand for or offer of goods, services
or oLaer Performsnces, and which fails to provide adequate or sufficient
information or includes irrelevancies and is therefore unreasonable.

The prohibition applies also to any other procedure which may have
such influence on tha demand or offer, if it exploits the consumer is

leek of experience or knowledge and is therefore unreasonable.

This paragraph prohibits an advertiser f-..om misleading a consumer by not

providing sufficient information. This is a highly controversial section of
the lbw because of the lack of clarity with regard to what is meant by suffi-
cient information.

An early example of the application of this section had to do with chew-

ing gum. Aa advertising film showed several people practicing karate. SuO-

dently they stop, and one of them says the equivalent of: "Take it easy, let's

take a break and chew a stick cf gum." This film was accused of providing

insufficient information. In the decision, the Consumer. Odbudsman said that

while the information might be irrelevant, it was not unreasonable. More
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deeiaions must be mace be.A;re it will be clear as to how this prov:siou
affect advertisers.

raragraph 4 prohibits tne use of premlurns. It is interesting to nne
that the Norwegian word for prnlialm i3 also the same word used for "pays f,'
Nillieh suggests a somewhat different cona.tation than the English word "pre-
miu.A." Paragraph 5, which prohibits lotteries, is closely related to Para-
graph 4. The two sections are:

54. Premiums.

It is prohibited in business operations to seek to promote the sale
of one or more goods, seiviees or other performances (the main Perform-
ance) by offering or participating in an offer of premiums to consumers.

A premium is any additional performance (article of merchandise,
service, etc.) which is attached to the sale of the main performance,
when no normal connection exists between the performances. Payment of
money is however regarded as a premium only ithen it does not have a normal
connection with the rayment for the main performance, or when stamps,
coupons or similar documents are used for the main purpose of serving as
evidence of a right to the money payment. The charging of an especially
low price for the additional performance also constitutes a premium.

The provisions of 55 last paragraph will similarly apply.

§5. Lotteries.

It is prohibited in business operations to seek to promote the sale
or purchase of one or more goods, services cr other performances by
arranging any lottery or other scheme under which the winner of a bene-
fit (prize, award, etc.) is selected wholly or partly by chance.

These provisions do not apply to offers of awards or prizes made in
periodical publications by tho publishers thereof for solutions to
puzzles, participation in competitions or similar performances by the
readers. The value of the prizes or the amount of the award must not
exceed the figures which are stipulated by the Ministry.

These two paragraphs have to do with specific activities. These two
prohibitions wire in earlier legislation, but were not as strict. From the

standpoint of businessmen these two paragraphs are difficult to interpret rnd
quite conixoversial, and It seems quite likely that a number of court battles
will have to be settled before the interpretation of these paragraphs will be
clear. The paragraphs seem to prohibit the practices without qualification,
ma%ing it impossible to appeal to consumer desires to get something free. It

is argued that the desire to win, or to get something free, is a strong moti-
vatiag force for consumers, and therefore offers many opportunities for abuse.
Business, on the other hand, may not feel it should be limited by this kind o:
restriction.

The second part of the Act makes provision for the establishment of a
Market Council and a Consumer Ombudsman for the purpose of enforcing the pro-
visions of the Act.
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The market council ccdnsil,ts of nine memiber3, Who have the power to Pro-
hibit any act which it considers contrrry to the law, "when it finds that the
interests of consumers call for ruch prohibition." The last tart of this sen-
tence indicates clearly that the corroetence of the Market Council is limited
to problems which are of clear concern to consumers.

The Consumer Ombudsman has the responsibility at his own initiative or at
the reauest of others to urge all business enterprises to conduct their opera-
tions in compliance with the provisions of the act. If voluntary compliance
is not obtained, the Consumer Ombudsman may bring the matter before the Market
Council for decision. If the Consumer Ombudsman decides not to bring a matter
before the Market Council, it may be brought there by

...any business enterprise or consumer who is affected by the matter or
by an association of businessmen, consumers or wage-earners.

If the Consumer Ombudsman fails to obtain voluntary compliance and he
considers that it would entail inconvenience or harm to wait for the
Market Council's decision, the Consumer Ombudsman may decide to impose a
prohibition.

When the Consumer Ombudsman makes the decision, he shall state the

reasons therefor. He shall notify the Market Council of his decision.
The decision may be appealed to the Market Council.
The Market Council may require the Consumer Ombudsman to bring

certain specified matters before the Market Council.

Relationships between Government and Business

At this point a few words about the relations between Norwegian business
and government seem to be in order. In general, there seem to be fairly gcod
relations. Businessmen tend to feel that government has a tendency to be too
idealistic and sometimes unrealistic, perhaps because government officials
don't know ' business conditions well enough . Undoubtedly many U.S. businessmen

feel the same way about U.S. government officials.

But in Norway there seems to be a somewhat closer spirit of cooperation.
The organizations within Norwegian industry and trade are cooperating with each
other aid with the Consumer Ombudsman, and are actively engaged in furthering
discussions and keeping open the communication between them. Business has the
desire to cooperate, to provide its experience, and to bring about realistic
interpretation and enforcement of the act.

Early Experience in Enforcement of the Norwegian Marketing Control Act

During the first year of operation, from January through December, 1973,
1191 cases were brought before the Consumer. Ombudsman. Of these cases,
approximately cne-fourth were dismissed without action or eererred to other
bodies. In 41% of the cases the Consumer Ombudsman took a position on the
legality of the activity in question. 35% of the cases were still pending at
the end of 1973.

The cases arose from the following sources:
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VI.cm Pc rcerrcare

Private persons 31%

Businessmen 20

Citizens' Action for True Advertising 9
The Consumer Council 6

Consumer Ombudsman, oun initiative 25

Other government authorities 9

TOTAL 100%

N=1191

Those cases arising from the business conunity fell mainly into tuo cate-
gories, from competitors and from those seeking advisory opinions. With rega,'
to the 1:tter point, the law does not provide for the Office of the Consumer
alibudsman to give advisory opinions.

The most frequent cases arose from the food business (16.5%), followed by
health care products, cosmetics and toiletries (12.55), and clothing and

textiles (9.5%) .

The most frequent namber of alleged abuses fell under section 2 of the act
which pr-hibits false or misleading advertising (65% of the cases). The rules
against premiums and lotteries (sections 4 and 5) accounted for about 25%
of the cases.

In the cases that have been decided on their merits (41% of the total
cases) the results were as follows:

Percentage of Cases

1. The Marketing practice was stopped or changed after
the Consumer Ombudsman found the practice to be a
violation of the Act. 32%

2. The practice was voluntarily stopped or changed by
the marketer without any express position from the
Consumer Ombudsman on the legality of the practice. 51%

3. The Consumer Ombudsman did not regard the practice
as a violation of the act. 17%

TOTAL 100%
n=494

It should be noted also that the Consumer Ombudsmen seldom makes formal
decisions. The normal procedure is to seek voluntary compliance when the
Consumer Ombudsman feels there has been a violation of the Act. In only five
instances has there been any consideraticn of outright prohibition of a prac-
tice.

The Market Council has handled only three cases (of the above-mentioned
five cases in which prohibition of practices was considered). The Market
Council decided on piohibitionc of practices in two of these cases, and ex-
pressed important principles of interpretation in the third case. The
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Consumer Ombe:emen dee:if:Ica to 1J-ehibit e:buses found in the ot'ser two cases.

One of the two cases invols:ea a ccss 7, 1Tolia?y Magic, -which vas en-

joined frcm further de-selora.eat of its lyr,mid system, but not from further
retailing throtulh already estrblisked

rhe Office of the Consumer Orb-Jdsven also prohibited franchising where
the general nublic IN 15 invited to is veat 6000 U.Kr. as an advance and guaran-
tc..d amount 2cr the purchase of items for resale, with hig'n profits promised
by the franchisor. The contract vas writ ten in such a =ray that the mom/ was
forfeited by the investors if they did not meet sales volumes uhich were im-
rossibly high. This decision was based on Section 1 of the Act.

Interestingly, althoun the Holiday Magic decision is being appealed to
;he Market Council, the Consumer Onbudsman refused to suspend the verdict =40_
the Aarkct Council passed on the case.

Sections 4 and 5 are also providing some difficult decisions, since the
scope of the langaage seems to prohibit all premiums. llouever, in one instance

a carnet retailer offered 10 N. r. a little less than :32.00 U.S.) to the first
5C0 people to visit his shop. The Consumer Ombudsman took the view that this
inducement had no real effect on the demand for carpets, that since it vas so
small an amount it did not cause any psychological Pressure. This position
Iras taken with considerable deUbt and with serious reservations, a spnkesman
said, and it might be changed later.

Regarding consumer protection, a spokesman for the Office of the Consumer
Ombudsman has indicated that the 655 of the caseload concerning false or mis-
leading advertising has resulted in significant changes. It is felt that they
have removed from the presentations of products and services a number of

exaggerations and untrue statements. For instance the Office of the Consumer
Ombudsman has made a large-scale cleanup of mail-order offers. Another impor-

tant field has been incorrect statements of price advantages, discounts or
special offers.

In addition to decisions on specific cases, public knowledge of the Act
and its enforcement seem to be having a broad impact on advertising and sales
promotion pracices in Norvay.

Conclusions

Major differences in the nature of legislation and regulatory agency
activities affecting advertising are due to differences in the cultural,
economic, legal, political and social environment, past and present.

In some ways control over advertising seems stricter in Norway than in
the United States, especially with regard to standards of "truth" and "insuf-
fici.ency cf information.1 And, Norwegians specifically prohibit certain prac-
tices which are not Prohibited ia the United States, for example the use of
premiums and lotteries.

On the other hand, the U.S. FTC has a regular program to require substan-
tiation of claims, and sometimes has required corrective advertising; such
requirements have net been used in Noruay.
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In boar coLntrir.-s, the publicity snrround4ng.enforeement and the potential
for businessmen to be chen.ged with 4buses, seczt to be having a sikstanti,-::

albeit difficult-to-Leasnre, cfect on cu rent advertising practices.

athongh direct ecmpa:isons between laws and regulatory activities P7-e
interesting, it also seems d=sirable to suggest a few possible reasons for the
aifferenccs we find. W:ien seekir.;:, reacons for differences it is necessar: Li

keep in mind that laws are enacted and regulatory activities are established
as a result of numnrous and complex societal forces. Thus, attempts in this
pater to explain the origins and causes of laws and regulatory activities must
be viewed as tentative. Much additional knowledge is needed to formulate
r theses, and research is 11.!eded to test such hypotheses before accerting

. .ting them. Nevertheless, it seems reasonable propose three tro,:,:d

cnaracteristics of society that seem to have the promise of leading to hypothe-
ses that can explain or predict some of the differences beteen Norwegian an
U.S. advertising laws and regulatory activities:

I Consumerism has evolved at a somewhat different rate and in different
ey _n the two countries, and therefore pressures for changes in advertising
rv,4ulation have been different in the two countries. As a result the respec-
tive governmental reactions have led to different lows and regulatory activity
al eeting advertising. Detailed formulation of hypotheses would require
specification of the differences in consumerism between Norway and the U.S.A.
and how these differences led to different advertising laws and regulation.

2. The social philosophy of the reople of a nation affects what the
people expect from their government. The degree or individualsini, or the
degree to which citizens normally depend upo their government to protect
them from adversity, ere important determinants of public policy in a democ-
racy. If elected officials perceive Its desires of their constituents ac-
curately, such officials sometimes will act to meet such constituent desires.
Detailed- formulation of hypotheses would require examination of how advertis-
ing law and regulation are affected by certain characteristics of society such
as:

(a) the prevalence of persons who arc high]y individualistic and depend-
ent on themselves to evaluate advertising and protect themselves from un-
scrupulous advertisers, or

(b) the prevalence of citizens who prefer to depend on government to
evaluate alvertising and protect them from unscrupulous advertiners.
2wo societies with different mixes of the above-mentioned types of persom are
likely to have different advertising laws and regulatory activities.

3. TI-e role of jobs in the life styles of citizens affects how citizens
perform their jobs. It might be argued that if jobs are viewed primarily as
a means of assisting a business organization to be snecessful by meeting the
needs of consumers individually and collectively (consumer orientation/the
marketing concept), then employees are likely to prepare advertising which wi31
assist in meeting consumer needs. It is in the bent interests of emoloyces

to do so, since such actions determine the prosperity of the business, and
indirectly employee salaries and benefits. And, such advertising, since it is
oriented to meet consumer needs, is not very likely to lead to consumer criti-
cism and thereby to laws or regulatory activities to control advertising.
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On the othor ha:1U., if emplryer:s l'Iok at jobs primarily as a means to

fulfill employee goals, e.g., to ea,:n a liv!.n6, or to do dignMed, sat'sT:Inv,
or challen;Ing won:, one LiLfat tt edvt.:-tisinc done by uuch auo3cy-ez
s not very likely to be oriented toward mz,etifIL; the needs of curer

if the advcrtisirg does it meet conner needs very well, it is therefore
laely to come Lndor ard lead to laws cr z-egulatory activities to
control such advertising. Dedlc3. fozmulation of hypotheses along these
lines could reouire specification of the relationships between employee atti
tudes toward jubs and employee performance as it relates to meeting conslimer
needs via advertising.
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Tne develmaent of efficient as well as effective multinational promo-
tional strategies has become increasingly difficult due to environmental
factors beyond the control of marketers, including: 1) increased competition
from United states' based multinations, host country producers and trim? (.0114-
t:y 2arl:eters, 2) increased government intervention and enforcement of 7:egula-
I.' 2S related to media and av)eals; 3) increased bilateral trade cgreements
between members of multinational market groups, and 4) increased heterogeneity
in the state and the rate of development of foreign economies. The complexity
of constructing promotional strategies that transcend cultural, political,
economic and technological barrier necessitate a flexible methodolocy. There-
fore, the degree of heterophily present in the multinational communication
process becomes an essential element in the diffusion of information in a
foreign environment.13

This paper describes a three-stage approach to determine the degree of
transferability or the degree of universality of promotional strategies. The

stages present in the construction of this methodology are: 1) development, of

a comparative frame of reference based on economic indicators; 2) the use of
"progressive cross cultural analysis to determine environmental and cultural
variables that influence promotional strategies, and 3) determination of the
degree of universality of products for foreign markets, i.e., transferability
of the product or the intangLble concept of the product to foreign cultures.

Standardization V. Localization

Multinational marketers have fallen victim to the myth of the dichotomy
of standardized (universal) appeal or localized (contextual) appeal used in
their promotional campaigns. These generalized approaches are based on diver-
gent philosophies of mass communication. The primary difference centers on
the perceived effect cultural dissimilarities have on the diffusion of iafsr-
mation in a culture. Loth are described to identify the strengths and weak-
nesses of each philosophy.

Standardization of Communication

The standardized promotional campaign has gained acceptance by many large
United states multinational organizations. Goodyear Rubber Company, Procter
and Gamble, Singer, Coca-Cola and Kodak are examples of multinational orgari-
eations whose standardized campaigns promote a product of universal apPea1.9
Proponents of this growing school of thought contend that cultwes throughout
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the world arc basicall7 :the same and t'lat cultural universals e:dst, that nay
be used in the development of promotional strategies. This philosophy c±'

internatio9a1 communication has at its conceptual base Maslow-'s fiNe levels
of needs .16 Once the need level is determin:d and the universality of the
need is ascertained in a given culture, a standardized promotional packasa

developed for all cultures. The promotional strategy may then. Ise introd.iced

to a foreign environment with only minor adjustment made to appeal and tech-
nique for various major environmental dissimilarities (e.g., language, media,
trademarks). The mass communicator must study only the wants, needs and abil
ity to buy in each country and apply this knowledge to American advertising
princi:?les and strategies to stimulate mass consumption in foreign markets.-5

The trend toward standardized promotion campaigns has several logical
reasons for being implemented by multinational marketers:

1) The increased physical mobility of world consumers is reducing the
isolationism of consumers. As consumers travel from country to coun-
try, universally-known brands, trademarks or promotional appeals help
to reduce ambiguity and confusion in the consumer decision making
process.

2) The advent of global television, radio and in some instances news-
papers are giving tremendous impetus to standardized advertising
appeals.

3) Costs can be minimized by employing standardized formats and promo-
tional campaigns for all culturer:.

4) Succom:oful promotional ideas are difficult to develop and modificatimn
of an idea because the product is sold in a foreign economy places
additional burdens on creative personnel.

5) Political and geographic boundaries do not necessarily circumscribe
psychological and/or emotional attitudes associated with consumer
decision making.

When cultures are at similar levels of economic development and possess
cultural universals, a United States multinational organization may employ
stmdarmized promotional strateglas.7 VImm cultural, social aad ecame-1.c
sereration is significant, the universal approach may often produce less than
optimum results.

Lo7alization of Communication

Proponents of the localization approach to international mass communica-
tion assume that more effective communication occurs when the source and the
receiver are homophilous, unless the source and the receiver have a high de-
gree of empathy.2° Due to the highly sophisticated communication channels and
consumers in the United States the transferability of promotional strategies
and campaigns to less developed economies is open to question. Business tech-

niques are generally considered more cultural than rational. Therefore, a

mmltinaticnal promotional campaign must, by necessity, utilize locally ori,thtn!
advertizements.23 The localized approach to the development of promotional
stra.agies assumes that individual, cultural and social differences among
environments must be examined separately to determine the most efficient metbod
(appeal and media) of communication.°
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The attitude of a groeing nember of ealtinational mass communicators is
that every procotional canaaign mese eoeteai.aralized to the cultural and
subcultural differences foend betacca ecoeoeies. This behavioralistic approach
to mass communication places little credence in universality of wants and need:.
Rather, a comprehensive investiaetion ineervening cultural variables (uncon-
trollable variables) on decision-Tating is completed before encoding messages
to perspective foreign consumers."' Variables that have been identified as
relevant in localized promotionul appeals include social structure,2 degree of
development of social mobility;1 degree of nationalisma79 religious institu-
tions and influence,1 language and dialect difference,11 and the stage of
economic and cultural development in a society.17 These factors are often
credited with forming a person's personality and buying behavior. As these

lectors change_so do personalities; and therefore, so mast advertising appeals
and campeignea)

Integrative Methodology for Development of
Multinational Promotional Campaigns

Resolution of the localization-universality debate will cone only after
more is known about the principal variables influencing the successful or un-
successful transfer of promotional campaigns and an integrative scheme is
developed to cope with the environmental emhigui ty.21 Several authors have
develoeed Euclidian Space and multivariate models to integrate the cortrollabJe
and uncontrollable variables for Eultinatienal policy decision-meking-22 'hese
molels introduce both cross cultural and environmental variables to assist in
the development and adoption of multinational marketing nixes. A major linita-

ticn of these models, however, is the hiGh degree of quantitative sophistica-
tion necessary for implementation which is generally beyond the capabilities
of all but the largest multinational firms.

The multistage approach proposed in this paper may be used to ascertain
the degree of universality without the use of multivariate methods. The

seouential steps in the analysis are: (1) development of a comparative frame

cf reference through economic analysis, (2) development of a proGressive elves
cultural analysis through environmental and cultural analysis; (3) determina-
tion of the degree of universality of products for foreign markets.

Development of Comparative Frame of Reference

To eveke a multinational marketing perspective, marketing managers should
initially constrt.ct a comparative frame of reference to evaluate foreign mar-

ket potential. The E.P.R.G. categorization scheme is a promising guide for

developing this frame of reference.10 ,18 The E.P.R.G. framework identified

four types - attitudes or orientation toward internationalization associated
with successive stages in the evolulion of international operations: (1)

ethnocenLrismdomestic country /market orientation; (2) polycentrism host
country/market orientation; (3) regiocentrismregional area/market orienta-
tion, aid (4) geocentrism - -a world market orientation. The premise that under-

lies of E.P.R.G. framework is management's coaaitment to multinational opera-
tional operations. This support or lack of support will affect the degree of
internationalization of marketing policies and functions.
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E.P.R.r. 4'rnmelork uiLh. TnIdif-;_cn!-f.r.as can te used to an3int

in the determination of the tPanefernniitf of rromotional stratet;ien. The

first step in the ecnstronii-n o: a co :2aranive fr.s.lc of reference rinnilknes

ezaminatIon of domestic products and target markets. This ethno-

centric evaluation ct damnstic promotional technieues is it-

stcun-:ntal in solici..ing pr:n.Ann etrategies for foreign target LI..ckets.

cecond step invnlves a regicncontric emluctien of multinational market
groups, i.e., LAFTA, C.A.F.T.A. Europeen Common Ilrket, etc., selected becnus
cf their canpAnbility and, generally, nimilar is refs of eccnonic 6,:lvelcpment.
it is assnmed that greater hozogcneity (econcmi-, level of tefisnoleft.r, rate of
eccnomic growth, etc.) lipoid be ohzerved vithin this multinaticnal market
group than batueen gronjs. The economin and technoicgical indicators wed in
thin rata .e include:

1) population (percentage incraase in past ten years and forecast for
net five years);

2) national income (Pcreentage increase in last ten :rears, re/. capita

and =her of families per honsehold);
3) private consinntion ermnditures for food, household durables, hous-

ing, and clothing, projection for next five years;
h) total emnort and imnerts by major trading partners;
5) manufacturing as a percentage of domcntic product, average hourly

earnings in mnnufacturing and projected increase in five years'

earninf-z;

6) num7:er of telephone, television, radio receivers and stations, per-
centage increase in the rest ten years; and finally

7) electrical production and percentage change in the pest five years.

(See Fieare 1.)
This analysis of the foreign economy established a hypothetical or "ideal"

country to be used as a pe.fins of ccmparison in developing promotional strate-

C7.113 in eacli multinational market group.

Fiante 1

E.R.P.G. Structural Analysis
in Construeturing a Comparative Frame

Step 1: Ethnocentric Analysis
(Domestic Product and Promotion Analysis)

Step 2: Reeiocentric Analysis
(Aultinational Market Group Analysis)

Step 3: Polycentric (subpolycentric) Analysis
(Host Country and Regional Analysis)

s,c) 4: Caocentrie Atalvcis
(14,,. d Max..n.t ;"=-uentic.. Analysis)
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The third step intolvas a palycenizic -end subpolycentric evalaation of
specific fore gin host countries. Tali c tranaleal laurel of the analysis should

illustrate :ariatiens in csaga ari rate of ccanomic developmeut in each of the
multinational market group ccuntries. The aabpolycentric data mould indicate
regioaal or ponulation variaticn (intenze po7nlacial areas characterile many
less develoced economies) within each country which might influence Promotional
strategies. The last stage in the development of the comparative frame of
reference would be aeocentric determination or the universality of elements
from one foreign country to another. In other words, once the gross adjust-
ments are zede between abe domestic ennnomy and the foreign economy a fine
tuning of the process i3 necessary between the multinationol market grouPs
and finally between the individual foreign markets.

The comparative economic frame of reference highlights discrepancies in 1L1
level of technological development; 2) stage of economic development;

3) degree of urbanization; 4) rate of economic growth; and 5) availability
communication networks. Ilthout this artificial structure to evaluate roten-

tial markets, domestically trained marketers may use their own ethnocentric
past experience to determine marketing strategies. The economic data also

ccntributes to the pozsible transferability of domestic promotion campaigns.
Additional cultural information is necessary to supplement the economic per-
spective of the comparative analysis.

Progressive Cross Cultural Analysis

A culture nay be defined as the total setting of human existence includ-
ing the mate:ial objeats of human manufacturing technioues, social orientaticns
or points cC view and sanctioned ends that serve as immediate conditioning
faatoes underlying behavior .72 Individual cultures represent a multitude of
corplex problems for the mass communication process and the problems are com-
pouncled when communicating with two or more cultures simultaneously.

Culture and the subcaltarres analyses benefit the multinational mica co:_
municator in the:

1) Deterrination of relevant motivations in a culture. that =ads are
fulfilled by our Product and are their needs presently fulfilled?

2) Determination of characteristic behavior patterns. Wat are the
chacacteristic buying behaviors? How frequently are Products prr-

chased, and haw strong are the behavior patterns?
3) Deteradaation of characteristic forns of decision-rdhing. Does the

culLure have a studied or impulsive approach to decision - making?
4) Determination of promotional methods appropriate to the culture.

What, language taboos are noted; what language problems exist in pro-
moting the product; and what media are available and used '::8

The raeceding problems necessitate an analysis of a culture before a mass
comunicator iapleants or taanafers a promotional campaign from one cultu7.7e

to another. Cultural lag represents an additional problem that occurs vhich
affects the communicatiot process in less developed cultures and stibcul-
tures.v1 Cgbum observed that material innovations diffused end mare adopted
more readily than non-material ideas.i8 Therefore, the multinational mass
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co_anunication proce'Js inc,no(c:;c 1.4.no-,.n cultural symtcls and needs

effectively communicate to a foreig.: culture. The problems necessitate a
comparative analysis between celtl.res to pro'dae information for adaptation
of the ce.munication process.

Cross cultural analysis mothoas are designed to discover similarities and
differences among cultural patterns in a number of societies. This segmenta-
tion of world markets on cultural variables is based on the assumption that
the market for a product, and concomitant promotional campaign, consists of
highly heterogeneous groups of customers with heterogeneous demand civracter-
istics.24 Data used for cross cultural analysis is generally secondary in
nature. The use of secondary data is beneficial from a cost and time stand-
point but is also a limiting factor in the amount and quality of data avail-
able.

The basic approach to cross cultural analysis requires: 1) immeision in
the culture being studied to gain familiarity with concepts, units of behavior
and recurring problems; 2) determination of a method for classifying and com-
parison of observed phenomena; 3) statistical analysis of observed differences
between cultures; and 4) testing these differences by returning to the origi-
nal detailed data from the culture or by investigating additional field studies
in the culture. The cultural data derived from the cross cultural analysis
combined with the economic data generated in the comparative frame of refer-
ence assist in the determination of the universality of promotional strategie.;.

In order to adapt the cross cultural analysis process to the multinational
organization, an additional element must be included to refine the basic
process. Typically, cross cultural analyses are conducted between the domes-
tic culture (A) and a foreign culture (B). When the mass communicator desires
additional information concerning the cultural similarities and/or dissimilar-
ities of a third country (C), a cross cultural analysis is initiated between
countrrieo A & C (See Figure 2). This process continues for each country of

interest to the mass communicator.

A progressive cross cultural analysis would follow the same basic research

technique but would employ the economic/technological data derived in the
development of comparative frame of reference to rank order potential target

economies. With the techniques used in the comparative frame of reference,
:.ountries are economically/technically arrayed in order of highest rotentirl.

The procressive cross cultural analysis compares the domestic culture (A) yin

the foreign culture (B) with the highest economic potential. Then culture (El)

is compared to foreign culture (C) with the next highest level of economic

attraction and so forth through country (n). Continued refinement of cultural

differences illustrates the less obvious cultural and subcultural differences
often found in foreign environments. The promotional campaign may therefore

be refined in each step of the analysis to reduce risk due to the lower eco-

nomic potential of less attractive economies.

Degree of Product Universality

The raining element to be considered in the multistage development of a
multinational promotional campaign is the degree of universality of the
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Fieure 2

Trsditioaal Cress-,ultural Analysis
as Cor:paea to

Progressive Cross-Cultural Analysis

I. Traditional Analysis:

ACountry C.C.A.ry --+ B Country

C.A.Country A C. C Country

AC.Country A C. D Country

IT. ":0rogressive Analysis:

Country A P.C.C.A. B (highest potential)
P.C.C.A.

C (second highest potential)
P.C.C.A.

D (third highest potential)
P.C.C.A.

n (smallest potential)
P.C.C.A.

prs,uct(b). Products vary in their degree of cemplexity. Products are com-
posed of four interrelated elements: 1) physical form; 2) satisfactions de-
rived; 3) utility to consumr, and 4) qualitative elements or assortmcnt, doze
alternatives, satisfaction of minority needs, etc. Therefore, the complexity
of products goes beyond the physical nature of the form utility of the prodect.
The intangible aspects of perceived expectations of need satisfaction inerea.:c
the uncertcjaty of the product acceptance. To determine the degree of accept-
uaee of a product by a foreign culture (universality) the elements that influ-
ence the d:;ffusion cf innovations must be closely considered.

The ease or difficulty of introdaction of ideas and/or products depends
basically on the nature of th? "newness" of the ideal product as viewed by the
consumer.25 A set of characteristics of innovation (new products) which arc
mutually e=lusive and are universally relevant are: 1) relative advr.ntaze of'

the product; 2) compatibility of the product; 3) complexity of the product;
4) trialability of the product; and 5) observability of the product. 'inc

relative advantage of a prodiet is ne de.;ree to which the new product is per-
ceived as being better than the product it supersedes. The relative achantn,ge
cf a ne iJaa, as perceived by members of a social system, is positively re-
lated to its rate of adopi:ion.'0 The compatibility of the product is the
d?vree 4.1 whic.1 a T-:olv.ct is -:?rceived en being censictr-tt Yt1,11 the: e-isting

e47c::-.eneco, en6. nee?..s of -fle ps.7ceiv:rn. Anew produr!, re.y ba

e.n px:;vious7.y used
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-oroOucts and with individual con:ilmer needs. An idea that ix not compai iblo.

with the salient characteristics cf E,ystera will not be adopteq au

rapidly as an idea that is coy' tible.

Tne complexity of a new prodrct is the degree to which the pro(luct 13

perceived as being relatively difficult to use or to learn to use by the con-

sumer. The learning of new sLills to ooerate or service a new product may
directly affect the rate of acceptance. Therefore, the complexity of a new

product, as perceived by the concumer is negatively related to its rate of

adopt5.on.20 The degree of finalability of the product will influence tLe

acceptance of the product. The consumers' ability to experience need satis-

faction from the product without total commitment to purchase will influence

acceptance. The observability of a new product is the degree to whicn ere

product is visible to others in the social system. The distinction between

material (productL;) versus nonmaterial (services) innovations directly influ-

ences the rate of acceptance in many cultures.18

Additional factors that may influence the accentance of United States
produced products in foreign economies are: 1) the image of United States

produced products in th culture; 2) the relative price of the product; 3) the

degree of sophistication of the consumer; 4) cultural similarity (basic

philosophy, religion, language, etc.); 5) government restrictions/influence on

the introduction of goods produced by a foreign (in this case United StUes)

producer.

Multinational marketers must therefore develop a function of universality

of products to be used in foreign cultures. Each element of the function

could range from zero universality to total universality (one). Maximum

utility for a product would be ten points, or one point for each function of

the universality eouation. (See Figure 3.)

Figure 3

Universality of Each Product

0

5

10

I I

lack of universality total universality

of element of element

Therefore, the function may be described as
o:; = F(RA+01-Cx+T+C+1+RF4S+CS+G)

where
cU = degree of product universality
RA = relative advantage of the product
C = compatibility of the product

Cf = complexity of the prodtwt
T = trialability of the product
0 = observability of the product
I = image of U.S. goods in the foreign econoj

RP = relative price of the product
S = degree of sophistication of the consumer

CS = cultural similarity affects product acceptance
G = government restrictions /influences on the product
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There ar inherent problema in seb:feetLi.o valnation oE elements by the multi-
national marketer but several esi:itml.:.ea (aiaimea, average, maximu) ray be
developed to enicist in rnomotioral 6ecisien ma::eLag.

Sern:ary & Conclusions

A solution to the multitude of problems involved in communicating to a
variety of cultures simultaneouely cInnot be resolved solely through a stand-
ardized or localized promotional campaige. Research must begin to develop
integrative schemes to employ the favorable attributes of each basic philoso-
phy. This per has suggested a methodology for employing univeroal econcmic
analysis uoefnl in a comparative frame of reference for decision making azid
addition, described a process for the develepment of a progressive cross cul-
tural analysis that emphasized the effects of local cultural variables on
peomotional otnategies and campaigns and the determination of product univer-
sality. These interrelated :steps incorporate concepts from standardized and
loellized promotional phileso2hies which aid in the solution of multinatiopal
promotion problems.

Additional research zheuld focus on: 1) determining the degree of uni-
versality of products and product lines; 2) isolating cultural and environ-
mental variables that are of greatest importance by product class, industry,
etc.; 3) prioritizing (weighting) the variables for decision making; and 4)
measuring the effecta of cultural variables on the commenicatioa proceea.
.".dvancenents in these areas should further assist marketing managers in ariv-
ina at multinational promotion decisiono.
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Many marketers have conditioned themselves to treat various tr2cle areas
within a metropolitan area as representative of the demographic profile of that
metropolitan area. Yet, some retailers who may be situated in particular
"isolated trade areas" mithin the trade area may find it impractical end almost
impossible to view the market in such a manner.

Boxer County (San Antonio) Standard Metropolitan Statistical Area is com-
posed of approximately 527, Mexican-American population. It has a large per-

centage of military residents and a large medical-educational complex. It is

metropolitan in many ways yet certain trade areas within the city of San
Antonio are so completely Mexican-American that Spanish is spoken exclusively.

In those unique trade areas which appear to be culturally and socially
isolated from other parts of Son Antonio, retailers are forced to behave in a
marketing managerial fast! Lori which often deviates from their city wide norm.

The trade areas which are composed of a high number of Mexican-Amerieens
present little problem to meny of the very small "Mom ana Pop" retailers who
are, themselves, Mexican-American and speak Spanish in their stores. Even

many large retailers in those areas suffer little communications disadvantnges
because marly of the residents of the area are also employees in the stores.
Tins, the employees know and use their Spanish in the stores.

However, many supermarket managers who use English-oriented advertis?merte
in the local domestic market expect the bpanish-speaking market to be pene-
trated with those same advertisements. It appears easy to think of ''chain

advertising" and its strength of reaching all residents in a given city. Even

retailers who have tried to implement Spanish-oriented advertisements in print
media have discovered a high rate of illiteracy among the residents of certain
trade areas.

As a result, a critical question exists regarding advertising in such a

market: Chould advertisers in a significantly-mixed ethnic market treat
rarket more as a 'confined international market" than as a local domes'. to

market? And if the answer is yes, exactly what kind of advertising program
nn supermarket retailers use to reach the ethnic market?
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Pu2.sor.e.

With this information in mini, the reseoichers en'cablished two primary

ru-e-aonen:

1. To detemine the degree to which a local vp.rket can resemble an
international market as a result of iffferences in languages srekea
and un'lerstood; an:3

2. To determine the depree to which advertisers must copy with illiter-
acy (r_garding the native langwge) when choosing media in such a
"confined international market ."

Methodolssa.

Two themes of a eaain-supermarkot were selected for testing. The super-

market opera:es PriLarily in Conth Texas with approximately 27 stores in San.
Antenio. The stores in Ccn Antonio are disyersed throughout the city, both in
Anglo areas and predominately Mexican-American areas.

Advertising for tha San lIntonio stores is coordinated by a single adver-
tising agency and while some Spanish adveitisements had been used in the past,
mast of the promotion for all stores had been conducted in English. It was

assumed that the campaigns were penetrating even trough, in particular trade
areas, the clientele of the stores consisted of almost 103% Mexican-American.

It should be pointed out that a large number of Mexican-Amricans in San
Antonio do spec._ English very well. However, tendencies do exist that in cer-

tain resident:al and trade areas, Spaninh is the dominant language and many of

the residents do not speak English.

Two hundred respondenLs with Sranish curnamrx were selected at random and

jnterviewed telepaonc in the Bexar County SMSA. The respondents clustered

in the Western oaadrznt of San Antonio due to the fact that a large majority
of Mexican4merican rLsidents in Bear County are located in that residential
area.

Each respon&nt was tested with the themes:

GOLDEN SERVICE, (The Store of) and INFLATION FIGHTER PRICES.

Each theme had previously been tented among Anglo respondents for pene-

tration and etore-associa:ion. In those tests, both themes had ranged between

70 and 82 in penetration and store-association.

Doth themes haC been used both citj-wide and state-wide in predominately
Anglo and Spanish-speaking areas with equal frcouency. The themes had been

used in in-store displays, point of purchase displays, and in other promoticnal

situations.

Connideration vas made, at one point, to attempt to directly tranolate

the themes into Spanish and use those themes in Spanish trade areas. Hone' r,

the themes do not lend themselves to direct translation and since no suitable

substitute could be created, the English versions were used.
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Findir,s related to penet.1..-k'Jn and ccrrect store association bre p-..e-
ented in. Tables I and II.

TABLE I

Penetration of the Tested Themes

Theme

"Inflation Fib ht2r Prices"
"Golden Servic:1"

Penetration

46.0%

2'3.55

TABLE II

Correct Store-Association

Theme Correct Association

"Inflation Fighter Prices"
"Golden Service"

53.5%
23.5%

Fu-Lhar analysis of the trade area revealed that approximately 24% of
the residents had third-grade or lower level command of. Spanish. The litemLy
rate of those who may read English is assumed by local authorities to be much
lower. As a result, even thoug:i the themes were not penetrating the mar:zet
well as the:, wore being used in English, it may be safely assumed that they

probably would not h:vc penocrced to a si;Lifleantly Zreater eer-e,.had they
1Jee,I urea in Snanilh in prAnt media.

The p:oblem, as perceived in this particular case, was the use of the
nglich themes coupled with tie use of print media. As a result of the use of

rrint media, readers vho nay have ben penetrated with broadcast media
(flfouch u;t2 of the Enclish themes) were not penetrated because literacy of
both English and Spanish is so low in the particular trade area.

Inplications

1. It appears that advertisers should not expect an English theme to
penetrate a locally - situated market *here the native language is not
ertirely English. Ha-0er, the market should be viewed as a "conlJned
international market" and languages spoken in the area should be
c,,nsidered in addition to English when promotion decisions are 'ocing
made.

2. Advertisers should investigate literacy of such a market berorc raking
excisions to use print media in connection with any kind of promotion,
be it in English or Spanish.
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As a rult of the fiLdinc.i, ve::e mate to drop the themes com-

pletely ri the trade areas under sZ,ndy. A SI,anish w-:c. developed :`o

Co-ra IS Per 1,:encs i.T.:nero" and ir; used exclusively in the .-ca.

id f..,?anich and tran:;1:%tes well into En:Jlich as "Buy More for Loss

!oney."

In addition to the the:Le change, a decision was made to drop print media

ard broadcast media exclusively even though in supermarket pror'obion print

v.evally is mere ef2ective in terms of giving shoppers a written re:orl

of pies for comparison purposes.

&t.: changes were made related to in-store promotion to relate to the

:1»..ish-spcnking marhet. Point of purchase signs were made in Spanish, wind--

cards were printed in Slmn2.sh and announcements for the intercom in the store

were made in Spanish.

Several other merchandising changes were made in the stores to more fuli;

orient them to the Particular market in the trade area.

?ales Data

Sales data were measure, -,r the comperitive twelve-week period one year

;revious to the date after full implementation of all promotional

Sales were show., to have increased by 3C5 and the change is believed to

be directly rALted to the change in promotional and merchandising strategy

rather then chance in population or income in the trade area.

S1.1zynry

"Chain S-7,ore Mercandising" is a concept which may nor may not be effec-

tive in areas where there are significant numbers of ethnic groups or nor.-

English sp,aking groups.

Each chain or group manager operating in such a trade area would be wise

to atterpt tr) rlpfine whether his market is truly "domestic" or v'te.ber 't is

in fact, a "confined international market.-
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University of Georgia

At the present time enroliz:nt in journ?.lism schz.oI is x,ti-sti,A1 to "oe
43,O0 plus. This is an increase of ap:sroxizately 60 per cent in the last
five years. This rapid uowtn hl'.; put severe strains faculties and facilf.-
ties r:!.. most journalism schools to quotas ana stricter prerequisites
for sAmission to courses at several schools.

The present study is an attempt to ex nine enrollms.rt in the various
areas of cumuni-.ta:6ion to see how advertislng and public relations c.mpares
to other areas.

A survey was rmiled in Decxber, 1973 to selertted members of the sSmeriear.i.
A..:1dLrly P..,Ivzrtising at 50 journalism schools. ,uestions concerned two
arz.as: 1) enrolimInt durin.:; the cuirent accqemic year compared to five years
age-4 and, 2) pr?dtctioLs in the adveltisiug or public re3ations professions

mizht affect future enrollment. A roturn of 23 quostionsflires (46) -rso
obtained representing 15,179 students (31.0 of all jol.rnalism students).

Euro31,--t

Mble I shows the total enrolizent changes in journali= schools during
the pn_ious five yer:rs. The figures cze cicvn Ly men, wol:.r2n, aLd

zh:C.cnts.

TAME T. JO; MIALISM SUOCL

Enrollrent Data

14:-/1 Women Ninoritien

Fall 1973 15179 (23)' 8423 (23) 6756 (23) 481 (22)
Avg/t.:chool 659 375 274 21

Fall 1963 9081 (20) 4286 (18) 3895 (18) ho ( 8)
Avr;incbool 4;14 237 212 5

1968-1973 45.2 58.7 29.2 400.0

Y7e:catos nle.er rf cely-ds renporAIng each c!ztego%.y.

1:43 clk5)



Tcble I ;!on firms those of vo !lave been in jornalism educa*,:ion

t....nc alaeady laoy. Ve are 4';;.-:e". '7:11.i, a flo..d cf st,-1:ntA
O.

Lpportance is -2,10c II 1:117: (loan Qorollment6 by departments and

seonoLces. The figures are useful in sp-;ttg tread::, n difficulty i=2

comx:ieg data is the fact Lhat arers o2 sPecializstion Lure 1,een .;.(1-1e;i. over

tivi lest few ye :': so there -,c,re reT;orting enroll:* nt breal22

from

the figL:ces themeives no doubt suffer frr,mproblet.s of reporting

enro112vnt in vaeicus areas, it is cicar thct advertising enrollahent has un."2-

fereel. The reasons are probably several, but in the time reining it mIght

be of in to share pith you the answers gkven tr iG^ mnb?rs of the

Acc.Aery.

She two most mentioned factors which will determine the short term futu-7.

of advertts:ms education (Ind enrollment) were 1) the energy crisis, and 2:

confict.:ace in advortiL;irg and public relatiens zs 'a:no:able oceu7atier:I.

01.17 t47o resnonlcnts e1-zes';ed unqu,Oifi=d optimis4 in the future of

education. Most of you felt that the opPortunitics in communication, T:r-

ticularly news editorial, were unEmtited, but that advertising and plait:

relations were at the rx.rcy of several uneredictable and uacentrollable

factors.

TABLE II

Journalicm S.-hocl Enrollment by

Area of Specialization

Fall, 1973 Als/Scho?1 Pall 1968 Av7/School % Chanae

Advertisin3 2116 (19) 111 1921 (14) 130 (-14.6)

Broadcast-
Film 3261 (19) 171 1635 (14) 117 (37.5)

Pablic
Relations 978 (10) 98 724 ( 8) 88 (11.3)

News-
Editorial 4255 (20) 212 3301 (19) 173 (22.5)



by

JA?072. DUKER.

School of isqsiness Administration
University of C-lanecticut

Tae swiftness of the -black revolution" has thrust unon American business
the need to adjust rUblic relations activities to accommodate the r= idly

attitudes and aspirations of a relatively new and hitherto unLnoen
^n.7titnency: the blach .kerican. 3y now, some exnertise has emerged and ncu

e2proaches hove been generated to meet theze new conditions. For nary years,
nowever, aleloet the sole area of interface (aside from employment) between tba
black Ae_eriela and the Ameeican corporation has been the advertisements of the
businessman. :.Jon today, uitn the many black community relations rrograms and

steeff rceresentativee and officers mei found in many American cemnanies,
it is likely that advertisements are still the chief area of interface mith
51aek communiLy and thus still constitute a, major (it not the chief) public
relations arm of the American corporation.

Advertising Practices have undergone Inch scrutiny and change with refe-e-
enee to their treatment of and effects on blacks. This includes advertisements
directed at the general public as well as blacks. This scrutiny includes
accusations by Sociologists Colfax and Oteinherg that advertisements were re-
plete with negative stercotyres of blacks. investigations of effects of
:intezrated advertisements; of the inract of advertising on blacks and the
blee. cerimnity, some special studies of advertising in black media; and so on.
There are, in these areas, many uneesolved queetions, and, in so rapidly a
changins situation, new que!:tions continually eLsrge.1

This is a report on cne aspect of the interface between the bleek eommun-
ity and tee buniness ccmnunity. It analyzes the advertisements directed
specifically at blacks by some of the Amseican business community. Advertise-

ments rot cnly help sell products but they convey an image of the arleertiser

to the receirer of the mensege. In the case of many black Ismericans uhose
direct contact uSth the bvsiness co:.munity is :Animal, a major part of their
imsce of P.r-rican business is ga:aed through advertising. Sielce advextisers

try to cater to theie publics, they create advertisements in terms they con-
sider appropriate to the reader. Thus, possibly ironically, the black's image
of the advertieer is in some way a reflection of the advertiser's image of the

black.

This study analyzes the kind of image the advertiser has been directing at
the black by analyeing the kind of black. the advertiser has been addressing.
Furtner, :since events and attitudes have been changing suiftly, the strely in
coezerned not only uith the image being Projected, but in the change of image
crrr time. Chenge is a measure of set,sitivitv on the part of the cdvertisle

to changing black attitudes.

The study consists of an analysis of advertirements which appe ar in Fborer,
the most widely circulated, and possibly the most prestigious pi"hlication
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reuard the !;-:ccral black pOiic. i5 genc-relly orier:ed at th-:

mii-'.Le-claus at:Lcu7t it c rcad,rship

cossiderdha-_ portions or loyer-tn-n4ddle el-A:s. In fact, in a "try re.:ent

sc.udy, aor., carefully indicates that itu re34.t-s (net mc,:,,arllY its reo-

scribvisl vev little General black popul-tica in Ten= o1 age,

sex, in cone and ca,.-it ea statas,1?rt r n higher in education.2 Glazer de-

scribeJ. 17.13-.:-!v as -47.-re self-help riented thaA protest-:rooted to771

cizt_Intion :n Yozk is Ineoably grcate: than the
L.n: York -.:z:ekly communil.y newspaper, the Lasterdem 1;ews."3 This witer

son)e crovth of pretest-or4entt:d articles in more recent -p-,11rs.

casurements are nade in this study of attitudes exprzssed in the 7311e77.
advertisem...nt7. in the folluying gc?r.J1 areas: ettituCes blao"%s tot---;rd

blacks: touard whites end the black-I:hit.: ~S'' p toward home n:Id

and toward ecults are cepzaredvilh measurements of 'blacks' attitudes

in thece ar:,as whict are derived from other sources. In all these measurements

and comparisons, emphasis is place on observation of change over time.

The metho-lolopy c-:nsi:zts of content analysis of the aevertirer.._-ts

,':Lour. The indizators cf attitudes expressed in advertisements in the areas

'radar study are the contents of illnctrations, the products advertised, and

the tykes of appeals Lade in FhoLy advertisements during selectel years in 1;72

period 3.950 through 1972.

The Procedure consi:;ts of analyzing advertisements appearing in the Jtyle

and December issues of Fbenv in the :roars 1950, 1955, 1900, 1965 through 1972.

Each anhuel sample eoneists of bethecn 357 an 446 separate advertisements.

Charasteristics or contents of advertisements are t.)1,ulazed either by
of adverizements or by col umn inchc :s of advcrtif,int;. Totals for each ileixa-

tor charvcterltx-ic are explPssed as proporLions of total number of alver-

tiscmcnts Cr column inches in the ic.sues. Do Glacial consideration is given to

tee peAtion or color of the ed. Statistics for years snbsequent to 1951 are

prec;:nted in t?.bles as multiples of tl:e pvo ;ortions found charactoristic of

the 1950 issues -that is, 1950 is used as the base year.

';'itrs-1 and the i)la,:h-Uhite BelatienshiP

ri-ce 01,n re- 4n perceived black attitudes toward blacks,

whites :.Yap ;ht zne nersure? cy changes in t!e of

n(:".els r.Le0, ln oi ilnaturalL or ;'Afrun hs1-..Tnts aza in thl ..e.rt-

t...me of thv d!.;shiki, an Arrican-inslired shirt or blouse. More specifIcal]7,

the folln.-ing are considered measurements of the extent to which advcrtisers

31ave recngaized and catered to what, for codvenience, Trill be called black

T.ride. The. courts include:

1. Advertisements which P.21 1E cf Yt;:ck mozielo c%ly.

2. Ad-.-Lr:-5scn.:nts which include the presence LC "n:::.ur.:1" or "Lfr:-'

haircut.

3. Aedertisements which include the presence of the daishiki.

,451
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To me -azure attite.ele toecrd int:e-ation with A-iites miler to cj.opt white?

esthetic and Wier values, counts are nade of:

1. 'Integeatee advertisements ieh use nedele of both races.
2. Advertisements which neke use of white mo:lels ony.

3. AdvertizerenLs :.hic-e use nodels of indeterminate race. (Thera arc
advertisements which rIlotngeaehle technies.:es or artwork t:na ;iv=

insuffleieet cues es to the le of the model.)
h. PC.vemiements which 4nele-te no pee -/le. Inten,ionany or umtention-

ally, such advertisement srirt the ouestion of race.
5. Advertisement for products such as shin lighteners, hair straight-

eners, and wics.

The Findines. Table 1 shows that alvertiseis in Ebony believe that there
his bem a erow!,h of ennhnsis on the worth of binek among blacks.
Generally, '..he rex:Tx:rt.:x:1s of advertieements using black models only have in-
creased. In conerast, there h:.ve been mrlied dec.:*eescs in the proportions cf
a5lertise-lents featuring models of indeterminate reee. Thene were dcrenby 16
percent in 1971 and by 75 percent in 1972. There was an even greater decre::ie--
by 84 and 86 pc-cent in the sae tt'o yearz--of advertiseeents -eith wlette norle1-3
only. But 1972, aas for hair straightenexs (male) eLd for skin llghteners
(female) disal:peared. :en the nrce,oetionJ of aftertising space for hair
straightens for fencics which had increesed durirg 1S,66-1970 dropped belo
the 1950 level in 3971 an 1972. Finally, the proportions of ads for wigs for
females, desnite the popularity of wigs among fen ales of all races, dropped
beck below the 1950 level in 1970, and renainad lotiee in subseeuent years.
(Further, come of the wigs advertised were "Afro" wigs.)

leastrament of the very recent rhenomeha, the "Afro" look and the daishiki
can not. use 1950 data for a bz,.se. In the 1960 issues, one of the 445 adver-
tie:events featured a model with an "Afro" look. By 1971 and 1972 these pro-

portiene hed iremn to :5.8 and 33.1 percent, respectively. Daishikis still

remained Tare - -in the neighborhood of one appearance per issue.

Of sore interest will be the rapidity with which advertisers adopt the
mere recent 'corn row" hair style, should it gain popularity among American
bleeks. A relent artic2e in Ebony discusses uhetner the "Afro" is becoming
eutmoded, inileating that the "Afro' has no basis in African culture, vherea-z
the "corn row,: a more recent hair style, does have such a besir.4 Thus fer,
the "coen r. :ow' has not arhieared, either in editorial content photoqraphs or i-

alvertiseaents, w5tel a frequency sufficient to test the advertisers' sensitiv-
ity to changes in black modes.

One pes-Able counter blackness" trend is evident. Advertisements which

djd not use hmran models grew by 26 percent by 1972. Thie; might be interpre-

tett as an evaeion of the race question, but it iJ unlikely in view of all the
other phenomena cited.

An important indicator of the adverticors' perception of black attitu'.es
toward intejration with whites has undergone come intereetir;: chrnges. Uliil

1;71 thare 1)ecn a eteedy increese in the propertion of "integrated!' afe.
..sy 1970 the pronortiol of awn aas was 423 ti .es that of the proportion in
1950. The years 1971 and 3972 witnessed a rather precipitous drop to 1.34

r 1 2.07 in this rardo.

,q?
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In sum, Table 1 ffar./!: incre:,sed fe-nhasis on lief:Ace]. negritude a7ld pos-

sibly black pria2, especially in 19;;1 and 1272. These results do not neces-

sarily show complete rejection so"e white cez:netic standards or a rejection

of integrLtion. The proo3:tions of intkers.ced ads deen remmin relatively 11411',.

Further, the increase in ads withcut human redels, probably accounts fa:- some

of the droo in the proportion of "intemrated- ads.

The results shown in Table 1 indicate that the advertisers have chaLged
their approaches, apparently in response to perceived changes in their narket
targets. These changes are not dissimilar from changes in similar indicators

found in data external to this study.

The veering toward the Afro and general emphasis on black pride corres-
ronds to similar thenomena oberved in an analysis of photographs in Ebony
connected with -lito:ial conteat as distinct from advertisements. That study

did not go beyond the 1970 issues.5 The 25.8 percent (in 1971) and the 33.1

percent in 1972 of models ehown in advertisements havine! "Afros" is quite

close to the 31 perceLt found ameng major subjects in editorial content photo-

graphs in 1970. The advertisers did not lag far behind the editorial staff cf

Mony.

The decrease in proportions of "white only" photographs that occurred iv

advertisements was even more precipitate than that in the editorial content

photographs. By 1970, the proportions were 29 percent of the 1950 proportions,

in the case of advertisements, and 59 percent in the case cf editorial content.

Thus advertisers outstripped the editorial staff in emphasis on black models

or subjects. By 1970, the proportions of adz showing only black models was

1.15 as larse as thn.t in 1950, the corresponding proportion for editorial pho-

tographs is 0.84. Thus, in both cases, advertisers are emphasizing blackness

even more than the editorial staff of Ibo.

Advertisers, on the other hand, hare also outstripped editors in eriphasis

on integcatier--by a considerable nargin. By 1970, 4.23 times as high ias in

1950) a proportion of .ads 'xer2 "inte;,-ated," ljlereas the corresponding figure

for edltoriel photographs is 1.64. The advertisers did decrease the relative

proportions of intcrated ads to 1.84 and 2.07 for 1971 and 1972 respectively,

indicators which are must nore comnarable to the 1.64 for editorial content

photographs.

These data also show correspondence to a 1972 survey and analysis under-

taken by Yankelovieh for Ebony. This Yankelovich-rhonv study shows strong

emphasis on block identification and lesseped, but still high, emphasis on

integration as the solution to inequities.t/

In sun, advertisers are generally rresenting to the readers of Ebony

ima:;es which have apparently kept pace uli.h the changing attitudes of the

blacks.

Orientation Toward White Middle-Class Standards

Ti e Measurements. leasurements are made of what are considered indicators

of emphasis on some commonly identified white middle-class values. These
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inclu: career success thrcugh nark, the value of education, the worth of the

fanily, and the home as a synbol cf achiceeenens. Because of the post-Moynihan-

report (1965) ateenticn retest,'-,- devoted to the natearchal natnre of the black

society add the alleeeel limbo status of the blenek male, measurements are alno
made of increased Positive emphacie on the male.r Thes, changes in the pro-
portions of auvertisemcnts which feature the following are measured:

1. Advertieements featuring males or females.

2. Advertiements featuring adults or children.

3. Advertisements featuring a family group (adult-child combinatioa).
4. Adver'nisemcnts by job recruiters.

5. Advertisements for educational products and services.

6. Adliertiuenents for home appliances.

7. Advertisemeets appealing to the desire for career success.

Tree Fie:Helen. Table 2 shows that growth in the indicators of orientation
toward white middle class standards are much less convincing than are the
gravth in indicators of black pride, shuen in Taldle 1. Scme trends appear in

these indicators, but they cre not very strong.

No trends are anparent in the data regarding the ages and sexes of pecple

shown in advertisements. The data for the years 1971 and 1972, however, do

show a shsrnly incrcesed emphasis on the family. This emphasis accords with

the sustained high emnhasis on advertisements for home appliances. While ad-

vertisements for appliances do reflect the increased economic strength of the

black American, their presence also conveys something about the prioritiee

ascribed to the black consumer. The home and its contents evidently appear to

be achieving higher priority.

Improved economics may also be reflected in the employers' recruiting Os

and t:2 ircreased proportions of ads appealing to the desire for career success
It should be emehaeited, however, that these data do also denote adherence to

white midle-class standards.

In general, these findings correseond to attitudes found to exist in the

black cennunity. The value of familicm was found to be strong in the Yankel-

ovich survey. This survey found belief in fcmilism, economic self-sufficiency,
and other "protestant ethic" values to be even somewhat more strongly held

among bleeks than Leong w:Ates. Only in orientation toward nchievement/

advancement were blecks foetid to be stbstantially lower than whites .3

Emphaeie on education and career success (the latter Possible innypronri-

atelv) ecem to breve increaeed even more in the ads than previously fouml in

the study el' editorial content photographs.9

Orientation and Velues

The ileenurenente. A third group of measurements ore intended to detect

changes perceived by busines:nen to have occerred in blacks' irterests, me-

tives, and vslues, largelerb/ mcasurine the chsnges in the kinds of appeal;,

and the kinds of products advertised. Seine cf the data in the previous sec-

tion, such as advertisements for educationel products and services, end those

aepealing to the desire for career success are enually relevant here.
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The set of measI:remcits consi-its of advlrliseints which feature the

following:

Appeals to social acceptanc cr p7estige.

2. Appeals to for heaJth.

3. Peal to r1lLrsical comfort.
4. Appe6.1s to mental comfort.

5. Am:eala to sex attraction.
6. Advertisements for patent medicines.
7. Advertisements for travel and vacation.
8. Advertisements for insuronce.
9. Endorsements.

These criteria are intended to further assess the kind of terscn with
whom the advertiser considers himself to be dealing, crd thus the image cf

himself that he is projecting. Appeals to the desire for the health and mentrl

comfort are considered symptomatic of a lcwer standard of well-being than are

appeals to creature comforts and culvertisements for travel, vacations, and

insurance. Concentration on " lower order" appeals create an over-all "lower

order" impressio_ of the business cororimity. Siwilarly, anneals to sex at-

traction and advertisements for patent medicines are considered to be of
"lower order" than appeals to social accettance and prestige. Endorsements

are consider,ld to be a negative indicator, since they frequently appeal to the

vicarious success and fantasy life which Frazier, Hare, and other students of

the slack sociology view with dismay as characterl.tic of some of black middle-

class society .10 Endorsements may also be regarded as a sign of lower sophis-

tication.

The Findings. Table 3 shows noteworthy reductions in the appeals to the

desire for health and for patent medicines to have occurred during the later

years. Aside from a one-year (1971) increase in the frequency of endorse-

ments, the over-all decreasing pattern, is convincing. Advertisers may indeed

regard the black market as being higher -- classed or more sophisticated than

previously. -

These observaLions are also pertinent to questions regarding the Flazier-

Hare type of fantasy-filled middle class. The greater emphasis on insurance,

jobs, and physical comfort, the low,:r emphasis cn sex attraction, endorse-

ments, patent medicines, all indicate that more sophistication and less fantasy

are being a',,trfnuted to the black middle class by advertisers. Thus, to the

black, the image of the advertiser (and thus the white business community) has

become more sophisticated and more respectful of blacks and black society.

Conclusiors

American business evidently considers the middle-class black as part of

the "mainstreum- of Pmerica. Particularly in areas involving orientations and

values, the black is regarded as alre.1dy close and moving closer to the orien-

tations and values of wIlite miF_die-clans America. This is also true of a

movement to some white middle-class standards, such as emphasis on the home

and family. All in all, the image of the middle-class black which is held by

the advertisers in Ebony is an increasingly positive one, in terms of white

middle-class standards. To the extent that ongoing economic and societal
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changes are actually moving the black in these directions, the image of

American business projected to the black via advertisements in Ebony is thus

an increasingly positive one.

Advertisers view the black American as still wishing to share with the

white American those goods (and possible ideals) which seem representative of

American society, but more on his own terms and probably in an integrated

society.

It should be noted, however, that advertisers, especially in the last two

years, have given recognition to the adoption of more militant or separatist

attitudes by middle-class blacks. What this signifies is difficult to assess.

But the appeals to integration of people (as distinct from the integration of

values and standards) have diminished during the final two years observed, 1971

and 1972. While it is true that advertisers do not consider that the average

Ebony reader shares greatly, in his consumer benavior, in the separatist fer-

vor which some rhetoric indicates to be widespread, it may also be true that

advertisers discern either a diminution of hopes for, or a disenchantment with,

the possible benefits of integration.

Some data external to this study seem to support the judgments of the

Ebony advertisers. Barban and Cundiff found Negroes' attitudes toward inte-

grated advertising to be positive, as of 1964.11 A more recent study pub-

lished in 1970 found that 27 percent of the interviewed blacks expressed

negative feelings about integrated ads. This was found particularly true of

respondents under thirty years of age.12 These later findings may correspond

to.the changes noted in the previous paragraph.

A Time-Louis Harris poll (1970) found that the blackn still wished to

improve his education, skills and economic well-being, all a white commun-

ity. The poll shows "moderate" Negroes and Negro organizati b,.ranking highest

in respect accorded them by the Negro population: Time also uded that the

blacks, even the militant blacks, are "indeed faithful dreamers the Ameri-

can dream," and wish to consume as the white does and share in ti.. erial

progress.13 Similarly, the cited study of illustrations connected 4-

editorial content of Ebony has trends similar in direction to the t

shown in advertisements in Ebony.14 All this, plus evidence from the Y ..',,.._

lovich survey, indicate that the advertisers in Ebony may be right, or at -<:7,
-

worst, not erring badly. The advertisers also have displayed considerable ....-,

sensitivity and low reaction time to changes in the black mood.

In silmmary, the social role of the advertiser in Ebony maybe judged to

be a positive one, and is getting progressively more so, if we judge positive

to entail sensitivity to both basic directions and changing aspirations of

the black American. In an era of high black sensitivity, rapidly changing

moods, and possibly explosiveness, this is indeed a formidable task and a

generally laudable performance.
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WE HUFF AND WE PUFF, BUT CAN WE REALLY PIMP THE CANDIDATE UP?
FACT AND FANCY IN POLITICAL CAMPAIGN TELEVISION

by
NOEL L. GRIESE

Assistant Professor
School of Journalism
University of Georgia

In a column written during the 1972 presidential campaign, satirist Art

Buchwald suggested scerarios for political campaign spots to be used by the two

candidates. For the incumbent, he suggested this:

I could see Pat Nixon, cooking a steak over a campfire. She says to

the audience, 'I've been First Lady for almost four years and yet I feel

younger now than when Dick first took the job as President. That's be-

cause I exercise, get eight hours sleep, eat right...and take iron for my

blood." Dick treats me better now than he did when I used to wear a

cloth coat.'
Just then we see Richard Nixon walking toward Pat. He's dressed in a

plaid wool shirt and blue jeans. He comes behind her and kisses her on

the neck. Then he says to the camera, 'My wife, I think I'll keep her.'

Buchwald was making fun of the popular belief that presidential candidates

can be merchandised like soap or Geritol. Joe McGinniss in particular has

given credence to this belief in his widely read The Selling of the President

1968. But faith in the power of television is part of the folklore of the "new

politics;" the faith does not spring solely from McGinniss.

The new politics is characterized by sophisticated use of the mass media,

the use of elaborate polls and computer technology, and the retaining of pro-

fessional campaign firms to back up the grassroots work of career politicians

and political volunteer workers.

This paper takes a brief look at one aspect of the new politics, the use

of paid and unpaid television in political campaigns. The first sectiotvof

the paper covers a few of the highlights in the use of campaign televi4on in

presidential elections. The second section provides background material on 17

key questions about campaign television.

No attempt is made to provide definitive answers to any of the 17 ques-

tions raised in the second section. folitical techniques change from day to

day as the somewhat whimsical mind of the electorate change Anyone looking

for absolutes in the field of political groundrules is likely to find only

fool's gold. The absolutes don't exist in a state where everything is in con-

stant flux.

Although the axioms of political campaigning may change, it still behooves

evrryone--plain citizens as well as the advertising and public - relations people

working for candidates--to stay abreast of trends in American politics. At the

.

simplest level, Herbert Alexander, a scholar on campaign financing, has esti-

mated that there are some 500,000 eleCtive offices in the United States. He
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further calculates that candidates for only those posts which were open in
November, 1972, spent in the neighborhood of $400,000,000 trying to get elec-
ted.' When money of that kind must be raised and changes hands, corruption of
the democratic process is invited. The lessons of Watergate make that clear.

I. Television and the Presidential Campaign

Television first appeared in the American presidential campaign in 1928.
In August of that year, the General Electric Company did a pick-up of Governor
Al Smith of New York accepting the Democratic Party's nomination on the steps
of the statehouse in Albany. The remote feed was telecast by GE's experimental
station in Schenectady, 15 miles away.2 The audie-ce was of course inconse-
quential.

In 1940, television covered a political nominating convention for the
first time. The audience for telecasts of the Republican and Democratic na-
tional conventions consisted of 40,000 to 100,000 persons in Philadelphia and
New York.3

World War II interrupted the growth of television, but after the war,
development proceeded rapidly.

In 1948, there were ablout 350,000 homes in the U.S. 1th television re-
ceivers fed by 36 stations.4 The medium was not yet potent enough for candi-

dates Truman and Dewey to use it in their campaigns to any significant extent.
By 1950, at least one congressional candidate used television as part of his
campaign mix, as the number of receivers and transmitters swelled dramatically.

By 1952, the television audience had grown to 18,000,000 homes. The time
was ripe for the medium to be used effectively in the nation. The Republican

Party, running Dwight D. Eisenhower and Richard M. Taxon, seized the opportun-
ity.

Part of the campaign strategy consisted of providing television coverage
of Eisenhower's campaign speeches. As William Small puts it:

It is said that Batten, Barton, Durstine and Osborn orchestrated Ike's
half-hour appearances in a three-act play. Act One was a heroic arrival,
Ike coming through the back of the auditorium, working his way through the
wildly cheering throng, mounting the platform, waving, smiling, looking at
Mamie, holding up arms to stop applause while grinning at its continuance.
Act Two was the speech. Act Three was the departure, a reverse of Act

One. The speech was never more than twenty minutes long...6

The television spot advertisin3 strategy for Eisenhower's campaign came
from a source other than BBD&O, however.?

In 1952, Ro?ter Reeves of Tee Bates & Company was already well-known in
advertising circles for his concel; of the "unique selling point"--the idea
that to merchandise one brand in a field of similar products it was necessary
to give the brand a distinguishing characteristic that seemed to make it dif-
ferent from all competitor products in the consumer mind.
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With associates at Ted Bates, Reeves planned a campaign for Eisenhower
based on 32 television commercials backed up by heavy use of radio.

Reeves' strategy as based on a political analysis composed by Michael

Levin. Levin recommended hear use of Eisenhower spots in 52 key counties of

12 key states--where a shift of two or three percentage points in the popular
vote in the counties would swing them, and they in turn would swing the states

and their critical electoral votes to Eisenhower. The electoral votes of the

12 key states--the Great Lakes girdle plus California--would be enough to
assure an Eisenhower victory.

The TV and radio spots that Reeves concocted were based essentially on
three themes--corruption in Washington, the high cost of living, acid getting

out of the war in Korea.

While Reeves and Citizens for Eisenhower were buying up spot time accord-

ing to plan, a copy of Levin's analysis and Republican plans fell into the
hands of Drew Pearson and Volunteers for Stevenson. The enemy Stevenson camp

moved quickly to exploit the idea the Republicans were running a $1 million

campaign to "sell Eisenhower like toothpaste." (Actual plans called for a $11/2

million expenditure, but that was a minor point.)

The adverse publicity did not stop Reeves and Citizens for Eisenhower from

proceeding according to plan. The campaign ran on TV and radio in 20-second

and one-minute spot format from October 21 through November 3, 1952.

In the television spots, Reeves moved to counter what he regarded as bad

telegenic handling of Eisenhower by BBD&O in the televised speeches. He made

Eisenhower appear more vigorous and dynamic by removing his glasses, putting

him in different clothes, changing lighting, and hiring a good make-up man.

Eisenhower's landslide victory makes it difficalt to determine the impact

the spot campaign might have had. The Bates agency did enough analysis to

determine that Eisenhower had attained a proportionately larger share of votes

in areas saturated with the spots. But elaborate analysis was stymied when the

Republican National Committee cut off funds for research.

The 1952 campaign was also the occasion for what was perhaps the first

television tour de force by a politician.

A few weeks into the campaign, Peter Edson, a Washington columnist for the

Newspaper Enterprise Association, began to ask questions about a $20,000 sup-

plementary salary that had been paid to Eisenhower's running mate, Richard

Nixon, by a few California businessmen. Edson's rIEA story was handled soberly,

but a similar story by Leo Katcher of the New York Post ran under a more sen-

sational headline, "Secret rixon Fund: Secret Rich Men's Trust Fund Keeps

Nixon in Style Far Beyond His Salary"8 Whilc wu essentially Republican press

is America initially played down the story, Democrats seized on the issue and

editorial opposition gradually mounted.

As Eisenhower discussed dropping Nixon from the ticket with his advisers,

Nixon on the advice of his own friends decided to plead his case on television,

going directly to the American public. An hour before he was due to go on the
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air, Thomas Dewey called him to say Eisenhower's advisers had recommended that

at the end of the telecast he announce his resignation from the ticket.

A few minutes later, Nixon made an impassioned appeal to the television

audience. The funds from the businessmen had been used for legitimate expenses

such as transportation, telephone charges and circulating speeches that his

$12,500 salary did not cover, he said. The only gift he had ever accepted, he

tearfully explained, was a cocker spaniel named Checkers whom his daughters

dearly loved. Ins'ead of announcing his resignation, he asked the audience to

let Republican headquarters know their will.9

The speech revealed the dramatic impact television could have. The Repub-

lican National Committee received some 2,000,000 telegrams and letters bearing

some 3,000,000 signatures. Most of the telegrams and letters demanded that

Nixon remain on the ticket. Eisenhower decided to keep "My boy."10

Although Richard M. Nixon had used television adroitly in the Checkers

speech, he was less adept in the first of the Great Debates of 1960 when he mes

running for the presidency against John F. Kennedy.

Marshall McLuhan has noted that a roll conducted after the first of the

Great Debates indicated that the radio audience thought that Nixon had won,

while the television audience had given Kennedy the edge of victory. The re-

sults of the Poll drove home the importance of the candidate's image in tele-

vision campaigning. While both the radio and television audience heard the

same words, the television audience saw things the radio audience could not.

Today, kinesicists say that as much as 90% of the content of a message

delivered face-to-face is nonverbalfacial displays, hand gestures, voice

intonation, and so on. The candidate talking to people on television is simi-

lar to a person speaking to them face-to-face. Nixon in the first of the Great

Debates was tired and it showed. In addition, the image orthicon camera used

had a mild X-ray effect; it picked up facial hair slightly beneath Nixon's

translucent skin, hair which would not have shown if he'd used proper make-up.

Kennedy looked straight into the television camera, into the eyes of the audi-

ence; Nixon, in classical debate style, talked often to his opponent in the

studio, looking away from the camerG and therefore away from the eyes of the

audience. Kennedy wore a suit that contrasted with the studio backdrop; Nixon

did not, and gave something of the appearance of a floating head. Kennedy

smiled now and again during the debate, a technique called for when using a

cool medium; Nixon was more somber.

The 1968 presidential campaign is noteworthy not so much for original use

of television as for Joe McGinniss's best-selling analysis of Nixon's use of

television.

Many readers of The Selling of the President 1968 came away from the book

with the mistaken impression that Richard M. Nixon had been sold to the Ameri-

can public like toothpaste through TV spots and a set of local, carefully con-

trolled audience-participation longer programs.

The 1968 Republican spots for Mixon may have swayed some votes. But the

historical evidence indicates theiexeffectiveness was low. In the 1968 race,

Nixon started out far ahead of the Democratic candidate, Hubert Humphrey,
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mainly because of the debacle at the Democratic National Convention in Chicago- -

barbed wire around the convention hall, what was later termed a "police riot'

in the streets, Mayor Richard Daley's packing of the convention with his ma-

chine ward-heelers.

As the campaign progressed, however, alienated Democrats returned slowly

to the party fold. At the peak of the Republican hype on TV, Nixon was losing

votes, not gaining them as he should have been if the ads, which far outnum-

bered Humphrey's, were effective. It's been said that if the election had

been held a few days later than it was, Humphrey, not Nixon, would have been

the victor.

In 1972, Nixon campaign forces considerably altered television strategy

from that used in 1968. Although television was used, radio became the Presi-

dent's main vehicle in his campaign effort. He made 13 half-hour broadcasts on

radio during the daytime, and one evening half-hour paid speech. Texts of the

radio speeches were widely distributed to the 'out-couatry" press to generate

additional coverage.11

The President of course received massive television news coverage as he

went about his day-to-day duties. His 1972 visits to the People's Republic of

China and to Russia generated particularly heavy and effective coverage.

On the paid television spot side, the November Group, headed by Peter

Dailey, ended up spending only $4 million on paid television for Nixon, com-

pared to a $6.2 million expenditure by opponent George McGovern.12

Perhaps the most widely seen spots in Nixon's 1972 bid for re-election

were three spots aired with the signature of John Connally's -Democrats for

Nixon: organization. One of these spots showed a hand wiping out half of the

Navy, a third of the Army Divisions, and most of the Air Force--an allusion to

ticGovern's position on cutting defense spending. Another showed a hard-hat

working on high steel, with a voice aver critical of welfare spending. Another

showed candidate McGovern's face revolving on a weathervane, a metaphorical

allusion to his ever-changing positions.

Perhaps the most important political contests so far in 1974 have been

the five special congressional elections leading into the November ogf-year

elections. At the time this paper was written, four of the five special elec-

tions had been held, and the fifth was upcoming in Michigan 8.

Of the special elections that had been held, the one that perhaps attrac-

ted the most national comment pitted Republican Robert VanierLaan against

Democrat Richard VanderVeen for Gerald Ford's vacated seat in Michigan. The

Democratic victory based on a newspaper-radio-direct nail effort stressing

Watergate and other issues has been widely interpreted as a bellwether for a

Democratic landslide in Je7cnber. That election with an aside on a related

election in be discussed at greater length shortly.

II. Fact and Fancy in Political Campaign Television

This section takes a cursory look at 17 issues involving the use of tele-

vision in poUtical campaigns.
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Each issue is presented as a Question, and the pro and con arguments of

various authorities then presented.

No attempt to fully delineate the 17 issues is made. Any one of the

issues could be the subject of a book or Ph.D. dissertation. Rather, the paper

attempts to sketch in the major dimensions of each issue.

1. Is there a trend away from paid television in political campaigns toward
use of television news and other communications media?

Although a number of observers of the television scene contend there is a

trend away from the use of paid television in political campaigns, the evidence
is far from clear, in large part due to the unreliability of data. The data is

unreliable for a number of reasons--some candidates report expenditures before
agency commissions, some after; some candidates include production costs,
others do not, and so on.

Table 1 summarizes expenditures for television and radio time in general

elections from 1960 through 1972.

TABLE' 1

Expenditures for Political Broadcasts in General
Elections, by Medium and Party, 1960 to 1972

Figures in thousands of dollars. Represents media charges before
commissions and after discounts, except 1970 represents charges
after commissions and discounts.

Medium and Party 1960 1964 1968 1970 1972

Television $10,052 $17,496 $27,087 $21,633 $24,567
Republican 5,431 9,431 15,183 11,143 11,619

Democratic 4,415 7,715 10,424 9,335 11,433

Other 206 350 1,480 1,154 1,515

Radio 4,143 7,108 13,316 11,419 14,410

Republican 2,128 3,601 7,322 5,573 5,879

Democratic 1,790 3,298 5,024 5,049 6,954

Other 225 209 970 797 1,577

Source: Statistical Abstract of the United States 1973 (94th ed.),

U.S. Bureau of the Census, Washington. Table is based on

data from the Federal Communications Commission, Report of
Political Broadcasting, April 1961, July 1965, August 1969,

June, 1971, and unpublished data.

All data is for presidential election years except for the 1970 data.
1.hat the data seem to say is that spending on campaign television increased in
rereral elections in presidential years from 1960 through 1968. There lies a
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sharp decline in spending in 1970, a non-presidential year. Then spending rose

again in 1972, a presidential year, but not to the point of expenditures in the

1968 general elections. That would seem to provide evidence for a trend away

from the use of paid television in political campaigns.

It should be noted that figures for 1972 to some extent reflect the 1971

Federal Elections Campaign Act. This act not only limits how much a candidate

can spend on his or her canmaign, but also stipulates that only 60% of the

total campaign expenditure can be for broadcasting.13 Other legislation now

pending in Congress and the states, or already passed, is likely to have an

effect on broadcast spending.

Uhile data for expenditures for television in general elections can be

interpreted to indicate a slight trend downward in purchase of time, the sane

data indicate a slight upturn in expenditures on television in Primaries.

Table 2 slim-nay izes expenditures for television and radio time in primary elec-

tibns held in 1968, 1970, and 1972.

TABLE 2

Expenditures for Political Broadcasts in Primary
Elections, by Medium and Party, 1968, 1970, 1972

Figures in thousands of dollars. Represents iedia charges

before commissions and after discounts, except 1970 repre-

sents charges after commissions and discounts.

Medium and Party 1968 1970 1972

Television $10,891 $10,254 $12,641

Republican 3,521 3,219 1,824

Democratic 6,960 6,780 10,145

Other 409 255 672

Radio 7,594 7,301 8,849

r'epublican 1,834 1,916 1,411

Democratic 5,157 4,929 6,750

Other 303 459 688

Source: Statistical Abstract of the United States 1973

(94th ed.), U.S. Bureau of the Census, Washington,

p. 384. Table is based on data from the Federal

Communications Commission, Report of Political

Broadcasting, August, 1969, June, 1971, and unpub-

lished data.

1r there is a trend away from expenditures for television, and that trend

is not due to canpaign financing laws but rather to a disenchantment with the

effectiveness of paid television, the trend seems to have started dUritig the

1972 presidential primaries. As tae next issue disc;ssion shows, the big

spenders in the early New Hampshire, Florida and W-scansin primaries got few
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votes. In later primaries, with an exception or two, the smart money began to

shift away from television towards media that produced more results per dollar

spent. Humphrey, the big winner in the Pennsylvania primary, spent only

33,800 on television. In Massachusetts, Humphrey and Wallace spent nothing on

TV. McGovern put his emphasis on radio spots.

Following the Ohio primary, Roger Niles, who played a major role in
orchestrating Hixon's "man in the pie regional TV specials in 1968, observed

that voters in the 1972 primaries seemed to be depending less on TV spots,

more on TV news and newspapers in making up their minds.1

Perhaps the two most important stecial elections for congressional office

so far in 1974 have been (1) the race between Democrat Tom Luken and Republi-

can Willis Gradison for the seat in Ohio's/first district, and (2) the race

between Democrat Richard VanderVeen and Republican Robert VanderLean for

Gerald Ford's vacated seat in Michigan. The two elections has a number of

things in common, including:

- The Republican candidates were both defeated in districts that were

essentially Republican.
- The Republicans in both cases outspent their opponents in the purchase

of television time.

That takes us into the second ouestion, which may hold the real reason

why there is a tret away from television advertising if such a trend exists.

2. Does paid television exposure of a candidate win votes?

In a 1959 issue of Public Opinion Quarterly, Wilbur Schramm and Richard

P. Carter raised some serious questions about the effectiveness of paid tele-

vision in influencing voter decisions.

Their retort was based on 593 telephone interviews conducted in the San

Francisco area immediately after a political telethon sponsored by Sen.

William Knowland in a bid for re-election. The telethon ran on one Bay Area

channel from 10:40 D.M. October 31, 1958, to 7 p.m. the next day.

Schre' and Carter found that of the 593 persons interviewed, only 65

(11.5) had watched any part of the telecast. While some of the 65 reported

having their voting intentions reinforced, only three reported that seeing the

telethon had helped them dycide how to vote. Two reported having decided to

vote for Knowland, and one decided to vote against him.17

The Schramm-Carter findings were oversha.:cwed, however, by success stories

such as the earlier 1952 use of television by Lisenhower-Nixon, and the effect:

of the Great Debates of 1960. Then came the 1968 campaign, the McGinnis book,

and a flood of articles about the effectiveness of television in a number of

magazines.

Walter De Vries, then an instructor at the University of Michigan at
Dearborn, and a senior consultant to De Vries and Associates, injected a note
of reality in 1970 that foreshadowed his influential book, Tne Tict-
S77.7iitter, which would not be published for another two years.
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DeVries found in a study of the Michigan electorate in the 1970 guberna-

tional election that TV spots ranked 24th in order of importance in a list of

factors influencing uncommitted voters. The most potent medium, he found in

the study, was direct mail.16

De Vries also contended in 1970 that newspaper editorials and stories

were more powerful persuaders than vast polit!cians believed them to be.

Within the television medium, he said, television documentaries, newscasts and

specials on politics were the most important influencers of voter decisions.17

In 1912, De Vries published a highly influential small volume with V.

Lance Terrance, Jr., titled The Ticker-Splitter: A New Force in American

Politics. Ohl ticket-splitter, not to be confused with the independent voter,

is the swing voter who can decide election outcomes. His information comes

mostly from television, but not television advertising, particularly TV spots.

Television news shows, documentary programs, and discussion shows were the in-

auencers.16

The 1972 Democratic prir,nries drove hone the ineffectiveness of televi-

sion aivertising.

In Hew Hampshire, the big spender on TV was the Committee for Wilbur

Mills, which snent 00,000 or so for some 30- and 60-second spots, but especi-

ally to air a half-hour film, "The Congressman from Kensett." Mills got 4.1%

of the vote. The next biggest spender was Sen. Muskie, who spent about

$65,000 on television and emerged with the biggest percentage of the vote,

47.8%. Sen. McGovern scent about the,same, and got 37.6% of the vote. Mayor

Sam Yorty spent about $15,000 on TV, far less than Mills, but got 6.1% of the

vote.19

Then cane Florida. Mayor Lindsay, rumored to have spent about $170,000

on paid television, got 7% of the vote. Muskie spent about $150,000 to get

9%. George Wallace spent around $75,000, much of it on longer-format program

ming just before the election, and got 42%. Humphrey spent about the same as

Wallace and got 18%.

In the Wisconsin primary, McGovern and Humphrey were rte smallest spenders

on TV, but they split the lion's share of the vote. Sens. Jackson and Muskie,

the big spenders, were the big losers.

For all practical purposes, the Wisconsin primary signalled the end of

Muskie's bid for the nomination. Robert Squier, a television adviser to

Hubert Humphrey in 1963 and a veteran of 26 campaigns to that point, resigned

as Muskie's TV adviser. Angry because he'd lost control of Muskie's TV strat-

eey, Squier contended that because McGovern vas running in Wisconsin on a

strong anti-establishment theme that was winning votes, Muskie should not have

based his television appeals on testimonials from five establishment sena-

tors.22

The main Democratic contenders, as they went into Pennsylvania, cut back .

their television expenditures. Humphrey, the big winner in that state, spent

only $3,800 on TV as already noted. He relie°_ essentially on "telephonathon" 24

format.
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By Pennsylvania, the lessons had been learned. There would still be
states where primary candidates would spend heavily on TV advertising--but not
with the faith that had existed in the period immediately following publication
of the McGinniss book.

Is it likely that candidates in 1974 will look more suspiciously on paid
television in their campaigns?

At the time this paper was written, four of the five special elections
slated in America before the November elections had been held.

Of the four, pollsters seem to have written off tvo as unimportant as
trend-setters--a race in Pennsylvania in which the candidates avoided the
Watergate issue and John Murtha (the Democrat) emerged the victor by a fey
hundred votes, and a race in Southern California in which Republican Robert
Lagomarsino garnered 527, of the popular vote running against seven Democrats
trying to force a run-off. The other two elections, and one in particular,
have been cited by political pundits as bellwethers. Use of television in
these two campaigns is therefore worthy of particular mention.

The most-discussed election occurred in Michigan's Fifth Congressional
District, and was for the vacated seat of Gerald Ford, who had been elevated to

the Vice Presidency. The race pitted Democrat Richard F. VanderVeen, who had
three times run for public office and lost, against Republican State Senator
Robert VanderLaan, who had never lost an election.23

An early January poll showed VanderLaan leading VanderVeen in the Republi-

can district 60% to 28%. Enter the hot young political camraign 11: -at,

Marttila, Payne, Kiley & Thorne of Boston. Result: an upset victory at the

polls on February 18, with VanderVeen capturing 51% (53,008) of the popular
vote to VanderLaan's 44% (46,159). Two independent candidates took the re-

mainder of the vote.

Marttila, Payne, Kiley & Thorne designed an essentially issue-oriented,
TV-less campaign for VanderVeen. Including VanderVeen, the firs has worked on

18 campaigns, 15 of them for winners. Their candidates have included Congress-
man Joseph Drinan, Boston Mayor Kevin White, Delaware Senator Joseph Biden, and

Neu Jersey Governor Brendan Byrne.24

According to Dan Payne, 29-year-old advertising director for the firm,
the agency excluded television from the campaign mix because when TV tine was

available in Grand Rapids for VanderVeen, he didn't have the money to ray it
by the time the candidate had the money, the time was no longer available.

Ultimately, VanderVeen spent $65,000 on the campaign, about $40,000 of it on

media.25

VanderVeen spent heavily on direct mail (250,000 pieces were mailed to
lists prepared by the United Auto Workers, local blacks, and other ethnic

groups likely to vote Democratic), and on radio spots and newspaper ads aimed

at "negotiable" Republicans.20

The advertising hit heavily on the Watergate issue, soaring prices, and

related matters. One radio spot, for example, featured an auto worker
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declaring he was paying more taxes than Nixon; another, used just before the

election, featured a local Republican businessman announcing his decision to

vote Democratic. One particularly effective newspaper ad was headlined "Our

President must stand beyond a shadow of a doubt. Our President must be Gerald

Ford." The newspaper ad appears to have identified VanderVeen more heavily

with the popular Ford than VanderLaan had been identified.

According to Ron Hayes, now an aide to Congressman VanderVeen in Washing-

ton, VanderLaan was on television heavily during the campaign, using image-

oriented rather than issue-oriented spots--the candidate in his kitchen writing

checks, the candidate riding a bicycle, and so on.2T

Marttila, Payne certainly deserve credit for running an effective cam-

paign, engineering an upset that may foretell what will happen in November.

But as so often happens in coverage of such election, little attention has been

given to the reasons the loser lost. It would be an oversimplification to say

that the heavily favored VanderLaan was a loser because he emphasized image

rather than issues in his television advertising, or because he chose the

wrong medium.

VanderLaan's campag.,n was handled by Insight, Inc., an agency in Grand

Rapids and Kansas City. VanderLaan was the agency's first loser. While the

Grand Rapids Press contended VanderLaan's forces spent $73,000 on his campaign,

the agency had considerably less than this to spend.

While the VanderLaan use of television may have played a role in his de-

feat, most of the following factors appear also to have had an influence:

- The VanderLaan polls insisted on spending over $3,000 on billboards

despite surveys indicating 90% name recognition by voters in the area.

- Only $4,920 was spent on TV by VanderLaan, more than $3,000 less than

the agency recommendation.
- Newspaper buys had to be cut back because of a shortage of funds; the

shortage of funds was perhaps due in part to a drying up of Republican

contributions brought on by Watergate backlash.

- VanderLaan chose to run on his own name, rejecting Gerald Ford's offer

of the use of his name and active support.

- A "little Watergate" occurred shortly before election day. A minor

township official had forged the name of two prominent Democrats on a

letter endorsing the Republican VanderLaan. Although only a few hun-

dred of the letters were mailed, local news media covered the "dirty

trick" heavily.
- A letter that got much wider circulation was sent to voters thanking

them for having voted for VanderLaan in the primary. Although the

letter was intended as a general thank-you, many voters appear to have

interpreted it to mean that somehow the VanderLaan forces had found out

who they had voted for in the primary--that the secrecy of the voting

booth had somehow been violated.

- The VanderLaan campaign went out with a whimper instead of a bang--that

is, it seems to have peaked too early, if such a phenomenon as peaking

exists.
- The Republican grass-rooto machinery appears to have grown rusty during

the Ford years, when it wasn't really needed (Ford never polled less

than 60% of the vote in genet al elections), and was not up to the tank

of drumming up support for VanderLaan.
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- Republican forces, perhaps misled by early polls showing VanderLaan

strongly in the lead, didn't make an all-out effort to get voters to

the polls.2°

The other bellwether election occurred in Ohio's First Congressional

District, which anchors on Cincinnati. The general election, held March 6,

a few weeks after Michigan 5, pitted two former Cincinnati mayors against each

other.

Although the district is essentially Republican, Democrat Tom Luken pulled

off another major upset, defeating Republican Willis Gradison 52% (55,134) to

48% (51,063). Learning from Michigan 5, Luken hammered on the same issues as

had VanderVeen in Michigan.

Luken's advertising was handled by Leonard M. Sive & Associates of Cin-

cinnati, while Gradison was handled essentially by Nolan, Keelor & Stites of

the same city.

The candidates in Ohio 1 both spent heavily on television, although the

loser spent more total dollars on TV than the winner. Table 3 lists expendi-

tures by the two candidates for television, radio and newspaper only.

TABLE 3

Expenditures for Radio and Television Time and Newspaper Space

in Ohio's First Congressional District
Special Election of March 6, 1974

Luken (D) Gradison (R)

Televisiop,. $19,464 (65%) $22,210 (61%)

Radio "- 5,491 (185) 6,154 (17%)

Newspaper 5,025 (17%) 7,868 (22%)

$29,980 (100%) $36,232 (100%)

In the general election, Laken spent another $15,450 for

production costs. Gradison's production costs are uncdrtain.

Source: Luken figures are in letter to author from Dick Theis,

account executive, Leonard M. Sive and Associates

Advertis-Ag, Cincinnati, April 5, 1974. Gradison

figures are from telephone call by author to Jim Hogan,

account executive, Nolan, Keelor & Stites, Cincinnati,

April 8, 1974.

The examples in this section all tend to show that expenditures on paid

television do not correlate with votes received. But the examples have been

selected to drive home that point.
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Numerous examples can be found where the big television spender was also

the big winner. Lyndon Johnson outspent Barry Goldwater on paid television in

1964, for example, and ran up the biggest landslide in American history.

There is need for a systematic study of television expenditures and votes

obtained. Such scientific analysis will have to wait, however, until abso,-.

lutely reliable data on exactly how much a candidate did spend on television

are available. Such data is available, but it will take a monumental amount

of digging to get it.

3. Is television the main source of information for voters? Is it more

believable than radio, newspapers, magazines and other media?

Studies indicate that, with the possible exception of direct mail, more

people rely on television for news than on any other single medium. The

studies also indicate that television news is more believable than news in the

other major media.

Evidence on the effective reach and believability of television advertis-

ing, on the other hand, is at best fuzzy.

Although arguments can be made for and against television both as a news

and advertising medium, current thinking seems to be that both television news

and advertising should be part of the candidate's campaign mix, along with use

of all the other media and grassroots personal contact. There does seem to be

a trend, however, toward more emphasis on getting television news coverage for

the candidate, which means any television advertising campaign must be backed

up by a savvy public relations operation. As Neil Hickey puts it, "make news,

not commercials." Time magazine is more adamant, admonishing "Out, out,

damned spot. "28a

On the subject of television news as a source of information, the most

recent Roper data for the Television Information Office shows newspapers

trailing TV as the source of most news by a 50 to 64% margin.28b

Further evidence of the reach of TV news was provided in late 1973 when

CBS commissioned the Opinion Research Corporation to conduct a survey follow-

ing an October 26 blast at CBS News by Richard Nixon in a press conference.

ORC asked respondents "Which one of the following sources of news do you rely

upon the most to keep you informed about news events? Do you rely most on

magazines, or newspapers, or radio, or television?" T'e answers: television,

56%, newspapers, 32%, radio, 10%, magazines, 4%, no opinion, 2 %.28c

The one mass medium that may possibly be more effective as a source of

information than television is direct mail. The De Vries findings of 1970 on

this subject have already been mentioned.

A more recent survey, nonpolitical in nature, provides further evidence.

A 1973 poll of almost 2,000 Chesapeake & Potomac Telephone customers in the

Washington area found that leaflets with the telephone bill were the single

most-mentioned source of information about the telephone company. Television

was the next beggest mass media source of information, trailing leaflets by a

51 to 65 margin.28d If all the various word-of-mouth categories in the C&P

data are added up, however, they outrank both direct mail and televisior. The
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public relations message is clear: grassroots face-to-face contact is more

important than mass media. That should not be interpreted to mean the mass

media should be ignored; the savvy persuader will use all available mass
media, paid and unpaid, to back up grassroots personal communication.

Studies indicate that in addition to being the biggest source of news
from among the major media, television news is believed more than news in
other media. The continuing Roper study for the Television Information Office

makes this clear. The Roper data has been validated by e. number of other

independent polling agencies. In June, 1970, for example, H. R. Bruskin &
Associates found that 46;.4 of 2,506 adults interviewed rated TV as the most be-

lievable medium. That compared to 26% giving the same rating to newspapers,
11/, for magazines, and 8% for radio.28e Because the Bruskin study did not
attempt to differentiate television advertising from news, it could be inter-
preted to mean that TV advertising, as well as TV news, may be more believable.

Perhaps the most important point to keep in milid about the believability
of both TV news and TV advertising is teat people may believe one story, and
not believe another; they may believe one ad, but be cynical abc,ut another,

despite the bromide that "seeing is believing."

A classic experiment bearing out the above warning was conducted in 1958

by Pat Cranston. He started by asking 1,500 residents of Seattle if they be-
lieved advertising statements made on radio and television about products most
of the time, some of the time, or seldom. Using a scale of 1 to 3 points, he

got a mean average score of 2.108, indicating a rather high degree of subject
acceptance of advertising statements.

He then went on, however, to ask the respondents to rate 15 ads that were
appearing at the time on radio and television in the Seattle market. The

credulity scores for the 15 ads ranged from a high of 2.838 for statements

made in an ad describing a cosmetic sale to a low mean of 1.256 for a local

automobile dealer's ad.28f

It's likely that a similar study of television spot ads and television
news would produce similar results. With the current American cynicism about

politics, ads and news about politicians would probably score somewhere below
the used car ads.

Still, wisdom argues that televisions's high credibility rating can be an

asset to politicians. If spots are used, the campaign ...T.ger can benefit by

striving especially to place the ads during news prep_-_.,, .;here they can
benefit by association with the high credibility given to television news.

4. Has television drastically r_.1tered the conduct of ;,olitical campaigns?

Considerable controversy still surrounds the question of whether or not
television has forever altered the conduct of political campaigns in America.

At one eiN1 of the extreme stand men like 71,.cadcasting authority Sydney

Head, a'ithor cf Broadcasting :erica, who .:Tues that television--or at
least, tnicvadon aavertisinG--has little or n9 direct impact on elections.

Harking 'f;ack to the classic La,arsfeld, Berelson and Gaudet voting study done

in Erie ,:curty, Ohio, Head says:
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A very careful study of the effects of various avenues of political

persuasion in a particular community and a particular election led to

the conclusion that the mass media did relatively little to shift votes

from one party to another.29

At the other extreme are people such as vintage-1970 Roger Ailes and

psephologist Dan ilimmo, author of the popular The Political Persuaders.

As Ailes put it in 1970, before his agency had acquired a few losers in

heavy TV campaigns,

I don't believe anyone will ever be elected to a major public office

again, including mayors of big cities, without the skillful use of

television.30

Dan Nimmo takes a more moderate stand when he says:

Despite the increasingly imaginative use of direct mail, image-

advertising in newspapers, radio publicity, recorded messages, and

telephone blitzes, it is television that distinguishes modern campaign

communications from that prior to the invasion of the professional

campaigners.31

Television of course cannot be ignored in any political campaign where

television signals reach the electorate. That is obvious to anyone with

cnsmon sense.

5. LpihencaiingonTVwhichissrtant--imaeordiscussionof
issues? Can a candidate be "merchandised' purely on image?

The mainstream of thought among political campaign professionals today

seems to be that while image is important in campaign television, pure image

sell is becoming increasingly less effective in winning votes.

While the term "image" was being used long befcre the Great Debates of

1960, and image sell was used in Eisenhower's victory in 1952, the real stress

on image seems to have occurred as a result of Eennedy's victory in the first

of the Great Debates.

By the third of the Great Debates, the term "image" had entered the

popular American vocabulary. Eugene Burdick recounts watching the third de-

bate in the home of Mrs. Hannah Nixon, Richard M. Nixon's mother. A group of

Mrs. Nixon's friends were present. After the telecast, Burdick reports:

One of the ladies stood up to cut a rhubarb pie. Another turned to

me and began to talk, repeatedly using the magic word 'image.' It was

clear that she, like the rest of the world, thought it was more impor-

tant than issues.32

Marshall McLuhan's analysis of the importance of image when using tele-

vision has already been noted. The analysis of ananer scholar who played a

major role in popularizing the term, Dc.niel Boorstiu, is also worth noting)
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Here, in the United States, the making of images is everyday business.
The image has reached out from commerce to the worlds of education and
politics, and into every corner of our daily lives. Our churches, our
charities, our schools, our universities, all now seek favorable immes
Their way of saying they want people to think well of them is to say they
want people to have favorable images of them.33

While John F. Kennedy may have emerged the victor in the first of the
televised Great Debates in part because he presented a better non-verbal image
than Nixon, it must be remembered that Kennedy did not simply stand in front
of the TV camera and look handsome. He carefully rehersed answers to questions

his aides thought might come up, and on camera, intelligently discussed issues.
Had he avoided the issues, it is doubtful that his appearance alone would have
swayed many votes.

As early as 1970, Roger Ailes was saying that both "illumination of the
issues' and an emotional sell of the man" are important in television cam-
paigning.34

According to TV spot producer Robert Goodman, who handled the 1968 Ohio
senatorial campaign of Republican Robert Taft, issues must take precedence
over image, although image cannot be ignored. In promoting a product, he con-
tends, 'little slogans' and "little formulas that are deceptive" are the stock
in trade of merchandisers. But with politicians, "it's a little more honest,"
although he acknowledges that "we are trying to show what's good, and we are
trying to conceal what is not so good, we are trying to dramatize the things

we think will sell."35

Although the trend is difficult to document, the classic image spots- -
for example, the romantic film depicting a ruggedly masculine candidate strol-
ling down a deserted beach, jacket slung over snoulder, fading into the sunset
as he holds his wife's hand--appear to be runremg less frequently than

Guggenheim-format spots in which candidates discuss issues with scull groups
of voters.

The image spot has not totally disappeared, of course, and is not likely
to disappear in the future, particularly is a candidate is telegenic. Dan

Nina° warns:

Politicians employ numerous techniques to adjust to the demands of

video campaigning. These techniques are usually based on an appeal to

the tastes, rather than the convictions of Americans, for television
advisers are convinced that personalities and not issue stands or
political parties win votes. The overall ploy is contrived spontaneity,
the effort to appear uninhibited, candid, open and credible without
running the risk of an unrehearsed performance.36

The candidate ready to put all his stress on an image campaign going into
the 1974 November elections,' however, night take a lesson from the bellwethers

already discussed. Issues -- especially Watergate, inflation, taxes ar.d un-

employmentwere central to the Democratic ul:set victories.

As this paper was written, the fifth and final special election was
slated for the Saginaw-Bad Axe, Michigan area April 16. Another upset appeared
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likely. Democratic contender J. Robert Traxler was hamms.,ing at four main

issues: (1) high unemployment in the district (20%), (2) the energy crisis,
real or contrived; (3) inflation; and (4) Watergate and related issues,37

Key Republicans, including President Nixon himself, were working in the dis-

trict to save the election, and a last-minute radio commercial blitz by both
parties appeared likely.

Richard Scammon, cc-author with Ben Wattenberg of The Real MajoritY,38

one of perhaps the four most influential books published in recent years on

psephology, contended on a recent UBC-TV news special that the 1974 elections

would hinge on issues.

According to classical Scammon & Wattenberg theory, 70% of the electorate,

the "real majority," is unpoor, unyoung, and unblack. One reaches that major-

ity through two sets of issues, the "welfare issue" (advocate a classic New

Deal position on Social Security, Medicare, Medicaid, and related matters) and

the "social issue" (avoid the causes of the youth revolution generally, al- .

though there may be exceptions). Exactly how the Scammon and Wattenberg phil-

osophy applies to the issues emerging as the key issues in 1974 remains for

their explanation.

What does appear likely is that Democrats in iovember will run heavily on

issues, and if the Republicans fall back on pure image appeals, they're likely

to be decimated at the polls unless the political climate changes between now

and November. House Majority Leader Thomas P. "Tip" O'Neill says the Democra-

tic Party currently expects to gain between 35 and 56 seats in November. A

gain of 43 seats would give the Democrats a veto proof Congress--if the Demo-

crats vote as a solid block, which is unlikely.39

Before leaving the subject of image versus issue appeals, it would per-

haps be wise to comment briefly on the widely held belief that women are more

likely to be image voters, men more likely to be issue voters. Some evidence

does seem to indicate that women are more likely than men to be influenced by

image. But one must remember that the majority of candidates for public of-

fice are men. If a number of attractive women such as Raquel Welch were run-

ning for office, it is quite likely that nen would be more influenced by image

than by issues.

4 Given a choice between a political program and an entertainment show on
television, will the voters in a democrilcy exercise their civic resnonsi-
bijity Ewa. select the p2litical pro:4ran3

Nell no!

Democracy is pn tverfect instrument at best, and the humans who make up

a democracy u.z iL.Dcriezt as well. Given a leisure-time choice between play
(watching an entertainment show) and work (watching a political program),
citizens for the most part are going to opt for Gunsmoke.

Any nuz.bcr of examples can be presented to illur;trate.

For example, on Tueeday evening, Noverber 3, 1970, citizens in the New
York City area who wanted to watch one of the network stations had an option
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between 7:30 and 8:30 p.m. of watching election coverage on either NEC or CBS,

or to watch Mod Squad on ABC. Mod Squad earned a 23.2 Nielsen, out-pulling
election coverage on CBS (13.6) and NBC (7.6) combined.40

Another example: viewership of the Democratic and Republican national

conventions in 1972. Viewership of the conventions was off considerably from
1968. For the average minute of the Democratic national Convention telecast,
according to A. C. Nielsen, less than 20% of American TV homes were tuned in.
The Opinion Research Corporation determined that 65% of the American citizenry
either ignored the Democratic show entirely in 1972, or watched four hours or

less of it.

Viewership of the Republican National Convention in 1972, where the nomi-
nation of Richard M. Nixon was a foregone conclusion: was even lower. Accord-

ing to ORC, 74% of the American public either watched none of the Republican
convention, or less than four hours of it.4l

7. What is the ideal length for a paid political spot on TV?

One of the most controversial topics in TV campaigning rages over the
ideal length for a candidate's paid time. Should he concentrate on 10-, 20-,

or 30-second spots? Are one-minute spots better? Is a 5-minute trailer more
effective because there's more tine for a candidate to adequately develop

issues? Are paid half-hour, one-hour or longer blocks the best buy?

Jack Bowen of Bailey Deardourff, Bowen argues against spots, claiming
the most effective format is "the development of half-hour programs that are
good, entertaining and informational." These longer paid broadcasts "should

not just lae on the man and his personality, but should focus on issues," he

contends.42

Charles V....-yenheim of Gumenheim Productions, one of the major agencies
handling Democratic candidates, seemed to be in agreement with Bowen when he
said after the 1970 elections that "to restrict a man to 60 seconds is unfair.

We have to go to longer programs. The spots are getting tiresome and super-

ficial."43

Among the national politiciuns who have spoken out against one minute and

snorter spots are U. S. Rep. John B. Anderson (R.-I11.), Sen. Vance Hartke
(D-Ind.), ara ser. Robert T. Dol-

Anderson told the American Advertising Federation in Washington in 1971
that he vas convinced that 10-, 20-, and 30-second spots did not elucidate

the issues in campaigns.44

S.:aator DolQ, a recent chairman of the Republican National Committee,
advocates natation of candidates'to 5-minute, 10-minute or 15-minute pro-

grams.45

Not too long ago Ilcwton Minow, former chairman of the Federal Communica-
tions Commission, filed a petition with the FCC on 1-.-lhalf of Foote, Cone &
Belding which, if it had been approved, would have required all campaign spots

to be at least five minutes long. 46
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Finally, John Gardner's Common Cause a few years ago asked the National
Association of Broadcasters to ban all paid political advertising from the

airwaves.

There is, of course, another side to the controversy.

Perhaps the major objection to eliminating shorter paid spots in favor of

longer formats is that the longer a political telecast gets, the greater be-
comes the likelihood of audience tune-out.

There are other problems as well. To eliminate shorter political formats

would be an abridgement of free speech. Further, the politician who pre-empts

a popular entertainment show for a paid telecast of a half-hour or longer

risks audience wrath; Adlai Stevenson learned that lesson when he pre-empted
I Love Lucy for a paid speech. The national candidate who pre-empts a network
entertainment show faces staggering costs in addition to audience wrath; he

often must pay not only for the advertising minutes he pre-empts, but also the

production costs of his own show and the production costs of the entertainment
show pre-empted.

There are still other arguments that can be made positively in favor of

the shorter spots.

Former RAB Fresident Vincent Wasilewski, in replying to the Common Cause

reouest for elimination of paid political broadcasting, contended that ade-

quate communication could take place in a 60-second spot.47

Campaign professional Joseph Napolitan goes further, contending that many
important political messages can be covered in 20 seconds. In favor of

Napolitan, one can think back to the Rosser Reeves spots for Eisenhower, and

ask rhetorically, just haw long should it have taken Ike to say "If elected,

I'll get us out of Korea."

On the practical side, Napolitan argues that while a few TV stations turn
down ads shorter than five minutes in length, far more TV stations turn down
spots longer than 60 seconds because the longer ads encourage audience tune-

out.

Finally, it should be noted that there is a rather widespread belief
among political pros that 30-second spots are more effective than 60-second

spots in political campaigns.

The preference for 30s over 60s in political campaigns probably stems
from the lore of product advertising, where advertising agencies commonly in-
troduce a new theme in 60-second spots, but then revert to 30s that are ex-
tracted from the longer.60s.

According to Eugene Pomerance of Foote, Cone & Belding, the relative -
effectiveness score of a 30-vs. 60-second spot depends on the kind of test

used to determine the score.

Foote, Cone reported in 1970 the results of a study of 500 sets of 30-

and 60-second spots. The agency concluded:
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- Product sales are the most valid of all measures in determining the
relative-effectiveness scores of ads.

- Measures of persuasion, attitulle change or preference change were the

next most effective measure.
- Communication or recall was less effective as a measure.
- Expressions of interest made by a captive audience were the least

effective measure.48

It is dangerous to generalize from a study of product his to the effec-

tiveness of political spots. But if the Foote, Cone findings could be applied
to politics, they would seem to suggest that 30-second political spots may be
more effective than 60s in promoting name recall of a candidate, but that the
longer 60s would be more effective in getting people to vote for (''bu?) a
candidate.

Finally, it is perhaps
format, the more .i.ikely the

public relations people are
ence of opinion leaders can
formed, can play a key role
date and his issue stance.

worth noting that while the longer the political
tune-out, longer fo-mats may appeal more to what
fond of calling 'opinion leaders.' A small audi-

be important. These opinion leaders, once in=
in stimulating grassroots discussion of the candi-

8. Is network political reporting biased against Republicans in favor of

Democratic candidates?

Although Richard M. Nixon has 13ng charged that reporters of all types,
including television, report him unftirly, the source of perhaps the most
serious charges of network TV news bias is Edith Efron's popular The news
Twisters.

Miss Efron taped all network evening newPcasts during the last seven

weeks before the 1968 presidential election. She assigned 'favorable- and
'unfavorable" labels to words and phrases, and then reported in her book that

there was a serious bias in network coverage against Nixon and in favor of
Humphrey.

CBS Ilews and other critics heatedly attacked the study, charging it was
conservatively biased and methodologically unsound. More recently, Stevenson,
Eisinger, Feinberg and Kotok retraced Efron's steps in her research on CBS

News, recoding her original -nalyses. In recoding just the CBS portion of the

study, they uncovered a host of amateurish methodological errors. More im-

portant, they were unable to document any systematic bias in coverage of the
three candidates (Nixon, Humphrey, Wallace) by CBS News other than that
Humphrey got about three minutes a week more coverage on the CBS evening Neys
than Nixon, and about four minutes a week more total coverage than Wallace.49

While the Stevenson et al. replication of Efron rather thoroughly exoner-
ates CBS from the Efron charges, it is no closely kept secret that Richard M.

Nixon and Dan Rather, who covers the White House for CBS, are adversaries.%)
In Rather's defense, William L. Rivers and a host of other media critics would
point out that newsmen and government officials should be adversaries rather
than bedfellows in a democracy. And as David Halberstam points out, the rela-
tionship between Washington newsmen and newsmakers is all too often the bed-
fellow role, glossed over with the appearance of an adversary relationship.51
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As ABC News executive Av Westin said in a recent speech, there will
always be liberals who claim TV news is biased in favor of conservatives and
vice versa. At present, the two media-bias camps are about equal in number,

indicating the networks are hitting a happy medium.52

Since the Lfron book was published, a number of studies looking for net-

work news bias using a variety of techniques have been completed.

Perhaps the most notable was a 1972 poll conducted for TV Guide by the

Opinion Research Corporation. The poll of ."002 respondents was taken from
August 26 to September 7, after network coverage of the Republican and Demo-

cratic conventions, but before the final Political run for the wire was fully

geared up.

One of the questions ORC asked was ''Which one of these media do you think
is the fairest and most objective in its reporting and coverage?" The answers:

TV, 53%; newspapers, 15%, magazines, 85, radio, 17%, no opinion, 17%.

The ORC study iss. continuing one; results don't fluctuate greatly. The

data indicates that by and large the public finds TV news less biased than
other news.

On the question of objectivity by network, ORC found that 405 of the pub-

lic in the fall of 1972 saw no difference by network in objectivity, and 115

had no opinion. Of those who were left who felt there was a difference, 19%

thought C3S was the nost objective network, 13% thought NBC vas rmst obaective,

125 thought ABC most objective, and 5% thought PBS was most objective.5i It's

interesting to note that CBS,the network which has taken the most flak for not

being objective, comes off as most objective in the public mind.

9. Is "below the belt' advertising on television effective?

Many national and statewide and some local elections generate television
campaign spots that cause the opposition to yell "foul" or generate numerous
complaints to the Unfair Campaign Practices Committee.

In the 1964 presidential election, for example, the Democratic National
Committee aired the now fatuous - -or infamous--"Daisy' and 'Strontium-90 com-

mericals. The 'Daisy' commercial showed a small girl picking petals from a

daisy; suddenly the TV screen vas lit by a nuclear explosion. The "Strontium-

90' spot talked about the dangers of milk contamination because of nuclear

fallout. Both spots were aimed at unfortunate statements made by candidate
Barry Goldwater that, if elected, he would resume nuclear testing and maintain
America's hydrogen strike power.54

In the 1968 presidential campaign, the Republican National Committee
aired a spot in which scenes of the war in Vietnam and race riots were inter-
spersed with views of Hubert Humphrey smiling and laughing.55

While spots such as those just mentioned may have the effect of titillat-
ing the electorate--of making people watch to see what those guys are going

to do next,' and of stimulating conversation and editorial coverage--the net
effect of the unfair spots seems to be negative.
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NBC-TV, for example, received thousands of phone calls from unhappy
viewers after the--Daisy" spot was aired. Perhaps millions of viewers were
irritated but did not take the effort to call and complain.

!ammo contends that while evidence is sparse, research of voter reactions
to violations of campaign ethics indicates that when voters detect such viola-
tions, they react against the violator. He cites an example from the 1968

elections in which Nixon carried a congressional district heavily, but the
Republican candidate in the district lost. Voters had reacted negatively to
what they described as the candidate's "mud-slinging"--especially his charges
that his rival was pro-communist, wanted to register guns instead of commu-
nists, and wished to finance student rioters.5b

Similar examples abound. Recently in Atlanta, white incumbent Sam Mizell,
running against a black man, Maynard Jackson, injected the race issue into the
mayoral campaign. Atlanta became the first major Southern city with a black
mayor.

In the 1970 elections, the TV spot of incumbent Republican Sen. Ralph T.

Smith of Illinois and of aspirant Iauri , Burton in Utah were singled out as

particularly 'dirty' and "vicious" by candidates in other states. Both Smith

and Burton were defeated.57

Robert Squier, president of the Communications Co. of Washington (five
winners and three losers in 1970) predicted rather idealistically after the
1970 elections that "responsibility" would be the byword of the future for
candidates and TV media specialists. The events of 1972 would prove his fore-

cast rather premature.

10. Doestelevisionrovideeateg__Ireforoliticalmessaesthan
other media?

The television audience is potent. That cannot be denied.

During the prime-time evening hours, more than 50,000,000 Americans are
transfixed before the glowing phosphor screens in their livingrooms. The TV

set in the average American household is on about six hours a day. Although

there are small differences in the amount of time spent viewing television by
sex, education, income and age, the differences are not great.

As a news medium, television appears to have surpassed the popularity of
the daily newspaper. According to results of an Opinion Research Corp. survey
commissioned by CBS-TV and reported in the November 26, 1973 issue of Broad-
slisAng magazine, 56% of the members of a sample public said television was
their main source of news, compared to 32% mentioning newspapers, 10% saying

radio, 4% citing magazines, and 2% not answering.58 As already noted, the
most recent of the continuing studies of television news conducted by the
Roper Organization for the Television Information Office shows television news
ahead of newspaper news by a 64% to 50% margin.59

But despite the potency of the medium, neither television news nor tele-
vision advertising are all-powerfal.
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On the news side, television reports only a fraction of the information

on political campaigns that newspapers report. Except in the case of presi-

dential campaigns, television is not a depth medium. And in the presidential

campaigns, when television covers an entire political convention, it covers

more than the average voter wants to know; the newspaper comes out on top by

providing concise summaries.

Further, television news tends to focus on the emotional and trivial

aspects of campaigns, some voters content. The microphone that fails to func-

tion or the rostrum that topples from the stage becomes more important than

key issue statements.

EVen when the candidate effectively obtains television news coverage, the

coverage does not guarantee election.

In the 1972 Presidential election, McGovern strategist Frank Mankiewicz

stressed that his candidate's main strategy was public appearances, so that TV

newsmen would be obliged to report on the candidate. The McGovern forces and

the candidate himself were readily available to television newsmen. Of course,

the candidate was defeated by the second-greatest margin in American political

history. But one would be foolish to conclude that McGovern was defeated be-

cause of his strategy to make news by stressing issues. He was defeated be-

cause his stands on the issues did not sit well with the American voter.

On the advertising side, despite large TV audiences, the message may not

necessarily get better attention than in other media.

Although definitely having an ax to grind, the Starch/Hooper service of

Daniel Starch and Staff was seriously questioning the potency of TV advertis-

ins" in 1970. According to a study by Starch/Hooper, "the message does not

necessarily start out ahead in any medium.:' The study reported that voters

01 the average TV commercial declined from about 40 -44% of the men and 40-42%

of the women in 1960 to 25-27% of the men and 20-22% of the women in 1960.

This, according to Starch/Hooper, puts television, newspapers, magazine and

outdoor advertising on roughly similar footing.60

11. Can television coverage influence voter turnout?

A number of political observers hold that television stimulates high

voter turnouts by stimulating interest among the less-educated masses, who

vote less often than the well-educated. Yet Marttila, Payne, in their handl-

ing of VanderVeen in Michigan 5, were most afraid that a high - profile TV

campaign would dray out the affluent Republican vote.

Evidence in support of either view is at best confused.

Dr. William A. Glaser of the Bureau of Applied Social Research at Colum-

bia suns up the problem:

...perhaps a more accurate statement is that newspaper reading and

television watching are associated with partly different modes of life

with different political patterns. When practiced jointly, newspaper
reading and television watching are associated with very high rates

of turnout, but television may 'add' less to the combination than
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newspapers. The association between users and non-users: extra hours

do not steadily increase voting probabilities. Radio listening has

become independent of turnout. Perhaps television is more effective
in stimulating increases in the voting of less politically involved
people, but the data arz. uneven and the same differential effect (if

any) may be true of newspaper reading....61

12. Are TV editorials endorsing candidates of any great value?

They probably would be if the stations had the courage to make them, but
the FCC's equal time provision scares off most stations.

For a number of years, critics cynical of newspaper endorsements of
political candidates have been pointing out that although an essentially Re-
publican press was overwhelmingly opposed to them editorially, candidates
Franklin D. Roosevelt, Harry S. Truman, and John F. Kennedy managed to bring

home the presidential bacon.

Taking a more scholarly look at newspaper endorsements recently, Profes-
sor John Robinson in a Journalism Quarterly article concluded that a newspaper

endorsement of a candidate in a local election is worth about 6 percentage
points in the pc2ular vote--enough to mean the margin of victory in close

races.

How many percentage points a television station's endorsement might be

worth will have to wait until TV stations begin making endorsements.

According to Fred Friendly in Due to Circumstances Beyond Our Control,
local TV stations seldom endorse political candidates, and the networks never

endorse them--at least not openly. He points out that over half the radio and

television stations in the country currently air editorials. But of the edi-

torials that are aired, 70% deal with local issues exclusive of political

endorsements, and the remainder with state, national and international issues.

Most often the local editorials support "God, mother and the flag" subjects.62

The nation's broadcasters appear to be in keeping with public sentiment.

A study of public acceptance of broadcast editorials indicates that two out

of three people favor editorials on the air--but two out of three also oppose

endorsement of political candidates by the broadcast media.

13. Are fear appeals on television helpful in winning votes?

The "fear appeal" research tradition started with an experiment aimed at

getting school children to practice dental hygiene. A strong fear appeal

(gory film of dental diseases) had less effect than mild or no fear appears.03

The widely reported results of that first experiment threw off many

authorities. But gradually, other experiments were conducted. According to

Karlins and Abelson, who have published a handy guide to research in persua-
sion theory, the net effect of later experiemtns (nonpolitical in nature) was

that sometimes a mild fear appeal works best, sometimes a strong fear appeal

is more effective.64
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On the news side, te4evision reports only a fraction of the information

on political campaigns that newspapers report. Except in the case of presi-

dential campaigns, television is not a depth medium. And in the presidential

campaigns, when television covers an entire political convention, it covers

more than the average voter wants to know; the newspaper comes out on top by

providing concise summaries.

Further, television news tends to focus on the emotional and trivial

aspects of campaigns, some voters content. The microphone that fails to func-

tion or the rostrum that topples from the stage becomes more important than

key issue statements,

Even when the candidate effectively obtains television news coverage, the

coverage does not guarantee election.

In the 1972 Presidential election, McGovern strategist Frank aankievicz

stressed that his candidate's main strategy was public appearances, so that TV

newsmen would be obliged to report on the candidate. The McGovern forces and

the candidate himself were readily available to television newsmen. Of course,

the candidate was defeated by the second-greatest margin in American political

history. But one would be foolish to conclude that McGovern was defeated be-

cause of his strategy to rake news by stressing issues. He was defeated be-

cause his stands en the issues did not sit well with the American voter.

On the advertising side, despite large TV audiences, the message may not

necessarily get better attention than in other media.

Although definitely having an ax to grind, the Star 1/Hooper service of

Daniel Starch and Staff was seriously questioning the potency of TV advertis-

ing in 1970. According to a study by Starch/Hooper, "the message does not

necessarily start out ahead in any medium.' The study reported that voters

of the average TV commercial declined from about 40-44% of the men and 40-420

of the women in 1960 to 25-27% of the men and 20-22% of the women in 1960.

This, according to Starch/Hooper, puts television, newspapers, magazine and

outdoor advertising on roughly similar footing.60

11. Can television coverage influence voter turnout?

A number of political observers hold that television stimulates high

voter turnouts by stimulating interest among the less-educated masses, who

vote less often than the well-educated. Yet Marttila, Payne, in their handl-

ing of VanderVeen in Michigan 5, were most afraid that a high-profile TV

campaign would draw out the affluent Republican vote.

Evidence in support of either view is at best confused.

Dr. William A. Glaser of the Bureau of Applied Social Research at Colum-

bia sums up the problem:

...perhaps a more accurate statement is that newspaper reading and

television watching are associated with partly different modes of life

. with different political patterns. When practiced jointly, newspaper

reading and television watching are associated with very high rates

of turnout but television may "add' less to the combination than .
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newspapers. The association between users and non-users: extra hours

do not steadily increase voting probabilities. Radio listening has

become independent of turnout. Perhaps television is more effective

in stimulating increases in the voting of less politically involved
people, but the data are uneven and the same differential effect (if

any) may be true of newspaper reading....61

12. Are TV editorials endorsing candidates of any great value?

They probably would be if the static- ie courage to make them, but

the FCC's equal time provision scares of v .ations.

For a number of years, critics cynical of newspaper endorsements of
political candidates have been pointing out that although an essentially Re-
publican press was overwhelmingly opposed to them editorially, candidates
Franklin D. Roosevelt, Harry S. Truman, and John F. Kennedy managed to bring
home the presidential bacon.

Taking a more scholarly look at newspaper endorsements recently, Profes-
sor John Robinson in a Journalism Quarterly article concluded that a newspaper
endorsement of a candidate in a local election is worth about 6 percentage
points in the popular vote--enough to mean the margin of victor, in close

races.

How many percentage points a television station's endorsement might be
worth will have to wait until TV stations begin making endorsements.

According to Fred Friendly in Due to Circumstances Beyond Our Control,
local TV stations seldom endorse political candidates, and the networks never

endorse them--at least not openly. He points out that over half the radio and

television stations in the country currently air editorials. But of the edi-

torials that are aired, 70% deal with local issues exclusive of political

endorsements, and the remainder with state, national and international issues.

Most often the local editorials support "God, mother and the flag" subjects.62

The nation's broadcasters appear to be in keeping with public sentiment.

A study of public acceptance of broadcast editorials indicates that two out

of three people favor editorials on the air--but two out of three also oppose

endorsement of political candidates by the broadcast media.

13. Are fear appeals on television helpful in winning_votes?

The "fear appeal'` research tradition started with an experiment aimed at

getting school children to practice dental hygiene. A strong fear appeal

(gory film of dental diseases) had less effect than mild or no fear appears.63

The widely reported results of that first experiment threw off many

authorities. But gradually, other experiments were conducted. According to

Karlins and Abelson, who have published a handy guide to research in persua-

sion theory, the net effect of later experiemtns (nonpolitical in nature) was

that sometimes a mild fear appeal works best, sometimes a strong fear appeal

is more effective.64
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Many political counseling firms feel fear appeals are effective in cam-

paigns.

The fear appeal, for example, is an important part of the fourfold strat-

egy, recommended by Baus and Ross for bond referenda campaigns. The steps the

agency recommends include:

(1) Convincing voters that the bonds are self-liquidating, ane that
whatever is built will eventually pay for itself.

(2) Winning the support of homeowners by demonstrating tnat the improve-

ments will increase property values.
(3) Creating the impression that unless the issue passes, additional

taxes may have to levied to pay for the project, and
(4) Tastefully frightening voters into believing that failure of the

bond issues would be disastrous--that failure to build new sewers,

for example, will spread disease.65

The Whitaker and Baxter agency of California, which has one of the best

track records in the country on political campaigns, has been highly success-
ful in using fear appeals since 1934. The fear appeal is coupled, of course,

with other solid techniques such as organizing interest groups in favor of the

candidate or referendum for which the agency is working.

While the evidence seems to indicate that mild fear appeals can be effec-

tive in political campaigns, it should be noted that such fear appeals can

backfire, especially if the electorate doesn't really see a danger it is told

exists.

Perhaps one of the best examples of backfire occurred in the Wisconsin

gubernatorial race of 1970 which pitted former Lt. Governor Jack Olson against

Democratic party chief and former Lt. Governor Patrick Lucey. Roger Ailes

Associates handled the television campaign of Olson; Guggenheim Associates,

who had handled Hubert Humphrey in 1968, produced Luce:-'s spots.

Olson based his television spots heavily on fear appeals. In one spot,

he was shown looking at the ruins of the Army Mat:-.ematics Research Center at

the University of Wisconsin, destroyed by a truckload of explosives. An inno-

cent physicist was killed in the blast, allegedly engineered by three anit-war

youths. Feelings about the bombing ran high in Wisconsin at the times. The

implication of the spot was that Olson, if elected, would stop rampant anarchy

at the university.

In another of Olsen's TV spots, people were shown'lined up to collect

unemployment checks. The spot implied that unless Olson was elected, his

Democratic opponent would raise industrial taxes, driving business out of

Wisconsin, and thus creating widespread unemployment.

Olson was badly defeated, receiving only 45% of the popular vote in a

state where Republicans normally balance Democrat:: evenly.

The voters of the state, perhaps somewhat affected by the law-and-order

fear appeal, did elect a Republican attorney general in the same election.
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14. Is it important that TV spots be entertaining?

Generally speaking, people watch TV to be entertained. Most morning,

afternoon and prime-time TV is designed to entertain, be the entertainment

ever so vapid on occasion. Even in television news and informative program-

ming, where the main goal is not entertainment, there is an element of show
business.

A numb( of authorities, including Marshall McLuhan, contend that the

politician on TV becomes a pseudo-Johnny Orson or Dick Cavett. As Joe

McGinniss suns it up, referring to the 1968 presidential campaign:

He (the performer) is brought into the living room. He is a,guest.

It is improper for him to shout. Humphrey vomited on the rug.610

One of the TV spots produced by Rosser Reeves for Eisenhower in 1952 was
entertaining in that it was a form of one-minute playlet on the Korean War

issue.

However, it was not until the 1960s, according to Dan Nimmo, that enter-
taining political spots became common in the United States. Spot advertising

in political campaigns of the 1950s had for the most part depicted candidates

in informal poses. There was little effort to create spots designed to per-

suade through shock, titillation, or humor.67

In the 1960s, spots such as the "Daisy,' "Strontium-90" and "Laughing

Hubert" already mentioned became more common. So did other spots designed to

stimulate emotion, which is the basis of entertainment.

The five-minute trailer, so called because it is scheduled at the end of

a regular TV program, also entered the scene in the 1960s. Hirano dates the

first trailer to 1960, when Gene Wyckoff produced one to give Nixon's running

mate, Henry Cabot Lodge, a "heroic' image.08

Longer political documentaries, according to Nimmo, must also have ele-

ments of entertainment. He contends that to be successful, a political docu-

mentary must (1) have a symbolic scene representing the film's basic theme,

(2) give voters the impression the candidate can control situations, without
actually showing the candidate doing so, (3) maximize visual effects; sound
tracks should be fitted to the best images after the images have been cap-

tured, and (4) employ striking musical backgrounds.'9

The daily fare of television news, Nimmo points out, is not probing,

hard-hitting, issue-oriented campaign coverage of pseudo-events:

The values of television journalism are those of show business, not

of candid, probing, or informative reporting, the pseudo event delivered

on a platter is frequently the pap the television news department seeks,

particularly if the event is amusing, visually arresting, or conveys a

sense of human experience.70

Certainly, some of what Nimmo is saying is true. When a major network

spends more time on the evening news covering a sign falling down behind a

presidential candidate and his lecturn falling off the stage than it does to
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what the candidate says, it is attending to trivia. At the same time, network

newscasters like Walter Cronkite, Dan Rather, Howard K. Smith, Chet Huntley,

Frank Reynolds, Roger Mudd and a number of others have brilliantly covered

the key issues in political campaigns. The same cannot be said as often of

local TV stations covering local campaigns.

If the main intent of network news to entertain--and the author is not

convinced that Nimmo's criticism is entirely justified--then certainly, if TV

spots are to hold an audience, there must be some entertainment value asso-

ciated with them. Longer-format paid TV should also have some entertainment

value--although the primary objective of all campaign TV, in the author's

opinion, should be to inform. Perhaps McGinniss is at least in part right,

however, when he says:

...The TV candidate, then, is measured not against his predecessors- -

not against a standard of performance established by two centuries of

democracy--but against Mike Douglas. How well does he handle himself?

Does he mumble, does he twitch, does he make me laugh? Do I feel warm

inside?71

Even better reason for making paid campaign television entertaining is

provided in a scholarly paper by Atkin, Bowen, Nayman and Sheinkopf. They

found in a 1970 analysis of gubernational campaigns in Wisconsin and Colorado

that information gain by voters tended to be associated with the entertainment

value of the ads used by the candidates. The paper is well worth the reading

of all professional campaign firms.72

15. Is humor effective in political campaign television?

The entire question of whether or not humor in general is effective in

television is unsettled.

Certainly, humorists like Flip Wilson, Carol Burnett and the cast of

M*A*S*H are capable of attracting vast audiences. This is not an issue.

But the question of whether television commercials like "I can't believe

I ate the whole thing" actually sells Alka-Seltzer is not clearly answered

by available public research. According to Karlins and Abelson, the small

amount of public research into the effectiveness of humorous spots provides

no clear answers.73

The question of humor in political .campaign television is particularly

unclear.

Certainly, John F. Kennedy's use of what appeared to be spontaneous wit

(he used a number of well -known comedians to provide him with one-liners)

didn't seem to hurt him. Senator Sam Ervin's homespun anecdotes also appear

to be a political asset for him.

For the candidate to show that he has a sense of humor when being inter-

viewed on television would appear to be helpful to him as long as he doesn't

overdo the use of humor to the point where he appears to be a buffoon.
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The use of candidate humor in paid political spots, on the other hand,
appears to be dangerous if for no other reason than that few, if any candi-
dates, make any attempt to be funny in paid spots. The public is accustomed
to the candidate wooing their votes in a serious vein.

16. Is television more effective in certain types of political campaigns?

Professional campaign managers cite several instances where television is
the most important medium around which to organize a campaign.

One case often cited occurs when an unknown candidate is running against
a well-known person, particularly a well-known incumbent. In such a case,

television is capable of reaching negotiable voters who can't be reached by
personal appearances of the candidate, direct mail, door-knocking visits by
campaign volunteers, radio, newspapers, magazines or other media.

The incumbent can perhaps best use television when he has made little
impression on the voters, when he has made a negative impression on the voters,
or when his opponent is using television heavily and there is a need to

neutralize the opponent's messages.

Some campaign managers say television is particularly effective in primary
elections. According to Nimmo, races for a party's endorsement often degen-
erate into popularity rather than issue contests.74 The pros may be right in

that television is effective in primary races for local, state, and even con-
gressional offices. But the results of use of television by Democratic presi-
dential candidates in the 1972 primaries seem to refute the widely accepted
belief that television is particularly effective in these races.

Another case where television ma: be particularly effective is when the

candidate faces a hostile newspaper-magazine conglomerate. Paid television
can permit the candidate to hurdle the hostile press and go straight to the
voters. This seems to have in part been Nixon's strategy in 1968, although
the press in that year was probably less hostile than Nixon believed it to be.

McGinniss suggests that television can be particularly effective when the
candidate is devoid of ideas and has nothing but image to run on:

Television seems particularly useful to the politician who can be

charming but lacks ideas. Print is for ideas. Newspapers write not
about people but policies...Columnists--and commentators in the more
polysyllabic manazines -- concentrate on ideology. They do not care

what a man sounds like; only how he thinks.75

17. Does having "the best " professional political campaign firm around give
a candidate an unfair edge over his opponent?

The candidate with a good professional firm probably has an advantage
over the candidate with no firm or a poor one. But few candidates today fail
to retain good professional firms--unless they are running for unimportant
small-town offices.

There are good agencies on both the Republican and Democratio sides.
When they team up against one another--as Guggenheim did against Ailes in
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Wisconsin in 1970--they probably tend to neutralize one another. The track

record of even the "heavyweight' firms in 1970 (the last general election year
where the two political camps were fairly evenly balanced) were anything but
impressive. Most of the well-known firms had an approximately even number of
wins and losses, despite the fact that the big agencies refuse to take on a
candidate unless they think he has a chance of winning. For example, Bailey

Deardourff, Bowen of Washington had three winners and three losers. The

Shelby Storck Organization of St. Louis had one winner and one loser.
Guggenheim Production of Washington had four winners and four losers.76

CertaiLly, some agencies are batting better than .500. Marttila, Payne

and Whitaker and Baxter are among the examples. Firms handling Democratic

congressional candidates in 1974 are likely to have better track records then
firms handling Republicans. But in time, the law of averages seems to catch
up with most agencies, even the hot ones.

The most basic lesson of politics, after all--one of the few bromides that
does not transmute with the passage of time--is that for every winner in a
political campaign there must be one or more losers. Historical evidence seems

to indicate that even the hottest political counseling firms can't forever
keep in office a man the electorate dislikes.

POSTSCRIPT: After this paper had been written, the fifth of the special
congressional elections was held in Michigan's Eighth District. Democratic

underdog Traxier defeated Republican favorite Sperling, giving the Democratic

Party four wins in five attempts.

While the Democratic victories may foreshadow a "veto-proof Congress"
following the November elections, it is wise to rciember that much can change

between now and the fall general elections. In 1923, following the scandals

that wracked the Harding Administration, pundits were predicting an easy
victory in 1924 for the Democratic presidential candidate. But the two strong-

est Democrats, McAdoo and Smith, deadlocked in the Democratic nominating con-
vention. The Democrats, running a dark horse compromise candidate, were de-
feated by Republican standard-bearer Coolidge.

Just as much changed between 1923 and 1924, much can change between now

and Novetber.
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CURRENT EMPHASIS ON CORPORATE PUBLIC RELATIONS ADVERTISING

by
LILYAN M. ALSPAUGH
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Part I

There appears to be a striking dichotomy in the semantic descriptions of

four popular advertising terms in the field of Public Relations -- namely,
Institutional Advertising, Corporate Advertising, Public Service Advertising,
and Public Relations Advertising. This confusion in terminology prevails

among academicians in educational institutions, authors of Advertising texts,

business and industrial corporations, advertising practitioners, and Associa-

tions in Advertising and Public Relations.

Simply stated, "Public Relations" means "Relating to the Public`' which is

encompassed, perhaps, in each of the four terms listed above, but with varied

purposes and philosophies of emphasis. Granted that the definitions and con-

cepts related to Public Relations have changed considerably during the last

five to ten years, yet there still remains apparent confusion in the inter-

pretation of the terns Institutional, Corporate, Public Service, and Public

Relations-Advertising.

To observe the variances in interpretation and description of these terms

in the area of Business and Industrial Public Relations, four current text-

books in the field of Advertising will be briefly analyzed.

DUNN AND BARBAN, ADVERTISING: Its Role in Modern Marketing. 1974 (3rd.

edition)

In their opening paragraph of Chapter 31, "Public Relations," appears the

following statement:

The emphasis in this book so far has been on the promotion of goods

and services. In this Chapter we want to examine an increasingly im-

portant aspect of modern communication--the promotion of ideas rather

than products, and the creation of favorable attitudes toward the com-

pany or organization.1 (Italics mine)

The authors agree, however, there is no satisfactory term to cover this

type of communication which is sometimes called "institutional," "idea,"

"non-product," and "public relations" advertising! They admit that the vari-

ous labeling emanates from the problem of the broad coverage and variety of

the objectives, audiences, and communication tools. They adopt the term

"public relations' advertising because of their belief that the emphasis be-

longs in the realm of communication objectives, such as:

(1) The Company or group may feel it is getting a "bad press" in non-

advertising columns--covering labor strikes at the Company or on

an unpopular cause supported by the Company.
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(2) Sometimes the organization feels strongly about a certain issue and

is afraid the public is apathetic.
(3) The firm's management may be upset about a piece of pending legisla-

tion....
(4) At other times the advertiser merely hopes to add a helping hand

to a generally accepted cause, (for example, 'Support the United
Way").2

In summary, these authors conclude that public relations advertising falls
into two general categories--image building and action inducing.... -In gen-

eral, public relations is for companies that conscientiously try to live up to

the modern concept of social, as well as economic responsibilities, and contend

that any business that chooses to disrepard this concept should probably leave

public relations alone, for it is not a means of manipulating public opinion
at will."3

FREY & HALTEEMAF. ADVERTISING 4th edition, 1970

These authors definitely separate "institutional advertising" from "public

relations advertising" by pointing up that "institutional.advertising" is to
stimulate patronage motives.

Therefore, the major emphasis in institutional advertising, according to
these authors, is placed on securing patronage to the firm rather than on bene-

fits inherent in the product. The appeals relate to (1) integrity of the cor-

poration, (2) its experience in the field, and (3) its research and develop-

ment activities.

The authors describe another type of "institutional" Advertising related
to retail advertising which stresses (1) convenience of location, (2) wide

assortment of merchandise, and (3) friendly and well-informed sales olerks.4

Obviously, this type of "institutional" advertising should be assessed on

the basis of the importance of the institutional message to customer purchase

patterns for its main purpose is to encourage patronage motives.

According to Frey and Halterman's interpretation, Public Relations Adver-
tising (in contrast to "Institutional" Advertising) is designed to accomplish

goals NOT related to product acceptance. They admit, however, that public

relations advertising is often loosely identified as 'institutional" advertis-

ing!! But they clarify the difference between public relations and institu-

tional advertising with the recommendation that public relations goals should

be planned and budgeted SEPARATELY from "Sales oriented advertising and promo-

tion."5

In Frey and Halterman's Chapter 23 on "The Social Viewpoint" they empha-

sizethe great contributions to Public Service Advertising sponsored by the

Advertising Council which aids government agencies and nongovernment organiza-

tions. The Council is composed of a nonprofit group of people in the advertis-

ing industry who work together on important national problems, with funds and

personnel provided by advertisers, advertising agencies, and media. Obviously,

their concept of Public Service Advertising is separate and apart from Institu-

tional and Public Relations Advertising as sponsored by business and indus-

trial corporations!
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OTTO KLEPPNER, ADVERTISING PROCEDURE (Sixth Edition) 1973

Interestingly enough, Kleppner does not use the term "Public Relations

Advertising" nor does he include the term in his index! He admits, however,

that Advertising is used for many purposes other than to sell goods and serv-

ices (the area on which he concentrates throughout his text). He lists many

types of information and worthwhile causes conveyed to the public by corpora-
tion and non-profit groups under the heading "Other Purposes of Advertising"

and conveys that Public Service Advertising is often sponsored by a corpora-
tion that is public-spirited and "sees a consistency with their own long-range
goals in supporting the cause sponsored." He cites and includes two "Institu-

tional" advertisements for "Public Service": The Metropolitan Life Insurance

Company ad on the prevention of accidents, and another by Edison on "Ten

Ways to save a Watt (it's wise to conserve energy)". He classifies these ads

as "Institutional" in that they sea? -good will for their entire company, and

they are also "Public Service" ads in the message they convey. Kleppner refers

to these ads as "examples of two goals meeting in one advertisement.`'?

Obviously, Kleppner is using therm "Institutional Advertising" in the

broad sense of Public Service Advertising (as reflected in the two ads de-

scribed above), and does not view "Institutional Advertising"--like Frey and

Halterman--as the type of advertising confined to "patronage motives"! Nor

does Kleppner view "Public Service Advertising" as confined to the operation

of the Advertising Council (as interpreted by Frey and Halterman)4

Although Otto Kleppner does not include the classification of "Public

Relations Advertising" per se, he perhaps infers its use in his statement,

that "advertising represents a technique and a facility in the United States

to all who have a message to spread before the pUblic."8

MAURICE I. MANDELL, ADVERTISING (Second Edition) 1974

Using the term 'institutional" as a synonym for "corporate" advertising,

Mandell classifies three forms of Institutional Advertising: (1) Patronage

Institutional Advertising, (2) Public Relations Institutional Advertising, and

(3) Public Service Institutional Advertising.)

He describes Patronage Institutional Advertisia& as a method to sell the

idea of patronizing a producer or retailer for reasons other than specific

product merits, and provides the example of the slogan, "Yo.! can be sure if

it's Westinghouse" which eliminates product reference, but is designed to in-

crease the prestige of the Corporation! (Similar to Frey and Halterman's

"patronage motives" in his Institutional AdveAsing.)

Mandell's second classification Public Relations Institutional Advertis-

ilais designed to improve the firm's image or reputation, or forestall public

ill will by presenting the corporation side of a labor dispute, countering

government accusation of violation of anti-trust laws, etc.

His third form is ch sifted as Public Service Institutional Advertising- -

a method of using advertising to promote noncontroversial causes in the inter-

est of the public, such as highway safety, forest fire prevention, anti-litter

campaigns, etc., which many authors of texts and advertising practitioners

also describes as "Public Relations Advertising!" The author's inclusion of
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"Institutional" in Public Relations and Public Service Advertising is perhaps

more closely related to Kleppner's broad interpretation than to Frey & Halter-

man's concept of "Institutional Advertising" as related specifically to

Patronage Motives.

In summary, from the above analysis, it appears there is need for more
standardized terminology in the interpretation of the various types of adver-

tising in the broad field of Public Relations. In Part II, it is evident that

this same problem exists among Publishers and Associations in the field of
Public Relations--as well as among the Advertising Personnel in Business and
Industry--reflected by the intense search for new semantics by public relations
communicators in fulfilling the role of SOCIAL RESPONSIBILITY to the Public.

Part II

The editors of the Public Relations News--a magazine for PR personnel
formulated this definition:

Public Relations is the management function which evaluates public
attitudes, identifies the policies and procedures of an individual or
an organization with the public interest, and plans and executes a pro-

gram of action to earn public understanding and acceptance.10

Corporate Public Relations Advertising of the current era is epitomized

in the interpretation by the Public Relations Society of America in their
monthly publication, THE PUBLIC RELATIONS JOURNAL. In an editorial of a recent

issue of the Public Relations Journal the following statement appeared:

Time was when a business could mind its own business and stay quietly

in business. Concentrate on performance, was the watchword, and the

reputation will take care of itself.
This is no longer enough. The 1970's demand the pursuit of profits

and accountability to society go hand-in-hand. The corporate reputation

now depends on management decisions made with a keen eye to economic

and SOCIAL CONSEQUENCES. Management is responding by placing SOCIAL

RESPONSIBILITY functions at the highest company levels, and turning to
communications programs to develop the full potential of the corporate

reputation.
In fact, the truly modern, forward-looking corporation finds itself

taking the whole of Society into its corporate confidence as a matter of

Communications Policy.11
A STRONG CORPORATE REPUTATION WITH THE PUBLIC AT LARGE HAS BECOME

ONE OF THE MOST IMPORTANT ASSETS ON A COMPANY'S BALANCE SHEET. A
STRONG CORPORATE ADVERTISING PROGRAM THAT PUTS THIS REPUTATION TO WORK

AUGMENTS GOOD BUSINESS, AND GOOD BUSINESS CITIZENSHIP.12

It is very interesting to note that PUBLIC RELATIONS Executives new con-
trol many important aspects of the Corporate Advertising programs now being

launched.

Thomas Kindre and Philip Callanan, senior Vice Presidents of Hill and

Knowleton, Inc., (where they are in charge of the Advertising Department and
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.Creative Services Division, respectively) are eagerly searching for a new term

for "corporate" advertising.

What we still have to refer to as 'corporate' advertising--because
we lack a better, more accurate term that everyone can agree on--is

playing an ever larger role in the total communications programs of

business and industries.
As an element of tnese programs, it is helping to confront and explain

some of the major issues with which business, government, and the public

are concerned--for example, the energy crisis, increased prices of goods

and services, shortages of essential items, environmental problems, con-

sumer issues, government regulation, and others.13

Certainly these observations by Kindre and Callanan are vitally important,

v-.4 it is gratifying to have confirmed that the current usage of "corporate

advt....Lifting" does not reflect the type of business and industrial communica-
tion to the public so sorely needed in this current era of problem confronta-
tion. It is apparent that a new term must be created to fulfill the communica-
tion problems on current issues. It is encouraging to find that in the search
for new terminology to replace the long-used terms of institutional, corporate,
public service, or public relations advertising, many companies are actively
building new cmmmication prb-grans and projects for public enlightenment to
safeguard their reputations and their important interest in SOCIAL CONSE-
QUENCES.

For Kindre and Callanan have coined the term "PAID-SPACE COMMUNI-
CATIONS" rs -Lae substitute for Corporate Advertising. They admit that "Paid-
Space Communications sounds like, and IS, just a fancy way of referring to

Advertising--nevertheless, it makes one of those semantic distinctions that
really help clear the air."14

They also agree that "paid-space communications'' (their suggested replace-
ment for Corporate advertising) will also bring a difficult but certainly a
challenging search for the right words and art work. It is obvious that the
public will be very receptive to helpful guidance and information on the many
problems with which they are now confronted, if business and industry are
capable of producing communications sufficiently challenging and informative to
induce the public's interest and cooperation.

Ken Makovsky, a
York City, conducted
1973 issues of Tine,
Week, and discovered
with public issues.
crisis which claimed

group supervisor at Harshe-Rotman & Druck, Inc., in New
a spot survey of nearly 100 corporate ads appearing in
U.S News & World Report, Fortune, Forbes, and Business
that 40 "Public Relations" advertisements were concerned
"The most popular public issue embraced was the energy
11 of the 40 ads1"15

The controversial public issues which corporations have been covering
in their public relations advertising read like a topical summary of the
NATION'S front pages:

energy crisis (emphasis on gas shortage)
blue-collar boredom, decreasing popularity of business,
environment, return of the small investor to the market,
overseas investments, advantages of multinational business,
welfare, limits of growth, smoking, safety, no-fault insurance,
education, disease, hunger, noise pollution, etc.16
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It is apparent that there is an ever-increasing trend in most corporate
advertising toward a conceptual approach as described above. A recent issue
of the Gallagher Report projects that 55% of all advertising in the next decade
will concentrate on idea transmission, compared with only 15% today. The
report also stresses that U. S. Government advertising at the present time is
almost 100% concept promotion117

Perhaps "Paid-Space Communications' will encourage additional dynamic
descriptive names in the near future us a substitute for the current reference
to "Corporate Advertising." But whatever name is coined to light the way for
dynamic idea transmission of public issues, it should not duplicate the con-
fusing semantics of the present! For the writer believes that a brand new
era in corporate public relations advertising is on the threshold, along with
other types of public awareness promotion programs. There is a paramount need
for more Direct Mail Booklets to "tell it how it is." -- Public Relations Docu-
mentaries on TV--"Town Hall" Community Programs with capable speakers--and a
cooperative and enlightened PRESS!
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Appendix

EXCERPTS FROM A SPEECH DELIVERED BY A VICE-PRESIDENT OF A WELL-KNOWN CORPORA-

TION--(BOOKLET COVERING COMPLETE SPEECH DISTRIBUTED TO MEt4BERE OF THE PUBLIC
RELATIONS SOCIETY OF AMERICA)
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Title: Speak Up! Speak Out!

1. ESTLEM FOR THE AMERICAN BUSINESSMAN HAS FALLEN TO AN ALL-TIME LOW.

People simply don't believe in us anymore. They look at us with suspicion.

Sometimes downright hostility. They are not subversives, or fellow travel-

ers. They are decent fellow Americans and they care deeply about this

country. They honestly feel that bnsincss and businessmen and the free

enterprise system are hostile to the American way of life.

2. WE ASSUMED THAT EVERYBODY UNDERSTOOD HOW WE WERE PUTTING PROFITS TO WORK

in community projects, in research and development, in solving social

problems, matters that government bureaucracies could only put on a commit-

tee agenda. Yes, there have been abuses and bad guys and sometimes poor

product performance and indifferent service...okay. Let's admit it.

3. AND LET'S ALSO ADMIT THE WHOLE STORY: Excellent product performance, con-

cerned service, corporate involvement with community problems, profit

sharing, health programs, pensions, and all the other benefits that busi-

ness has brought within reach of the average man. Business cannot be

exactly what the government wants. What pressure groups want. What

consumers want. What theoretical economists want. And what the stock-

holders want. It has to have an identity that can withstand challenge.

4. BUSINESS HAS THAT KIND OF IDENTITY, an identity that knowledgeable people

recognize. For the most part American business is honest, vigorous,

people--involved. It has integrity. It has an identity that I, for one,

am proud of.

BUT BUSINESS HAS ALLOWED ITS ENEMIES TO DEFINE IT; its critics to explain

it; its foes to report it. And businessmen, like you and me, have not

taken the time to protest. To put the record straight. And the public

has mistaken our silence for pleading the Fifth Amendment. Well, today,

I'm here to holler, "Now, wait just a damned minute."

5. TODAY, RIGHT NOW, THIS MINUTE are speaking up. To

explain to people wbo have forgotten, or maybe never knew that America is

a capitalistic country: Capitalism created the wealth we have shared with

the whole world, including the most critical of non-capitalistic countries.

American business has endowed the universities, the foundations, the phil-

anthropic societies, the arts, the sciences, not because of guilt or fear;

but because sharing this wealth is a corporate responsibility to the

public. Returning some of it to the people whose purchases made it pos-

sible is good business.

6. OUR SCHOOLS TEACH ALMOST EVERYTHING YOU CAN THINK OF EXCEPT HOW AMERICAN

BUSINESS WORKS. They teach about socialism. They teach about communism

and other ideologies but very little about capitalism. The facts are on

our side. See that teachers, schools, women's clubs are provided with

those facts. Organize meetings. Line up speakers. Most of life is lived

as a local affair. It is up to you to involve your community with the

success of your business. And the reasons for its continued success.

(Perhaps this comment refers to High-School education.)
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7. NOW, BEFORE WE GO AROUND TRUMPETING ABOUT THE JUSTICE OF OUR CAUSE, WE'VE

GOT TO TAKE A GOOD LOOK AT OURSELVES. What about those criticisms? Some

of them have been true. If the American businessman is often contemp-

tuously regarded, often by his own sons and daughters, hasn't he been
guilty at times of the materialism that measures success only in the
possession of things? If we pretend there have been no business abuses,

or ignore them, we'll end up talking to ourselves. So, let's admit that

yes, business has its share of bad guys who make it rough for everyone.

8. THAT MECHANISM IS: PROFIT. IT HAS BECOME A RED FLAG WORD to social re-

formers and to the kids who self-consciously assure their businessmen
fathers that they want to do something significant. It's OK to work for

a foundation, to teach in a prestigious university or go into government

service. But make money? Profit? They are insulted. Yet, it is profit

that finances the foundations, the universities, the government.

9. NEARLY EVERYONE BELIEVES THAT BUSINESS MAKES A 2f PROFIT ON THE DOLLAR.

The public has been encouraged in this belief by detractors in the press,
the union hall and the classroom. Nearly 75 cents of our sales dollar

is in the manufacturing cost. And after taxes, costs, benefits, etc.,

the profit return on the dollar is really only four cents. If that

profit is so limited that it's no longer profitable for Aunt Emily to
trust her savings to business, she will not put her money to work. She'll

stuff it in her mattress. Profit has to be explained to the public in

terms of risk and performance. The public in general doesn't know what

profit does.

10. OUR ECONOMY DEPENDS ON ADVERTISING TO GET OUT THE WORD THAT--HEY, LOOK- -

THERE'S A BETTER, FASTER, EASIER WAY TO DO SOMETHING. Advertising by

itself doesn't move products. It informs consumers of new products.

And the benefits of those products. Here's what we've got. Here's

what it does. Here's where you get it. It is the consumer armed with

the information she got from advertising who moves products. And as for

advertising forcing a bad product on a woman--well, let me tell you it
will only happen once. She won't buy it a second time. And you can count

on it; she will tell everyone within listening range of her misfortune with

that product.

And then there's that tired story that advertising forces a woman to buy

Productg she doesn't vent nr need. Despite the most sophisticated market-

ing techniques, some products don't make it because the consumer doesn't

want them. The automobile industry has some of the brightest, smartest

marketing men in captivity. Their market research proved that everyone

in the country wanted an Edsel. It was heavily advertised and promoted,

but the consumer didn't buy it.
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PUBLIC RELATINS EDUCATIO: COLL2GES AiiD UUIVIMITIES

by
J. CARROLL BATMAN, President
Insurance Information Institute

While it is possible to trace the roots of public relations practice a
good way back into human history, public relations as a function of business
management in the United States originated shortly after the turn of the pres-

ent century. The date may be fixed in 1906, when the pioneering public rela-

ions man, Ivy Lee, opened his business news bureau to serve some major

American industries.

Lee's operation was based on his concept that if American businessmen
wished to gain the public's confidence, they would have to abandon their tra-

ditional ways of secrecy and provide information to the public about their

policies and practices. Since that time, business public relations has evolved

into a three-fold concept. From an ideal point of view, business public rela-

tions today should consist of three distinctive functions:

1. A continuing analysis of the social climate in which a particular

business or other institution operates.
2. Counseling of management on the public relations aspects of its

policies and practices.
3. Communication--both ways--between a particular management and its

publics.

It should be unnecessary to point out that this three-dimensional type of

public relations is not widely practiced. The shocking failures of numerous

corporations--among them, some of America's greatest corporations--in the pub-

lic relations arena in recent years are testimony to the fact that many con-

temporary managements do not understand the public relations function.

These failures in public relations have found major corporations in con-

flict with the public interest. Why has this happened? Obviously, there is a

complex of causes for this situation. But I think there are two important

contributing reasons:

1. The widespread ntsuse of public relations staffs by top-level corpor7

ate executives.
2. A serious dearth of public relations practitioners with the ability

and experience to qualify as counselors to top-level management.

As educators, you can help to correct this situation, as you endeavor to

train tomorrow's generation of public relations executives.

- 0 -

If public relations as a function of corporate management is some 75 years

oid in the United States, public relations education in our country is younger

still. The first enll^Ge-level eourse in public relations was established and



taught by Edward L. Bernays a little more than 50 years ago, in 1923 at New

York University.

Since that Time, ublic relations courses in American colleges and uni-

versities have proliferated. A study (This study, entitled -Trends in Public
Relations Education, 1964-1970,1 was published by the Foundation for Public

Relations Research and Education in 1971. It is available from Dr. F. C.

Teahan, Education Director of the Public Relations Society of America, 845

Third Avenue, New York, New York 10022. A listing of colleges with PR courses

is also available from PRSA.) by Dr. Ray Heibert, dean of the School of Jour-
nalism at the University of Maryland, conducted for the Foundation for Public
Relations Research and Education in 1960, revealed that one or more courses
in public relations are taught in 300 colleges and universities throughout the
United States. Unfortunately, however, in well over 200 of these institutions
there is only one introductory course in public relations. Only 87 have two

or more courses. Only a handful of these colleges and universities have degree

programs in PR at the bachelor's level, and of these only eight are accredited

today by the American Council for Education in Journalism (the official accred-
iting agency for schools and colleges of journalism in the United States). (I

should note that most public relations programs are conducted in schools and
departments of journalism or communications.)

But the increase in the number of public relations courses and programs
over the last 50 years has not been equalled by a comparable improvement in

the quality of such education. Over the last five years, as the representa-
tive of the Public Relations Society of America on the American Council for
Education in Journalism, I have been asked on numerous occasions to serve as
a member of accreditation examination team when a degree program in public

relations is submitted for accreditation. My experience as a member of these

ACEJ accreditation teams has led me to certain tentative conclusions:

1. That the existing courses in public relations are largely technique-
oriented, and the students who are taking them gain little understand-
ing of the public relations function in management. Few students gain

a conceptual background of public relations principles, standards and

ethics into which they can fit the utilization of the techniques.
2. There are no commonly accepted standards among PR educators for the

teaching of the subject matter. Consequently the nature and the con-

tent of public relations courses vary widely.
3. Frequently, there is duplication in technique training among the PR

courses and certain journalism courses (which the students majoring

in PR are also required to take).
4. In some institutions, there is insufficient flexibility for the

student to combine his courses in public relations with courses in
business administration or other special areas in which he may choose

a PR career (i.e., political science, public administration, inter-

national affairs, etc.).

Additionally, I might state that the experience of the Public Relations

Society of America in its relations with the American Assembly of Collegiate
Schools of Business (a professional body mad& up of the deans of schools and

colleges of business in the United States) indicates that business schools
all too frequently negleA the teaching of public relations as a tool of
management. A recent survey by PRSA of business schools and colleges indicated
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that less than a handful of them require a course in public relations for

their students majoring in business administration.

Incidentally, I have read with interest the paper presented earlier at

this meeting by Professor Barbara Coe of New York University, in which she

analyzes and compares the teaching of advertising in business schools as con-

trasted with the teaching of advertising in schools of journalism and communi-

cations. She points out that in schools of journalism and communications,

students majoring in advertising are being prepared to become professional

practitioners. On the other hand, students in schools of business who take

courses in advertising need a different type of education in advertising be-

cause they do not expect to practice in the field. Instead they need to have

a broad understanding of advertising as a tool of management. This same dis-

tinction applied--or should apply--in respect to the teaching of public rela-

tions in schools of business as compared to the teaching of public relations

in schools of journalism or communications.

Others, like myself, have been disturbed by the lack of standards and the

lack of quality in public relations education. Last year, following a discus-

sion of this problem at the meeting of the Public Relations Division of the

Association for Education in Journalism (under the direction of Dr. FraTier

Moore of the University of Georgia, 1973-74 president of the PR Division of

AEJ), a commission of four prominent educators and three prominent practi-

tioners was established to study this matter and come up with recommendations.

Professor Scott Cutlip of the University of Wisconsin and I were named as co-

chairman of this AEJ Commission on Public Relations Education.

This commission has several purposes:

1. To determine the requirements for the professional practice of public

relations--not only for today but for tomorrow as well.

2. To determin, the ways in which education to prepare people for public

relations work can be improved, so as to meet the requirements for

professional practice.
3. Through improvements in education, to effect improvements in the pro-

fessional practice of public relations itself.

4. To strengthen and improve the ethical standards for the professional

practice of public relations, particularly in respect to emphasizing

the practitioner's responsibility to society at large, above and

beyond his responsibilities to a particular client or employer.

5. To effect a greater degree of coordination between the degree -granting

process of the educational institutions and the processes for admis-

sion to the Public Relations Society of America (or admission to the

practice of public relations, if and when legal standards for admis-

sion are established).

The first part of our study will be devoted to the curriculum for the

student majoring in public relations at the bachelor's level. To do this we

shall have to determine the appropriate body of knowledge, possession of which

is a prerequisite to professional practice. Then we shall have to examine how

this body of knowledge is being transmitted today in educational institutions

at the college level which offer degree programs.
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We anticipate also making recommendations concerning indoctrination
courses for students who are not majoring in public relations, but who are

majoring in such other fields as business administration, public administra-

tion, etc., and who need to have an understanding of public relations as a

tool of management.

We shall endeavor also to make recommendations concerning the relation-

ship of the public relations program to the general education of the students

in the liberal arts and humanities, and its relationship also to education in

journalism or communications or other specialized fields.

Our ultimate goal lies far beyond the immediate concern for improving

the teaching of public relations per se. We are concerned indeed with contribu-

ting to the professionalization of public relations practice in our society,

in a way that will not only enhance the role of the public relations practi-

tioner, but place his duty to society al,ove his other responsibilities. It is

only by doing this that ultimately we can create a true profession from what

is now essentially a combination of an art and a craft.
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SPEECH WRITING A MAJOR PUBLIC RELATIONS ACTIVITY?

by
OTIS BASKIN

Department of Communication Arts
Texas Luteran College

Problem

Since the days of the ancient Greek Sophists speech ghostwriting has been

an accepted norm in politics. The art has gained such wide usage that modern

scholars are often faced with the task of separating speech writer and speaker

when analysing rhetorical content. Some "ghosts- have even gained fame along

with their political candidate, such as Theodore Sorrensen who authored much

of John Kennedy's 'Rhetoric of the New Frontier." Less and less today public

figures try to withhold the fact that they rely on others to bear the major

burden of speech writing for their busy agenda. In fact, good arguments could

be made to support the use of "ghosts' by public officials who wish to make

prudent use of their time. People occupying public office are called upon to

make so many speeches that to research and write them all would leave very

little time for the actual business of their office.

With the professional speech writer being in such demand, it is surpris-

ing that so little is known about the job or the people performing it. A study

reported by Douglas P. Starr in the March, 1971 issue of the Public Relations

Journal points to the fact that little detailed study has been done concerning

ghostwriting as a profession (Starr, 1971, p. 10). His investigation, dealing

with speech writers in the Florida state capital,'reveals that most "ghosts"

are members of public relations staffs. Starr's report also indicated that

most speech writers found their way into the profession by accident, discover-

ing Lila& it was part of the duties expected ct public relations practitioners.

The findings of the Florida study lead to questions about the extent of

speech writing in the public relations profession as a whole. Can speech

writing be considered a major public relations function? Should schools be

preparing their public relations students to better fulfill this function? In

an attempt to answer these questions the present study was formulated to in-

vestigate nonpolitical ghostwriting. It would seem logical that busy corpora-

tion executives have very little time to devote to the research and composi-

tion of speeches. However, in this era of public responsibility and consumer

awareness it has become more important than ever that corporate executives

become effective spokesmen fo" their company's point of view. Therefore, the

same pressures of time and public responsibility that forced the politician

to seek expert help in speech writing also seem to be affecting the modern

corporation executive. Just as the politician turns to his Ghostwriter, the

public relations department or outside counseling firm would seem to be the

place for the executive to obtain the needed expertise. The following re-

search was conducted to determine the magnitude and importance of speech

writing as a public relations activity.
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Method

The directory of the Public Relations Society of America was used to
select recipients of a survey questionnaire. Corporate public relations de-
partments and public relations counseling firms listing more than five members

were selected (N=155). The questionnaire was then mailed to the senior offi-

cer or department head listed with instructions to pass the instrument. on if

the recipient did not feel qualified to respond. The respondent was asked to

fill out the seven items giving a variety of responses varying from yes-no to
providing the number of staff members who would fall into certain categories.
The specific questions asked were:

1. Does your firm or department ever write or help to write speeches
for clients or officials of the company?

2. How many employees in your firm or department are called upon at any
time to participate in speech writing activities? How many have
speech writing as their primary duty?

3. How many speeches per year are these individuals called upon to help

prepare?
4. What are the general titles held by persons involved in speech writ-

ing.in your organization?
5. For what duties other than speech writing are these employees

responsible?
6. What are the educational backgrounds of the above persons?

7. Please indicate how mazy of the above persons fit into each range
of years of experience in the public relations profession? 1-4;

5-9; 10 or more.

Returned questionnaires were divided into two groups: corporate depart-

ments and counseling firms. Responses for each item were tabulated and per-

centages were calculated based on the total number in each group. Using the

calculated percentages, the two groups were compared on an item by item basis

and conclusions were drawn from these comparisons.

Results

Of the 155 questionnaires mailed, 44% (68) were returned in useable con-

dition (45 corporatio7s, 23 firms). In response to the first item 95% of the
respondents indicated that their organization did participate in the prepara-
tion of speeches for clients or corporate executives. A breakdown of the
numbers between counseling firms and corporate departments yielded similar

results. 95% of each group responded affirmatively.

TABLE 1

Number of Employees in Responding Corporations and Firms Who
Participate in Speech Writing Activities

Total Speech Writers Specialists

N=359 N.46

Corporate P.R. Dept. 203 (56.6%) 39 (84.4%)

P.R. Counseling Firm 156 (43.4%) 7 (15.2%)

1:06
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From the 95% who indicated that they did participate in speech writing

activities 359 speech writers were tabulated with 46 of these being designated

as practitioners for whom speech writing is their primary duty (Table 1). It

should be noted that corporatl P.R. departments returned 66.2% of the affirma-

tive questionnaires while counseling firms returned only 33.8%. However,

43.4% of the reported speech writers were from counseling firms while only
56.65 were reported by the corporate departments. Therefore the counseling

firms averaged just over 7 speech writers each while the corporate departments

averaged less than 5 speech writers each. However, the corporate public rela-

tions departments held a much higher percentage (84.8%) of the total number of

speech specialists reported with the counseling firms reporting only 15.2%

of the total. Moreover, 20% of the 203 speech writers reported by corporations

were specialists while only 5% of the 156 counseling firms' speech writers

were designated as specialists. It would appear from this data that most

practitioners at public relations counseling firms might be called upon to

help prepare a speech. Corporate departments on the other hand tend to have

fewer practitioners who participate in speech writing perhaps resulting from

the existence of more specialists who carry cost of the load.

TABLE 2

Comparative Number of Speeches Employees in P.R. Firms
and Corporate Departments Work on Each Year

Number of speeches Corp. Dept. P.R. Firms

per year N=203 N=156

1-3 15.8% 21.1%

3-5 23.2% 25.7%

5-10 22.2% 16.1%

more tnan 10 39.0% 37.2%

Again pointing out the apparent specialized nature of corporate depart-

ments is the fact that their speech writers produce more speeches per year

than those in a counseling firm. According to the responses indicated in

Table 2, 61.2% of the corporate writers work on 5 or more speeches per year

while only 53.3% of the counseling firm writers perform at that level. Com-

bining both groups it would be noticed that 38.2% of the 359 speech writers

reported worked on more than 10 speeches per year. This fact is particularly

interesting in view of the data in Table 1 which indicate that only 12.8% (46)

of the combined total were reported as speech specialists. Indications seem

to strongly suggest that the general public relations professional does a

great deal of speech writing in addition to his other duties.

Responses to question number four regarding the general titles held by

persons involved in speech writing proved to be so broad that no trend or

pattern could be detected. Such titles seem to vary greatly from organization

to organization.
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ViLLE 3

Comparison of Other Jobs Performed by Speech Writers
in Corporate Departments and P.R. Firms

Job Corp. Dept. P.R. Firms

Classification* N=43 N=22

Writing 90.7% 100.0%

Editing 79.1% 81.8%

Placement 32.6% 77.3% .

Promotion 30.2% 40.9%

Speaking 32.6% 27.3%

Production 44.2% 27.3%

Programming 27.9% 45.5%

Institutional Advertising 27.95 22.7%

Other - 34.9% 22.75

*Eight major job classifications as published by the
Public Relations Society of America

Table 3 shows that of the eight major job classifications published by
the Public Relations Society of America all are apt to be part of a speech
writer's duties. The most frequently indicated classifications for public
relations counseling firms were writing (100%), editing (81.8%), placement
(77.3%) and programming (45.5%). Corporate public relations departments indi-

cated writing (90.7%), editing (79.1%) and production (44.2%). As expected,

writing and editing were the most often indicated jobs for both types of
organizations; however, the other classifications provided an interesting com-
parison. Placement is a job;that 77.3% of the counseling firms indicated as
being part of the speech writer's job, however, only 32.6% of the corporations
chose this classification. Likewise 45.5% of the counseling firms said pro-

gramming was done by speech writers compared to 27.9% of the corporations.
On the other hand corporate departments indicated production 44.2% to 27.3%

over the counseling firms. This difference in emphasis beyond the primary

duties of writing and editing seems to reflect functional differences between
thetwo types of public relations practices. It should also be noted that

none of the eight classifications were ranked below 22.7% indicating that most

speech writers are expected to function in a wide range of jobs.

In terms of education the typical public relations speech writer is a
college graduate with a degree in Journalism (Table 4). Degrees in Speech

are almost non-existent among these professionals although many of them have

probably experienced some formal training in public speaking. Still it is

significant that while 20% of the corporate speech writers are specialists
only 1.5% actually have a college degree in the discipline. This can possibly

be explained by the fact earlier noted that most speech writers are journalis-

tically trained public relations practitioners who become speech writers almost

by accident. Next to Journalism, the most frequently indicated classification
was "other." Organizations responding to this category listed a wide variety

of educational backgrounds ranging from Fine Arts to Chemical Engineering.
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TABLE 4

Comparative Educational Backgrounds of Corporate

and Counseling Firm Speech Writers

Department

Educational Corp. Dept. P.R. Firms

Background N=203 N=156

No college degree 10.4% 3.2%

Bachelor's degree - Business 6.4% 10.9%

Bachelor's degree - Journalism 43.4% 33.4%

Bachelor's degree - Speech 1.5% -0-

Bachelor's degree - Other 22.7% 24.2%

Master's degree - Business 2.0% 7.7%

Master's degree- Journalism 5.5% 8.4%

Master's degree - Speech .05% -0-

Master's degree - Other 7.9% 5.2%

In terms of experience in the profession (Table 5) the majority of speech

writers have been in public relations for ten or more years. This amount of

experience seems to indicate that speech writing is a public relations func-

tion of the highest caliber and priority. Certainly such a large number of

experienced practitioners would not be engaged in an activity that was not a

vital one in terms of the overall public relations function of their organi-

zation.

TABLE 5

Comparative Years of Experience in the Public Relations

Profession for Speech Writers in Corporate Departments

and P.R. Firms

Years of Corp. Dept.

Experience N=203

1-4 8.9%

5-9 22.7%

10 or more 68.5%

P.R. Firm
N=156

10.9%

35.9%
53.2%

Discussion

The results of this study would indicate that speech ghostwriting is

indeed an important function of most public relations organizations. Even

though most of the speech specialists seem to be employed in corporate depart-

ments the counseling firms indicate that over half of their writers work on

more than five speeches per year. This coupled with the large number of ex-

perienced professionals who engage in speech preparation would seem to justify

more detailed investigation. Certainly the data collected here should be
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enough to convince those who seek jobs in the public relations profession that

a knowledge of speech writing is an advantage. But some questions remain

unanswered in this area: What type of preparation would best provide this

knowledge? How does the writing of speeches differ from other types of writing

and editing? Should those who aspire to specialize in speech writing be

trained differently from other public relations professionals? However, what

can be said from the present study is that speech writing is a major public

relations function by virtue of its widespread and large scale practice.
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SESSION VIII: PERSPECTIVES ON INSTRUCTION - (1) MANAGEMENT CURRICULUM

BUYER BEHAVIOR:
A PEDAGOGICAL INTERPRETATION

by
RICHARD H. EVANS

The buyer behavior model discussed in this paper may be termed a

behavioral hierarchy of effects model. It has two directions:. one component

focuses on the product or service involved and the other interfaces with the

act of purchase. It is not intended that this model totally alleviate the

aforementioned pedagogical problems. At this stage of development this would

almost be an impossible task. Plus a question may be raised that in the inter-

est of theory maturation should the so-called problems be in a sense corrected.

The model discussed here may be viewed on a continuum let us assume with the

student on one side and the professor often on the other. Generally speaking,

the location of the model on the continuum would be towards the perceived needs

and abilities of the student.

The model is not without its limitations (2,3). In the main the problems

focus on the measurement question and the hierarchy of effects relationship.

These limitations, however, should not stifle the use of the model as a.peda-

gogical tool. Methodological and theoretical concepts are important but only

after the student has established a knowledge "benchmark" in the subject. In

making this statement the writer is in no way attempting to reduce the impor-

tance of understanding the limitations or questions about a given model. In

keeping with the spirit of the definition of the term model, the buyer behavior

model presented in this paper, may be viewed as a 'textbook" interpretation.

No claim is made that this model indicates how buyerf; do or should behave.

The model discussed in this paper proceeds from the macro level (4) to the

micro level. Let us assume that:

Dt = Nt Rt

where:

(1)

Dt = Demand, time t

Nt = Number of customers, time t

Rt = Rate of usage, time t

Equation (1) describes why we have a specific demand level. What is needed is

a function that assists in explaining the demand level. This may be repre-

sented by considering:

Dt = f(Dit Et, Bt)

kll
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where:

Dt = Demand, time t

Dt = Demographic variables, time t

Et = Economic variables, time t

Bt = Behavioral variables, time t

In function (2) demographic variables refer to such factors as age, geographic

area, education, occupation and so forth. Economic variables pertain to market

size, number of competitors, interest rates and similar such dimensions. Be-

havioral variables involve four constructs: perception, motivation., attitude

and intention. In other words, what is being said is that demand in most

cases may be explained by considering demographic, economic and behavioral

variables. However, to delve deeper into the demand relationship or buyer

behavior the advertiser must understand the ramifications of the behavioral

constructs. They are probably at the heart of the demand pattern. The reason

for this being that the demographic and economic variables inoculate the be-

havioral constructs. What takes place with the demographic and economic vari-

ables i3 mirrored or reflected in the psychological set of the buyer. As a

function the behavioral variables may be expressed as:

where:

where:

Bt = f(Pt, Mt, At, It)

Bt = Behavioral variables, time t

Pt = Perception, time t

Mtl= Motivation, time t

At = Attitude, time t

It = Intention, time t

Proceeding further it may be said that:
n

Pkit = f(E PI )
jki

j=1

P
kit

= Perception at time t for individual i regarding product k

PIjki = Expected existence of attribute j in product k by

individual i

( 3 )

(4)

runction (4) refers to the fact that the perception of a product may be viewed

in terms of the beliefs of the buyer about the characteristics of the product.
In other words, the buyers' perception of a product may be measured or quanti-
fied in Lenin of *hp probability that a given attribute exists in the product.
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The sum of the perceived instrumentalities yield the perception value.

The second component in the behavioral function may be stated:

`skit = F(E PI . . M . Ski)ji ji
j=1

where:

Mkt = Motivation at time t by individual i regarding product k

PI
jki

= Expected existence of attribute j in product k by

individual i

M = Magnitude of satisfaction associated with attribute j for

individual i

(5)

S = Motive strenr'1 associated with goal object or attribute j by

individual i

This is a summation model (5) in that after the multiplicative activities have

been performed relative to each attribute the products are summed to provide

the motivation level. In operational terms it may be said that. motivation is

a function of three components: goal object existence, goal object satisfac-

tion and need strength.

The third behavioral construct in the psychological model is attitude.

Attitude may be quantified in the form:

Akit = f( E PI . /4 )
jki jk

J =1

such that:

Akit = Attitude at time t by individual i regarding product k

PIjki = Expected existence of attribute j in product k by

individual i

M
jk

= Magnitude of satisfaction aysociated with attribute j for

individual i

(6)

This attitude model follows the pattern set by Fishbein and Rosenberg (6,7).

The Mjk is similar in meaning to the term importance and evaluation (8). The

reason for this relationship is that importance and evaluation are based on

individual satisfaction. In capsule form it can be observed that attitude as

a construct may be quantified by considering the probability of attribute

existence and the importance or satisfaction one ascribes to a given attri-

bute.

At this juncture the behavioral model taken 4 different direction. The

three relationships previously mentioned all referred to the buyers cognitive

interpretation of the product. At this stage we ere interested in the buyer's

analysis of the act of purchase. This segment (9) of the behavioral model

may be seen as:
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where:

Ikit = f(a + blAikA + b
2

(NM
ik

Mcik))

I it = Intention to purchase (act), product k at time t by
individual i

a, bl and b2 = Constants

Alk = Attitude of individual i regarding the act of purchasing
product k

(7).

NMik = Normative belief of individual i regarding what is expected
other will do regarding the purchase of product k

Mc
ik

= Motive of individual i to comply with the norm (NB) of
significant others regarding product k

DISCUSSION

As mentioned previously it is believed that buyer behavior should be
taught with a managerial decision-making orientation. The model discussed

above contributes to this perspective. A. number of examples will now be pre-

sented to illustrate the actionable nature of the model.

Assume that an advertiser is interested in using the model to set ob-
jectives and to design messages. Starting with the first component in the
behavioral sequence the advertiser is in a position to quantify each attri-
bute independently or algebraically in terms of a product or service up to

and including the act per se. As an example let us assume a survey was
undertaken regarding product X. Further let it be assumed that the necessary
data was obtained by using scales that ranged from one to ten. Table 1

illustrates the perception rating.

Table 1 Perception Rating - Product X

Attribute PIS
ki

Sweet Taste 1

Low Price
Pulpy Texture 3

High Nutritional Value 4

Maximum Score 40

Calculated Score 12
Perception Rating .30

Notice that the expectations regarding product X are quite low. An
objective may be to increase the overall product perceptual rating by focus-
ing in the message on the attribute sweet taste. This is only, one example

as perhaps ull the attributes need to be attended to in message strategy to
improve perception.
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Table 2 illustrates the calculation of the motivational rating for

product X.

Table 2 Motivation Rating - Product X

Attribute P I mji SA
Sweet Taste 1 5 2

Low Price 4 4 1

Pulpy Texture 3 2 1

High Nutritional Value 4 2 1

Maximum Score 4000

Calculated Score 40

Motivation Rating .04

The motivation score provides a wealth of information to the advertiser.

Besides the perception data, the advertiser can determine the amount of sat-

isfaction that each attribute is yielding to the buyer. This information

may be used in message design. In addition, the variable motive strength

calls for the identification of pertinent motives and the measurement of

their intensity. This information too may be employed in message formation.

The attitude rating involves information from the motivation component.

Table 3 illustrates the computation of the attitude construct.

Table 3 Attitude Rating - Product X

Attribute MPI
jki A

Sweet Taste 1 5

Low Price 4 4

Pulpy Texture 3 2

High Nutritional Value 4 2

Maximum Score 400

Calculated Score 40

Attitude Rating .09

It will be noted that the value Mji (magnitude of attribute satisfaction) is

used here as a weight relative to the expectation value (PIlki). The value

of such a multi- attribute model to the advertiser is that it clearly spells

out the ingredients of the attitude construct. If the advertiser desires to

increase the attitude rating then steps must be taken to emphasize the se-

lected attribute expectations or evaluations in the message strategy. Uni-

attribute models do often not indicate so perspicaciously what may be affec-

ting the attitude level of the buyer.

The last component in the behavioral hierarchy of effects model relates

to intention. It may be recalled that this component measures the buyer's

view towards the act of purchase. The previous three constructs focused on

interpretations toward the product. It may be .assumed that the constants

a, bl and b2 are given in our case and that they all equal .5. Further,
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assume that as a result of the survey the values Aik, NMik, Mcik all equal 5,

respectively. The I value may then be computed as:

'kit 5= 5 + 5(5) + .5(5 .5)

= 15.5

A number of ways exist to evaluate this component. One approach may be to

concentrate on the All value and to assess its implications as a result of

the semantic differential calculation. Another avenue that may be used, for

example, to increase the value of this construct is to utilize the NMik and

to focus on the use of significant others in a campaign. The assumption is

made with respect to this calculation that the higher the intention value the

higher the probability of purchase.

In terms of monitoring an advertising program the behavioral hierarchy

of effects model has some operational implications too. As an example, it

serves as a useful source of control units. If the advertiser desires to

use a research design such as a before-after experiment to evaluate a given

message formation, the variables in the model are sensitive enough to register

necessary deviations. Plus the model contains enough relationships to make

strategy assessment meaningful.

CO2 CLUSION

Students often find it difficult to meaningfully interpret buyer behavior

information. In this paper a model was presented which hopefully will con-

tribute to the learning process and allow students to engage in strategy

formulation using buyer behavior data. In terms of buyer behavior students

want simplified, deterministic, concreteness, objective, and descriptive data

but they are often taught near opposites. When employing the behavioral

hierarchy of effects model each variable is delineated and quantified. Thus

in relatively straight forward terms the student can observe how buyer be-

havior may be used for setting objectives, designing messages and engaging in

other managerial decisions.
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Introdrction

In recent years the marketing profession has become increasingly in-tel.-
es;;c1 in the mcsement Cf behavior before the consumer reaches the market-
Ilace. Those efforts hAvo resulted in the contribution of four voltrles cif;
research in the area of attitude end related measnre=nt categories.2f-%,-120't

Accordincly, this paper ;rill explore a single area cf behavioral analysis:
that of attituc, its internretation and measurement. Problems of attitude

and measurement will be disonosed under the classifications of:

A) over -all measurement considerations
B) the richness of the attituee construct- definitional and conceptual

considerations
C) the measu:ement unit
D) attitude-betavior inconsistency
E) psychological messurement under a multiple operationalism

Over -all. Measurement Considerations

The broad aims of consumer psychology under the domain of the social
sciences is to understand various social phenomena in terms of meaningful
categories of behavior. The social scientist seeks to explain such phenomena
by ascribing various "subjective" states to the turra (or other orgGnism)
actors par',icipating in the process. The significant question that must be
answered is wncther such attributions involve the use of logical cons which
are e';Iferent from those involved with the attribution of "objective" traits

to things in ol.her areas of investigtion. One must conclude that even thongh
the par,:icipating actors are different (e.g. molecules vs. humans) the se-
quence cf at:,ribation follows the prescribed canons of authoritative evalua-

tinns.42

The postulated conditions for attributing casuality are readily dazon-
:Arable in the "hard" sciences. Conversely, in the softer disciplines the
classical model and its properties serve only as a proxy for scientific vali-
dation. Its appeal lies in its heuristic capability for imposing convergent
validation for social science investigation.

The process of individual differences deserves elaboration. Explanation

of behavioral phenomena by reference to motives, needs, objectives, or the
like se.!m legitimate in terms of goal directed, purposive behavior. An expla-
nation of this type would tend to be casual in structure, listing among the
casual antecedents of the given actionts), certain purposes or notivee on the
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part of the actor, as 1,:.11 as his :ten :. °s on to the best means available for

attaining his gonl(s).34

Censnner psychology uces the wicthodo)Dgy of science to understand,

develop, wid Predict behavior in Trudnct choice situations by systemtically

looking at the human organism as the joint product of two basic factors:

1. stivuli currently impinging upsn the sensory receptors of the

organism (person)

2. interne/ states of the organiom (all of his acquired behavioral

dispositions)

The contributions of each of these factor3 is 'relative' to the type of

behavior ve are interested in understanding and predicting. Vhile knowledge

of local stimulus conditions sholes.d significantly add to our capabilities,

problems of prediction in life situations can only be of a probabilistic

nature.

The RicImess of the Attitnde Construct

Measurement problems increase es one roves from physical to psychological

entities. Whenever thecs psychological entities are portrayed by 'symbolic

reconstructions" problems of operationality (definition); measurement (the

types of instruments available), and translation (the overlap, or lack of,

researcher-subject categories) are manifest in the data.

The conception of attitude as a unifying psycholcucal entity for the

underst:Inding of consumer choice behavior has paradoxical implications. One

finds that it is both the richness and broad dimensionality of the concept

which makes it a poor predictor of a specific behavior in isolation. Yet, the

concept may he fruitfully used for both an explicit (or implicit) theory of

consumer behavior.

The variability of the formal definitions of attitude add to its semen-

tical mesning but subtract from its operational specificity. Among the more

formal social psychological definitions are:

''an implicit drive -producing re-,ponse considered socially significant

in the individual's society'19
"predispositipns to respond in a particular way tovard a specified class

of objects'
r{-'

'a syndrome of response consistency with regard to social objects"13

"a relatively enduring organization of beliefs about an object or situa-

tion predisposing one to respond in some preferential manner"46

"a relatively enduring, transitional hypothetical variable which gives

both direction and consistency to a person's responses"58

In a marketing context Hustad and Pessemier following the traditional

interpretation of the social psycholoaists define an attitude as: 'a learned

and enduring predisposition to act:T3f Attitude may be the product of such

components as perceptions, ballets, values, motives and preferences. Simi-

larly, Dunn defines attitude as: an individuals' readiness modified by

experience to make certain responses to stimuli."20 Attitude is once again

considered the product of the emotional states.
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several points of ::greement ere evii:ent from the above sampling of
definitions:

1) atitudes are intervening or tipethetical variables; as such they are
not directly observable ned so must be inferred.

2) Attitudes serve as c)ordinators of behaviors in environments, provf.d-
ing loth consistency and direetion to behevior.

3) Attitudes are socially signifeect learned responses.
4) Attitudes are relatively enduring and stable hypothetical structures.
5) Attitudes are residues of past experienee.
6) Attitude acquisition revolves around a complex procers of learning.
7) Attitude expression varies across environments.
8) Attitudes have both a behavioristic and connotative dimension.'

A beheviorieti!,:tor learning theory' approach to attitude

formation19: 22 ,2:),2d coecludes that the following properties are exhibited by
attitudes:

1) As an intervening variable it is both anticipatory and mediating in
reference to stimulus patterns of overt responses.

2) It can be evoked by a variety of stimulusenvironmental patterns
as a result of previous learningthrough the process of discrimina-
tion or generalization.

3) The attitude itself is both cue and drive producing.
4) An attitude has the stimulus Property(s) of both afferent habit

strength (the bond between the stimulus pattern and response a3 a
function of prev cue reinforcenent) and efferent habit strength
(the bond between the attitude as stimulus and a response pattern).

This learning theoretic approach is consistent with Howard and Sheths'35

buyer behavior incorporation of the attitude construct. The essential point
here is that the stisules-value of attitude suggests why researchers have
discovered so neny different phenomena associated with attitude. Since atti-
tude is a learned dir,pusition to respond, then one has to learn the attitude- -
the appropria'se disposition toward a given object or class of objects. But

once one has learned the attitude, he must also learn what response to make of
it, (i.e., there is no inLerent relationship between the attitude and the
behavior), ti.ve one has to learn a behavioral response. It follows that people
may learn to hold the same attitude toward any given stimulus and at the same
time learn 4./.) make different responses toward that stimulus. These differing
bebavioral responses are cot inconsistent when associated with the proper

stieeli.

Measuremeni; Unit

Ideally, the index or sign of a coneeotualieed (abstracted) item steads
in acne-to-one correlation with what it signifies. In a theoreticel sense,
since the index and its object are so related, one nay pose the question:
What are r,:le ervuads on wh;.eh one is tekon az the in;:ex and the other as the

indexed varieble? By definition, the index is that one of the correlated
pairs -vhich is perceptible, and the other harder or impossible to perceive is
nevertheless the basis for thecretical relevance. Thus, attitude scales make
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a-'ailable indices of oCa::ra.isa rat dise:ainable at,tituaes, just as ecologicel

statistics represent indices of diverse social etructures.112

The ;lotion that 'neat-ix...Lame inevitab:ai leaves something oat stems from

the position that in the b-havioral sciences onr measures do consistently omit
properties and relatiohs whjen have impcx-tance f.nptarms of the conceptual
referent within which we see the subject matter.30

Measurement has both a narrow and broad conception. In a strict framework
measurement consists of the assignment of abstract entities (as numbers) to

things in accordance with certain rules. In a broader conceptualization,

common to the social sciences: ''any classification of a property or configu-

ration as an instance of some clearly defined, but not necessarily quantitative
concept is called 'melsurement la.12 This broader usage can be considered an

asset when conceived in terms of the researcher's theoretical framework.
Althcugh, in extendiaig the meaning to all potential observations requires that
:re further qualify °measurement" by event class in order to discuss the logi-

cal relationships involved.

Serious measurement questions center arouad the method employed as a
basis for attitude inference. Are the indices or scale representative of the

attitude contiauum? What range end type of inferences are crucial? What is

the appropriate metric for measurement? Should we attempt to separate the

cognitive and effective properties or attitude or should they be coMbine044

According to Scott51 just what other constructs an attitude is to be
distinguished from, or assimilated to, del?ends upon:

1. convention within the discipline--vhich is currently very loose on

the matter
2. the investigator's own theoretical purpose

3. the outcomes of empirical inquiries designed to establish the
appropriate distinctions and similarities (p. 205)

Appropriately, the following properties of attitudes have been postulated

end less often investigated:

A. Direction (favorable or unfavorable)

B. Magnitude (degree of faverable or unfavorableness)

C. Intcnsity (strength of feeling)

D. Ambivalence (neutrality dimension)

E. Salience (prominence dimension)
F. Affectivesalience (affect-laden attitudes)
G. Cognitive complexity (richness of the cognitive dimension)

H. Overtness (conative--action dimension)
I. EnI)eddedness (degree of connectedness)

J. Flexibility (change potential)
K. Consciousness (degree of awareness),2

To date almost all empirical work by both social and consumer psycholo-
gists has been concentrated in the area of magnitude and direction in terms

of its appropriate affective properties. Recent translation into attitude- -

consumer preference typologies conforms to this multi-dimensional
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Pramwork.9137244,45 Ti ha. raOt',0- a)--oroach inc,..eases the theoreti-

cal richness of the cons-izamet but "!L::."! lahas Its oueratiotality.

Attitude--3ehatder 7.noonstat.,,---Envi-omental Influences

It has bean hypothesized that the macnitue of the attitude as a ;.src,:.is-
re. ition to respond acts as both a suujeccive filter from which all inforaa-
ilea pasces thronsh and as a determinant of the remaimIng decision, . .

process .21,35 Conversely, critics of tile attitude construct have often argned
that predicted relationships between attitude measurcmerts and subsequent
behavior have not held up. In terns of the preceding analysis this criticism
is unwarranted. In fact, the real problem stems from a ''reification: of a
concept that has somehou been established as a special predictor of behavior.
The real criticism lien with those who continue to use a single construct
(whethcr an attitude er ea:other intervening variable) for predicting subse-
quent behaviors in varying environments.

Seen in this context the question of whether attituies serve to direct
behavior or are a modality that confers on Zahavior a part of its meaning loses
much of its significance. Attitude change can follow behavior change, as well
as precede behavior change. In neither case 5s a measured change in one of
the variablaa a necessary and sufficient condition for the attribution of
casual change in the other. The coircct attribution of an attitude is func-
tionally depenacnt upon whether its classification as a stimulus is analyzable
or not. Mberee,,, unitary classes of stimuli have largely hidden dimensional-
ity55 attitud2 is presumed to be a part of the analyzable classes, even though

is an intervening variable.12,52

The key to inproving the preictive efficiency, or empirical validity of
psychoJogical measures (including attitudes -where there is some a priori or
empirical reason for their inclusion) lies in developing conformity between
the measuremeLt environment and the criterion environment. We would hope to
find that LLS unifamiti of environments similarly converse the greater is the
possibility of achieving high empirical validity.59

The observation 0 of c. trait T measured in environment E, that is used
to predict how this trait T will manifest itself in future behavior in environ-
ments F...11, that nay be similar or dissimilar to B, depends on the continuity
of the situational measures.

The failure to separate attitude-toward-object from attitude-toward-
situation (17hare attitude-toward situation may be translated in terns of a
person's 'beliefs" as to the probability or improbability of a relationship
"o_twaen the attitude object, aad the environmental situation) has further
lim!ted the practical uses of the attitude construct. The failure to appre-
ciate the point that an attitude object (A0) is always encountered within an
environment:1 context about which we have an organized belief(s) has relulted
in uns9phisti.cpited and theoretically unsound attippts at behavior predic-
tion.4°24152°21 Recent wall: sucz;ests that traditional measures of attitudinal
affect are bai,la:r ua.1,:rsiood when associated with situational determinants
(i.e., environmental influences).
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The resulting attitade-beh-tvior ineonsistsney question can be seen in

part as a failure to unt:.erstsnd a :.d otl;sx more or lers subtle implisLtions

of the attitude construct. BeY.st;sral mssifest._LtIolls will present thsmsclves

along is rang. of env3r.)amental values, ratssr Lhan a single stimulus value as

one moves in and out of situations.

This position adds further recognition to the fact that besides testirg
for a change in expression toward an attitude across varying situations (rhsch
is hardly e'.er done--as a first step), we should also assess a change in
belief(s) toward a situation by varying stimulus objects within a specific

situation.

The insufficiency of attributing 103e presence of an attitude or any other
psychological consizust from a single index of verbal behavior should be appar-

ent. Further elaborations concern the distinctions between opinion and atti-

tude. AlthoaLh the latter is the variable of interest, which is ultimately
measured, often the vehicle for measurement is the opinion. Opinions serve as

surrogates for the inferred attitude. Inferences about the .'true" attitude

based on a series of opinions can only be estimated. In this context, the
cften aesumed isomorphic relationship between a series of opinions and the

"true attitude is dependent upon the relative consistency of the estimates.

Although a reasonably clear distinction can be made between an underlying

attitude and an expression of opinion, one consistently finds in the literature
a confounding of the two concepts. A single expressed opinion on a subject

(in isolation) should probably not be considered indicative of a person's
underlying attitude. Even if we have a multiple expression of opinion, other

thercetical relations must also be present in order to diagnose the existence

of an attitude: (e.g., the person's beliefs, behavioral intentions; affective
connsetion with the attitude object, past behavior in relation to the attitude

object; and past and present stimnli.)

Verbal behavior is only a part of a wider set of response consistency.
The feet that acquired behavioral dispositions as attitudes are diagnosed
through the observation of stimulus- response consistencies (correlations be-
tween objects and acts, or between stinuli and responses) does not imply that

verbal r.easures such as self-reports or attitude scales will be consistently
coordinated with overt behavior.

As a is theoretic approach the modes of acquiring behavioral dis-

positions do not rcsuire the antecedent condition of "attitude"--it is the
diagrtostic symptoms of expression that we seek to examine. We rust demonstrate

the substitutability and multiple symptomatology of expression--i.e., loco-
motor behavior, verbal statement of stimulus-response sequences; and verbal
descriptions of the environment and objects in it. Schematically the hierarch -

ial framework resembles the following:
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Locemoter Behavi'J7:

Verbal Behavior

I

Autono;iic Behavior

High

Low

(Response Threshold)
(Adapted from Cambell)13

The forced reliance upon the practical utility of verbal measures as
indicators of come underlying dImension does not mean that better predictions
cannot be mne. It is sLcf.ected that better predictions of consumer choice
behavior depends upen incernerating the other' variable dimension with the
attitude construct (e.g.? Fishbein, 196525, 196626, 19672°; Wicker, 196957,
197158; Possemier, ) 97244; Pessomier and Wilkie, 197245; Bass,-19719).

Attitude Inference Under a Multinle 0-oerntionalism

For correlations to be established, observations must be made under con-
ditions where S (stimulus) and R (response) are present and absent. In the

usual case the researcher starts with a large number of stimuli belonging (so
he assumes), to the attitude universe to which the individual should respond.
Responses (R) are rec:rded by the researcher where both S and R are defined in

the researcher's terms. By both trial and error and hopefully by the estab-
lishment of some S-R correlations, the researcher will recategorize the S-R
ctAtegories. 3y recategorization the researcher attempts to improve the pre-
dictability of co-occurrences of S and R. The categories are always in the
researchers' terms. That is, they are categories that he can discriminate
without ever being certain that they correspond to the subjects'.

Scheatically:

1. Given the researchers' categories of both:

Stimuli

0
1"1

S2

3n

and Response

R1

R2

n

and if there exists 'satisfactory predictability of S-R, which

remains after varying:

2. S
n+1, '

Sm except (S1 ), changing test methods, response
environments, stimulus presentation, etc., and

1424
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3 SS while (S1,..., Sn): are absent and (111,..., En) are

also absent",

Then the researcher is justified in inferring an attitude construct

(i.e., genus)

It follows that for both methodological and theoretical reasons multjp1c-

item assessment is to be preferred over single stimulus items. Single items

are subject to large response error; any single item in isolation is bound to

reflect attitudes other than the ones the researcher is interested in; tmy

inference from a measure to a psychological construct requires multiple mea-

sures.

The total score on a test comprises a "true' attitude component and a

composite error component: xi=teei. For both attitude and other novel trait

measures the classical assumptions of psychometric theory are usually not met

(the notion of both trait and methods variance). To the extent that instru-

ment (as well as trait) confounding factors are present, a broader strategy of

assessment is required. A variety of procedures that do not share the same

method-- traij -- specific sources of variance are needed Campbell and

Fiske, 1959 14; Cattell, 196115; Cook an Sellitz, 1964110; Heeler, and Ray,

197233). Specifically, Cammbell and Fiske (1959)1+ argue that both convergent

and discriminant validity are necessary for the acceptance of measurement

validity (and if we are to ever get construct validity). Convergent validity

is indicated when maximally independent measurement procedures on the same

variable possess high correlations. Conversely, low or zero correlations be-

tween independent measurement procedures on theoretidally different variables

is evidence for discriminent validity. (Note: In practice we hope to find

evidence for :relative validity.14

Measure validation of a theoretical construct (e.g., attitude) consists

of both convergent and discriminant validation. Both are necessary but not

sufficient conditions for the establishment of construct validity. The lattf:r

answers the question: Does the hypothetical construct, which may be composed

of several levels of concepts, operate in theoretically expected ways?

Accordingly, attitude as a molar response tendency is diagnosed on the

basis of stimulus-response consistencies. It is necessary to identify a large

network of behaviors to infer the existence of an attitude:

1. respondent self-reports - -his behavioral dispositions

2. respondent self- reports - -under varying stimulus conditions

3. the observation of respondent's overt behavior(s)

4. symbolic stimulus tests - -the reaction to or interpretation of par-

tially structured stimuli which contain the attitude

5. performance of objective tasks designed to get at the mediating

attitude
6. physiological reactions to the attitude object

7. re. londent scores on scales designed to get at the underlying

attitude

Such extensive identification is often operationally impossible to prac-

tice. The main purpose of this multiple specification is to provide a basis

for investigation.
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Crxret'.onaL.:m. Limitations

oncrad.onalism apt:: each encourages a more use-Lai thovbh
s-riscr operational interpretation of attitude (or other qualitative vari-
abl?s). Although substantially better tl?an most approaches cortain

persist:

a) multiple operationalism represents cross validation on only a limited
variable set, ideally all theoretically °other' relevant variables
should be considered

al c It consistencies are still in terms of the researchers categories a7
attitude behavior relationchips

c) while it is conceptually more useful to conceive of attitude as 1.1ulti-
dimensional this does not necessarily add to improved predictability

d) the correlational structure that underlies a multitrait-multimethod
approach is limited; application of scaling methodologies should offer

understanding of the underlying structure
e sting theories cannot be disproved by using a multiple operation-

.....Lism; the richness of theory lying mostly in its conceptual fruit-
fulness.

Summar y.

The problem of choice behavior lies at the very foundation of consumer
psychology. For many researchers the prominence of the attitude construct
has rested on the often false assumption of its predictive power in choice
situations.

The ultimate criterion for any alleged measure of a psychological vari-
able is the person's locomotor behavior in reference to the focal object. The
restrictions placed upon the researcher in practice are insufficient justifi-
cation for the consistently poor results found in the attitude research area.

An integration and confirmation of multiple approaches is needed. The
multiple-connotation of social attitudes as acquired behavioral dispositions
appears to be most useful as a heuristic device. By consolidating thcoretical
inconveniences across disciplines, integration of multiple approaches produces
. synthesis and consistency of meaning. Its multiple connotations of response
tendencies and view of the world as reflected in its motivational and Goal
attrbutes reflects its "main' theoretical and practical asset. To the etent
that attitudes have both a behaviorist and cognitive orientation it encaripl.G-
ses a broad range of conceptualization and meaning. This 'broadening'' miti-
gates against precise predictive capabilities. However, its predictie po,wer
is not at issue here; its unifying structure is.

The search f...r response consistencies demonstrates that attitudes as
,a. -nod residues of past experience, serve to coordirmte beha-Jior,1 in cnyivcA-

w:Dts. It becomes the implausible responsibi'ity of the behavioral sc1-1,,,.tist

to Liagnose these residues in persons whose prior life histories he can n".
t .ye observed and whose prior modes of reinforcements he has not seen.
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Arrmdix A

The matrix shows three diffcr::nt traits m!:asur:,:d by three methods, for a

total of nine separ,tte measures. The reliability of each method in mecsuring
each variable (the use of maximally similar merfods) is given by the corrAv-
tions shoun in the rarenthesec, (rii) on the liain cliagonal. The ccrre2ations

in brackets are the relevant validity diagnoals for each method. The correla-

tions adjacent to the reliability diagonal are titled the heterotrait-
Lonomethod triangles. The remaining correlations are heterotrait-heteromethod
triangles.

The requirements for acceptance of measurement validity proposed by
Campbell and Fiske are:

1. The entires in the validity diagonal should be significantly differ-
ent from zero and sufficiently large to encourage further examination

of the matrix.
2. A validity diagonal value_ should be higher than the values lying in

its column and row in the heterotrait-heteromethod traingles.

3. For a given variable, the values in the validity diagonal should be

higher than its values in the heterotrait-heteromethod triangles.
4. The same pattern of trait interrelationships should be demonstrated

in all heterotrait-triangles.

The first requirement provides evidence of convergent validity, while the
last three measures provide evidence of discriminant validity. This means

that if we are to accent as valid, measures of psychological variables (dis-

criminant validity) more than one trait and more than one method must be
employed in the validation process (e.g., if we are to accept a measure of
attitude as valid (a verbal score) ire must compare it with another independent
method designed to Get at that particular attitude). The restrictions imposed

by this methodology are ultimately designed to improve predictive accuracy.

TABLE 1

Multitrait-Multimethod Matrix

Method 1

Trait Ai B1 C1

Al

r (r )2122'B
1

C1
r31 r32(r33)

Method 2 Method 3

A2 B2 C2 A3 B3 C3

A2 L-
r' ,..

t
...

41 -i'42 r43 (r44)

B
2

- 7- 7
...51...2-- 52_Y53 r54 (r55)

-%
C2 r61 r62-r63J r64 r65 (r60)
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Trait

A3

B3

C3

nethcd 1

Al B1 C1

L-C71-F72 r73

1.311f82 -?'33

91 -921- 93-1

SABLE 1 (ef'n't)

od 2 Method 3

A2 -2 G2

- 1 r-
r.16

r84 Er85-; r86

r94 I-95 5-967j

P, D C
-.3 3 C3

(r77)

r37 (r88)

r97 r93 (r99 )

Footnotes

1. See Ce.mbell, D. T., Social Attitudes and Other Acquired Behavioral
Dianositions, 1963, for a detailed discussion of the perceptual and
behavioristic dimcz:slons of the attitude construct.

2. See Scott, W. A., Attitude Measurement, 1963, for a more detailed discus-

sion.
3.. See McGuire, W. J., The Nature of Attitudes and Attitude Change for a more

de%ailed discussion.
4. Appendix A illustrates and discusscs a sample multitrait-matinrthod

matrix for the measurement of qualitative variables.
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IHL TEACHIKG OF PDVIlarTSIINI Fra HOJ-...aRialfIUG MAJORS

by
3ARBLRA J. CTI.

Associate Professer cf lfarketing
Graduate School of Bus.iness

:ley York University

in developing an advertising curriculum some of the courses may be

designed to sel-vice special groups of students. When advertising is taught

within a business school, the potential students fall into one of three cate-
gories: 1) marketing majors, 2) non-marketing majors, and 3) non-degree seek-
ing special students. In developing an advertising course the type of students
to be enrolled in the course and the objective of the students as well as the
theory and Practice form the foundation for plannine the course. The marketing

major nornally has one of two objectives in taking the course: 1) as a found-

ation leading to a career in advertising and this is the first of many courses
in ctheetising to be taken, or 2) as an element of the marketing educational
mix in which advertising is viewed as one of the tools available to management.
The non-marketing major generally elects the course due to an interest in

knowing how to manage advertising as a tool rather than a desire to actually

plan, develop and implement a campaign. The non-degree seeking students are

often .aotivated by a desire to learn how to apply advertising techniques in an

activity or enterprise with which they are involved.

The course designed for the marketing major pursuing a career in advertis-

ing would be oriented to the development, implementation and control of the

advertising caupaign. neavy enphauis would come in the area of design and

actua3 "onstruction of the camnaign. The courses designed to meet the needs

of the management oriented and special students would be different based on

the audience needs.

Two advertising courses whicn were designed to meet such special needs

are described below. The first was designed for business graduate students

who would be taking only one advertising course and who would be involved in

the management not the design and development of advertising campaigns. This

course has been offered and taught. The second course was designed for non-

degree seeping special students who are employed by non-profit and public

sector agencies and institutions. This course will be offered in the 197h-1975

academic year.

Actyertising "Aanageraent for !IRAs

The purpose of this course is to acquaint students with advertising es a

tool of management. The course objectives include:

1) Development of an understanding of advertising as a part of a firm's

total marketing and promotional nix.
2) Identification of the situations in which advertising may be used to

help successfully implement a company program.

3) Identification of the situations in which the use of advertising as a

management tool would be ineffective.

432
41.)



4) Arpreciation of the cost-effic.iency relationsLip involved In t'le
utilire:Aon of advetisini;.

n) Development of en understending of the absolute and relative ef-:ec-
tiveness measures available for evaluation of advertising efforts.

Lech student is assumed to have had a basic marketing management course
tog no previous formal education in advertising. Students generally er'er

the course with many of the folk tales and media myths which surround the
neneral public's understanding of aerertising. The development of the maje

course topics was based on these assumptions.

Course Syllabus: Major Topics

In structuring the course syllabus the emphasis is on management of
adventising. But, since an appreciation of the development aspects of the
advertising effort is also desirable, it is also included in the outline which
follows. The course is built on a schedule of fourteen 105-minute class
sessions. The course syllabus major topics are presented in Iinhibit I.

Teaching nterials and Techniques

Students are required to read selected chapters from Wright, Warner and
Winter. Additional readings are assigned for each of the five major topic
sections from periodicals and newspapers. The class is also asked to read

Advertising have. In class teaching techniques include the use of lectures,
films, slides and case situations. The class, vhich averages around 42 stu-

dents, is divided into six company groups. Each group is required to develop

an advertising plan involving necessary management decisions as veil as act al

campaign planning and development. The members in each group staff the respec-

tive jobs they feel must be done and also set the basis for line and staff
relationships. Each supervisor in the groan is reoponsible for the subordi-
nates under his direction. Half of the groups are assigned an advertising
nanagenent prablem relating to an industrial products firm and the remaining
groups an advertising management problem relating to a consumer products firm.
The instructor assumes the role of president of the firms and meets, upon re-
quest, with the individual groups. Management personnel within each group are

required to attend management meetings held every two weeks. Group performance

is evaluated on a competitive 'basis. The highest rated industrial and cnnsnmer
advertising plans are presented to the class as a whole at the final class
meeting of the semester. In addition to the project, a final examiration is

given which consists of twelve situ :ton questions. Each question requires

tne student to make a management decision relating to advertising and then to
svpport the decision. The situations are drawn from current events in the

nae-st place '..rhich require advertising management decisions. Throughout the

semester, case illustrations are presented in class by selected class m.nbers.

The project and examination form have both received high evaluations as
lesrninn techniques from a significant majority, 91 percent, of the students
enrollee: 4n the class. The two main drnvbacks associated with the course are:
1) heavy required reading load, and 2) tine requirements outside of ellen: fcr
bo0 students and instructor as related to the group project.

The main benefits of the course are: 1) student identification of some

c i,he real problems facing advertising management, 2) student enthusiasm fee
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Class 1

Class 2

Class 3

Class 4

Class 5

Class 6

Class 7

Exhibit I

"D 'RTISIilti '.4.4.1:,731111,NT FOR Ili;As

COURSE MLA-3M: MAJOR TOPICS

I. THE ENVIROMENT OF ADVERTISING

Advertising As A Management Tool
- -The Function of Advertising in the Organization

- -Relationship of Advertising to Other Organizational

Activities

The External Environment of Advertising
--The Economic Environment
- -The Social Environment

--The Legal Environment
--The Competitive Environment

II. BACKGROUND IffORMATION FOR MAUAGDMENT DECISIONS

The Target Audience
--Defining Target Markets
--Consumer Attitudes Toward and Reaction to Advertising
--Management's Attitude Toward and Reaction to Advertising

Communication. Theory
--The Communication Process
--Changinc Attitudes Through Communication
--Modification of the System for Special Situations

III. INITIAL MAUAGEOENT DECISIONS

Development and Selection of Objectives
- -Problem Identification and Situation Analysis

- - Formulation of Objectives Based on Company Objectives
--Classifications of Advertising Suitable for Use with

Objectives

Appropriation and Budgeting
--Determining the Advertising Appropriation
-- Developing the Advertising Budget
--Controlling the Advertising Budget

Determining Responsibility for Campaign Development

- -Use of In-House Groups
--Use of External Agencies
--Use of a Combination of In-House Group and Agencies
--Evaluation of the Alternatives on an Expertise/Cost/
Efficiency Basis
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Class 3

Class 9

Class 10

Class 11

Class 12

Class 13

-1-s 14

Exhibit I (continued)

IV. CAMPAIGN DEVELOPMENT

The Management and Creative Team
--The Role of the Account Supervisor/Executive
--The Role of the Copywriter
--Coordination of Planning with Management Representatives
Outside the Advertising Group

Development of the Basic Campaign
--Local/Regional and National Campaigns
-- Consumer; Industrial and Institutional Campaigns

Basic Campaign (continued)
--The Copy Outline
--Elements of Copy Structure

The Media Combination
--Media Characteristics
--The Media Combination
--Media Buying

V. EVALUATING THE CAMPAIGN

Pre-Testing and Post-Testing
--Benefits and Limitations of Pre-Testing
--Benefits and Limitations of Post-Testing
--Absolute versus Relatiye Effectiveness Evaluations

Introluction of the Campaign
--Importance of Timing
--Desired Response from Other Company Units
--Initial Reactions from the Market

Presentation of Top Group Projects
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the iThal exa.limtion which presents a management problet.1 requiring a decision
anl nupport of that deci:-,ion; 3) keen sense of colanctition that develop: air.ong

tl:e project groups; and 4) instructQr's increased awareness of various faects
of aivertis4.ng management.

Advert sing Msnorrfiment in Non-Profit and Public Institutions

The purpose of this course is to acquaint individuals working in non-profit
ru.d public agencies and institutions with advertising as it is uniquely related
co their needs. The course objectives include:

1) Development of a procedure for recognizing, identifying and selecting
those advertising techniques best suited to use in non-profit and pub-
lic agencies and institutions.

2) Identification of the differences between the applications of advertis-
ing in their undertakings as compared to a marketer of convenience
goods.

3) Understanding of the different psychological reactions that the public
agencies end institutions "idea" orientation as compared to the
reaction toward commercial products or services.

4) Identification of advertising's value as part of a well planned and
developed promotional mix, even uhen total effort is small.

5) Development of a procedure to assign a value to the various jobs adver-
tising can do and evaluation of the cost and benefit,

6) Identification of special advertising services available to their type
of operation from profit-generating firms.

Each student is assumed to be working in either a non-profit or public
.s.gency or institution and is not necessarily assumed to have had a basic market-
ing management course. The course topics were selected with this qualification
in mind.

Course Syllabus: Major Topics

In structuring the course syllabus the major emphasis is on the application
of advertising to meet the special needs of non-profit and public agencies and
institutions. The course is built on a schedule of fourteen 105-minute class
sessions. The course syllabus is presented in Exhibit II.

Teaching Materials and Techniques

Students will be required to read selected chapters from advertising
tnxts by Kleppner, Man,lell, and Wright, Warner and Winter. In addition, pub-
lications of the American Association of Advertising Agencies and readings
from selected periodicals will also be assigned. In class teaching techniques
will include lectures, films, slides, and guest speakers. Emphasis is on the

npplication of techniques under varying agency situations and objectives. A
yef consideration will be the monetary constraints faced by non-profit and
public agencies and institutions and how these constraints may be met uhile
still developing and implementing an effective advertising campaign.

During the course, four case presentations, designed to utilize ideas and
concepts developed in the course, will be undertaken by students. Each.of.the
car:Ls have been or will be developed under the direction of the course assigner
c.nd l_cturer. Three of the four will be submitted by the students as written
c-Ize solutions after presentation in class. Individual semester projects will
b.:. assigned. Each student will be asked to develop an advertising plan for
their agency or institution which will help achieve a current objective of
the group. The student will be assisted in the selection of the
project, its nature, depth and scope through individual counseling. The
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Glass 1

Class 2

Class 3

Class 4

Class 5

Class 6

Class 7

Class 8

Exhibit II

ADVERTISING MI,NAGEMENT IN NON-P3OFIT MD PUBLIC INSTITUTIONS
COURSE SYLLABUS: MAJOR TOPICS

INTRODUCTION AND BACXGROUND
Advertising as a Tool of Management

- -Advertising in the Profit Oriented Corporation

- -Advertising in the Non-Profit and Public Agency or

Institution

Consumer Attitudinal Research
--The Attitudes of Consumers Toward Products/Services Offered

by Commercial Firms
--The Attitudes of Consumers Toward Programs Offered by

Nor-Profit and Public Agencies and Institutions

The Communication Process
--The Traditional Carmunication Process
--Modified Communication Process for Non-Profit and Public

Institutional Advertising

II. DEVELOPMENT AND MANAGEMENT OF THE ADVERTISING FLAN

Assigning Responsibility for the Advertising Plan

--Using an In-House Group
--Using an External Advertising Agency
--Utilizing the Advertising Council

Determining the Appropriation and Budget

--Working within Monetary Constraints
--Identifying Sources of Non-Paid Assistance

Case Presentation #1

Development of Advertising Plan Objectives
--Use of Advertising to Raise Money
--Use of Advertising to Get Personal Involvement

--Use of Advertising to Communicate Information to Those

Who Can Benefit From the Program

Objectives (continued)
--Use of Advertising to Communicate Information to the

General Public About a Voluntary Program

--Use of Advertising to Communicate Information to the

General Public About a Mandatory Program

Objectives (continued)
--Use of Advertising to Change Attitudes

Case Presentation 112

Development of the Copy Outline and Structure

--Copy Structure Elements
--Copy Style
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Cln',zs 9

Class 10

Clai.s 11

Casa 12

Class 13

ahibit II (continued)

Outline and Structure (continued)
--Illustration
--Layout
--Production

Media Planning and Buying
--Characteristics of Media
Case Presentation #3

Planning and Buying (continued)
--Suitability of Media to Campaign Objective
--Free versus Paid Placement

Case Presentation #4

III. EVAL=ION OF THE RESULTS
Evaluation of the Advertising Results
--Techniques Available
--Interpretation of Results
--Use of Results in Future Planning

Class 14 Presentation of Selected Individual Projects

* * *

semester project combined with the three written case solutions will represont
the course requirements. Given the nature of the diverse backgrounds of the
students and their special needs, no examinations will be given. The major.=;'y

of the students are expected to come from government.' agencies and organized
non-profit agencies headquartered in New York City.

The perceived benefits of the course are expected to be: 1) developnont
or a better understanding of how advertising can be used by non-profit and
public agencies and institutions; 2) improvement in the type of advertising
Cewoped and utilized by nonprofit and public agencies and institutions whore
repr?sentatives are involved in the course, 3) communication by students who
have completed the course to others in their agencies as to the role tad uz.o
of advertising; and 4) the possible development by the instructor, of a book
on the application of advertising in the non-profit and public agency or
institution.

The overall objective of offering special advertising courses is to
improve understanding of the role of advertising in various settincl eta cl:1;a-
Wons. In both courses, the emphasis is on management of the adve,tism:g
process as a beneficial tool for achieving objectives.
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THE ADVETRISTIG Cf=17.KT"'l TRAL-i-CNG PROCAM
AT BAnUCff

by
STANLEY M. ULAIZOYF

City University of 'feu York

A few years ago a new President was appointed at Baruch College. He caa;e

to us from the southwest, from Texas, and wasn't familiar with our pronran and
curricula. Consequently a number of us were asked to brief him. I deacribcd

Advertising Cooperative Training Program to him and I ended it by jocularly
stating that if we continued to place students at Ted Bates at the rate we
had been, we would 'own" the agency in a short time. While this was a slight
exag:;eration, we did--and we do have a large number of our present and former
students in the Bates media department.

Originally the title of this paper has been The Advertising Cooperative
Training Program at CUUY.d I modified it, adding the name of Baruch College
which is the only college of Business in the City University authorized to
grant the B.B.A., M.B.A. and Ph.D. in Advertising. However, CUNY Community
Colleges do offer courses in Business and Advertising as do some of the other
City University 4-year colleges. Incidentally, Baruch College has the dis-
tinction of housing the largest school of Business in the United States--and
probably in the world.

We had been the School of Business of City College, or COY, which dates
back to 1847. Baruch became a separate college in 1968 with a school of busi-
ness and one of liberal arts. A school of education was established more
recently.

The Advertising Training Program goes back a long way, to well before
Baruch became a separate college. In fact it is cne of several such coopera-
tive training Programs traditionally conducted by the Department of Marketing,
of which the advertising specialization is an integral part. Within the Mar-
keting Department there are also Training Programs in Retailing, sales and
Sales Management, International Trade, Real Estate, and Insurance. In additian
to the Co-op training offered by the Marketing Department are similar program
conducted by the Departments of Economics and Finance, Management, and Statis-
tics. Mention should also be made of Student Teaching, a related course,
offered by our Department of Education. Similar courses are found in most
education curricula since they are generally a pre-requisite to obtaining a
teaching c97tificate or license.

Course Content

The principal portion of the course is the practical work experience
segment consisting of a minimum cf 20 hours each week during the semester.
along with the regular academic program. Sometimes, as is the practice wIt11

Ted Bates, students for the Fall semester are hired in June and work full-time
during the few weeks they have in June and all of July and August. This w:v

they are seasoned "old hands' by the time September rolls around and the go
into the part-time schedule.
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The formal part of the Advortising Cooperative Training Progr9n tahr,:s

placc in the classroom. The class meets once a week and in conducted s a

.eminar. I schedule 15 guest eFars each sesicnie from all phases -f Ovez-
tising, including kiancies, the media trade associations, goveroncn'" surrut-
ing industries, and advertisers. While Juniors and Seniors are alloed

"c;:: s" at our college, I insist upon attendance becausc of the limited
number of times we meet and the cmall size of the class, approximately 12 to

15. It is more or less a 'gentlemen's agreement.'

The students are expected to participate in discussions. They are alco

required to submit a detailed paper describing the operation of the firm for
which they work and showing the Part they play in it. In some classes I also

assign a project or case problem. At the end of the semester a rating sheet
is turned.::.'' -to me, for each student, by his or her on-the-job supervisor.

(See App A)

11 two years ago grading I-1s based on the traditional A, B, C

sys :illowever, because the major part of the program was off-campus and

stl were being rated by different indidivuals with widely varying stand-

a was decided to go on to a Pass-Fail basis.

rior to the time that I took over the supervision of the Course, for
-sroom attendance, the students were required to dress--the men had to wear

1.,es and jackets and the girls, dresses. The rationale vas a good one--since

whey were going out into the business world they had to dress like businesn
-, people. However, my feeling was that they would have to conform soon enoug"

to these restraints and limi.ations on our freedom, and I allow 'ilem to wear

their jeans in class, like the rest of the student body. On the job though,

they am expected to conform to the requirements of their employers and th?
practices of their industry. The practicality of my theory of leniency has

been oorne out many times. Whenever we have a career conference or employers
come to interview prospective employees at the college, the students appear

est, voluntarily in formal- attire. Often the difference is like day and night.

Requirements for Enrollment

As stated earlier, the course is limited to 12 to 15 students. Each must

have a su.erior grade score and be a senior pith a major in Advertising. He

or she is also required to have completed a minimum of 8 hours in the special-

ization, and have an advertising or public relations job prior to the start of

class. In addition, each must have the permission of the instructor.

One of the prime limitations to enrollment is the availability of appro-
priate training jobs. Up until two years ago the job market was good and I

was able to place 16 students in advertising related positions with compara-

tive ease. While the situation is improving somewhat, it has not eased rp

sufficientlf. For that reason I Omit students to the course who have been
able to find appropriate jobs on their own, providing that they meet most nf

the other requirements. In these situations I may allow flexibility in the

Se:1_0r requirement. That is, if a student has achieved Junior status and has
completed 8 semester hours in the Advertising major, I will allow him to en-

roll. In other cases I may also relax the grade point reouirement where -
student has shown enough initiative and perseverance to get himself an accept-
able advertising trainee position in this tough job market.
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Tyne, of Trainee Positions

There is no denying the frct th%t being physic-0.1y located in New Yn-k

City is a decided advantage principally because of the proximity to pl'acti:r11:-

all of the major advertising agencies.

Most of our students who work for the larger agencies are employed 0-1

trainees in media. research. In smaller agencies some work in the trafCi,:.

department, others are jacks-of-all-trades, and some ever write copy and

assist in the management of accounts.

Not all of our students are employed by advertising igencies, however.
Some work for tae media and others are employed by related services. One

student is a trainee in print production at a letter press shop. Another is

an assistant to the manager of a local radio station and yet another is learn-

ing to be a rewrite man for United Press International.

While we do have the advantage of being located in slew York we also have

to compete fcr spots with a number of local major educational institutions

(Columbia, Jew York University, fordham, Manhatten, Long Island University,

Pratt, Cooper Union, :axe, "J.Y. Inscitute of Technology, to name a few) plus a

host of Community colleges. This should indicate that a cooperative advertis-

ing program like ours could be imrlemented at practically any educational

institution in any part of the corn -. For what small town does not harve a

printer, a local newspaper, and posy 4/- a manufacturer or retail establish-

ment with an advertising department? And generally there is a radio or TV

station not too far away.

Guest Speakers

After obtaining jobs for the students the next most important task for

the course supervisor 1.; arranging the program and scheduling guest speakers

well in advance. However, experience has shown that while it is relatively

easy to get good qualified guest speakers it is difficult to schedule them

beyond four weeks. Since the semester runs for 15 weeks I make my calls to

prospective speakers on a progressive basis.

Even scheduling on a four week basis is sometimes hazardous. Being

active business people a speaker will be called out of town on occasion. I

then have to replace him or her at the last moment. For this purpose I keep

a list of real close friends and *family --members of the college staff and/or

faculty who perform public relations or advertising related functions. Among

these are the Director of College Relations and his staff, as well as members

of our adjunct or part-time faculty who have full-time positions in Advertis-

ing. I also invite former students, graduates of the program, who are in the

field. Others I am able to call upon on short notice are clients whom I

serve as a consultant and former colleagues with whom I worked when I was a

full-time member of the advertising and public relations professiors.

Advertising agencies, advertising departments, media, advertising asso-
ciations, government reigulatory agencies, public relations organization,

printing firms and other advertising and communications related companies

serve as the principal sources for guest speakers.
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Most peoole asked to speak to a college class are honored by tl,e recv.e7t.

Idery rarely does a prospective guest reject the offel- or the opportunity to -1a;"T

on appearance. Often, too, speaLcis acturaly volunLeer their services.
:overall;, however, these offers do not come from inejviduals. Many organiza-

tions and associations have speakers bureaus. Principal amo; thcqc, as fnr

as advertising is concernel, are the Specialty Advertising Association Inter-

(SAA) and the DIVA, the Direct Mail Marketing Association. In 11g

York the marketing department of the telephone company sends a speaker to

colleges within the state, scheduled by arrangement, to tom, the merits of

the Yellow Pages as an advertising medium.

Another source of speakers that can be readily tapped is the staff of

firms or organizations that are already cooperating in the training program.
Often the students themselves recommend their supervisors or other profes-

sionals they feel can make a contribution to the course.

To make the presentation less formidable for the guest, although most

L.re seasoned speakers and accustomed to speaking before an audience, I put

him at his ease and tell him that the class is completely informal and that he

can even sit on the desk if he likes. I let him know that he does not have

to prepare a lecture or even have notes. All he has to do is tell the class

about his job--what he does. As for the format of his presentation that is 11D

to him. He doesn't have to talk for more than 30 minutes and the balance of

the 50-minute class can be taken up with answering questions from the student;

or discussing and enlarging on certain points with them. Or if he prefers,

the speaker may field questions as they come up. For those speakers who re-

quire 16mm projectors, tape recorders or other audio-visual equipment I ask

them to let me know in advance so that I can have them available at the time

that they are needed.

I try to keep an active list of potential speakers so that we do not have

a repeat performance during any given 12-month period. Although our advertis-

ing training Co-op is designed to ma for one semester some students are

allowed to participate in the program for a full year, and I do my best to

avoid duplications of speakers.

At this point I think it is important to let you know that we do not

schedule a speaker for every class. During the first session each student

introduces himself and describes his job and the firm for which he works. 'Pm

or three times a year we also take field trips. One trip might consist of a

visit to the set of a television film production company to observe the making

of a commercial for a nationally advertised product or service. Another field

trip might take us to an exhibit such as the one that Burlington Mills has in

its headquarters building near Rockerfeller Center. It is a complete mock-up

of a textile mill in operation. Following the tour the public relations staff

takes us behind the scenes, describes the opc:ation, and answer questions.

A Typical Session

This semester the class is scheduled on Tuesdays at 1:00 P.M. Last year

it was on Fridays at 11:00 A.M. The day of the week has never seemed to have

an effect upon enrollment, student attendance, or the availibility of speakers

Apparently the students are able to schedule their other academic courses and

their on-the-job programs around it without difficulty. And the speakers ore

flexible.



I begin the session with a brief introduction of the speaker. I waste

little or no ti:ze with adrair.istra,ive d.3tails t.nd the class is small enough

so that I can tell who is absent without calling the roll. If the speaker

will be talking about a technjcal pha:4e of afl:trtising with which the students

may not be overly familiar, I explain it or I might ask the speaker to go into

greater detail. -At any rate I turn the class over to him as quickly as ins-

stble. In most cases, however, I serve as moderator particularly during the

question and answer period.

A typical speaker is Ray.kmonte, a vice president and creative director

of Compton Advertising Inc. :I am a consultant to Compton Advertising and Hay

was glad to accept ny offer.to speak to the class. He talked about the crea-

tion of a 30-second commemial for Johnson & Johnson's No More Tangles Creme

Rinse for children. The Commercial, a Clio award winner, featured a little,

tow-headed five-year girl, who told how she used to cry when her mother tried

to comb her tangled hair after shampooing. But now that Johnson & Johnson

invented Ho More Tangles, she went on, she is spared that torture.

The speaker then showed the actual commercial and opened the floor to

questions. Quite often sessions, such as this one, overflow into the next

hours.

Other typical speakers are Monroe Newell of Lee's Advertising Specialties.

Monroe is an alumnus of City College and relies a sparkling talk to the class

on specialty advertising. Another alumnus is an executive with Marden Kane

and he conducts a sweepstake in the class and gives out worthwhile prizes.

Feedback

One of the important by- products thrown off by the program is the feed-

back we get. This is a doubled pronged benefit because we get it from both

sides--from the employers as well as from our students.

how are we doing as an educational institution? Are our students proper)3

prepared? Are they bringing you the skills and knowledge you require? These

are some of the questions we get answered by industry.

From the students' Point of view we learn whether or not they feel they

are ready for the careers for which they are preparing themselves. We also

get opinions as to the relevance of the courses we offer and their content.

In this way we would also get the word on which course or courses we offer,

are superfluous or unnecessary, if any, and which course or courses we shon:l.d

add to the curriculum.

Data from the employers is usually gathered by the instructor during

actual visits to their places of business. Most of the opinions and sugges-

tions come out during informal conversation. Student feedback is also in-

formal for the most part; however, during the last session of class each stu -

dent is given the opportunity to express himself concerning the Cooperative

Training Progrrm, the Advertising Specialization, the offerings of the Market-

ing Department, the School of Business, the entire College, and his place of

employment.
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The Tnstructor

Essentially, the instructor ..:old be a prefe:Lional--in the field of
advertising as well ac academically. lie ,7hotid have been employed on a respon-

sible, full-time basis in advertising and he should have the requisite academie-
degrees. In addition he should have taught all or most of the courses offered
in the advertising specialization and be thoroughly conversant with the rest
of them.

It is his job to select the students to Participate in the program. He

also has the more formidable task of lining up suitable jobs for the trainees.
This takes a great deal of time and effort, but more important it requires a
wide acouaintanceship in the field. They must be contacted and followed up
with personal visits, telephone calls, and letters.

Once the program is underway the contact must be continued, first to
check on the progress of the student presently on the job and secondly to
make way for a successor next semester or next year. In those eases where
students remain in the same job folloing graduation, they often call me to
send up a student trainee to succeed them when they have been -)romoted.

Another instructor responsibility, as outr.ned earlier, is the task of
lining up and arranging for guest speakers and field trips. He is also re-
quired to submit formal reports to the college.

Because of all the "leg work* and administrative detail, the college
credits the instructor with one semester hour in his teaching load for each
four students enrolled in the training program. On this basis my typical
class of 16 has a teaching load value of four semester hours.

Conclusion

By this time the benefits of the program should be obvious:

Students get practical, paid work experience that enable them to ease
into jobs following graduation.

The Advertising Specialization, the Marketing Department, the School of
Business, and the College get valuable feedback from a number of sources.

Industry has a pool of partially trained workers to draw upon to fill
part-time Jobs.

The instructor maintains his contacts in the field and is able to keep
up with the latest developments.
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APPENDIX A

BARUCH COLLEGE
The City University of New York

Department of Marketing
17 Lexington Avenue
Neu York, N.Y. 10010

* * * * * * * *

Employer's ReTort On

Work of Cooperative Advertising 7-ening Student

Company

Address

There follows a report, completed to the best of our ability, on the record

of Student Trainee

SIMPLY CHECK EACH FACTOR. 1O PERCENTAGE RATINGS NECESSARY.

Superior Good Fair Poor

Mental Alertness
Interest in Job
Application to Job
Work Attitude
Integrity
Relation with Erployees
Appeerance
Personality
Other

ADDITIONAL CONCNT

We hope to keep this student in our permanent employ: Yes No

We do not feel the student is equipped for the type of work now being

performed: Uhy?

We recommend that this student seek work in the field of:

Other comment which will help us aid the student find his proper job?

Date Reported by
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FIELD CCUSULT:-.:G IN PPN.:OTIC':1: flOME FRUSTRATIONS

IN 17F.E. TEACEI.7C, CF A Ni.;; rOvr.C.3 IN ADVE:TISING

by
J. PATRICE. KELLY

Assistant Professor of Marketing
Virginia Cormonwealth University

Purpose of the Paper

This paper describes the frustrations, anxieties and uhat appeared to be
the eventual success in teaching for the first time a new course in advertis-
ing contained within a new curriculum for a new marketing department. The

course title is 'rield Consulting in Promotion' and is offered each Fall
semester in the Nerketing Department at Virginia Commonwealth University.
,Briefly, the course provides an orportunity for a number of students to act
as an advertising agency for a local Richmond firm. The students conduct re-

search, design the campaign, avid actually implement the proposed campaign.

These experiences are presented in hopes of limiting the frustrations of
other individuals vho are contemplating the addition of a similar course to
their existing curriculum or to those given the responsibility of teaching an
existing course of similar design for the first time.

Backgroyknd

To provide an adequate understanding of the reason for the existence of
this course, L. sleinct background of Lhe rational behind the complete curricu-
lum may be helpful. Virginia Commonwealth University was created in 1968
through a merger of the Medical College of Virginia and the Richmond Profes-
sional Institute to become an urban university with the goal of serving the
needs of students through creative and varied pror,ans oriented to improving
the quality of life within this and other urban communities. Although a few

courses in marketing were offered prior to 1971, the Marketing Department as
such came into existence during tha 1971-72 academic year. (Tee Department

of Advertising left the School of Business in the Fall of 1973 to join the
S.:hool of Arts and Sciences as the Department of Mass Communications.) With

the new department came an unusual ol)portpnity and challenge; that is, the
development of a new curriculum comlLetely from scratch to fit both the needs
of the students and to fulfill the goals of the University.

The recognition of the formidable task at hand was obvious from the
;beginning. There were a number of questions to be answered such as: How

lcould the past experience of others be incorporated into the improvement of
;marketing education? How could the frequently overworked concept of relevance
be included without losing sight of the need to teach blth the tools and the
tradition of marketing disciplines? What could be done to encourage std eats

to look upon their marketing education as a beginning rather than the end of
their intellectual maturity in marketing? Hoar could concentrated areas o'

study be tailored to fulfill the students' interests and career aspirations?
And finally, how could the perceived gap between academic and ''real uorlda

marketing be bridged in the structuring of courses?
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Using questions such as th=e as guides, a number of specific objective-1
for the new curriculum were estohli.,hed. Frief2y, t!lese objectives pro-dded
an atmosphere for learning conducive to sclf-teach;ng rather than memoriz

tion., learning about the disciPlines outside tl.e clacsroom as well as within;
and taking the skills leaned in the classroom and applying them to real world

experience whenever possible. These objectives were used as the rational be-

hind the construction of a curriculum nod el. That model-is presented as

Figure 1. Although this paper deals with one course from the model, Bus. 470

(Field Consulting in Promotion), it was felt an understanding of the complete
model was necessary.

Curriculum Model

The model in Figure 1 represents the marketing portion of the four-year
program that VCU marketirg students take.. In addition, all narketing najors

take liberal arts and ''core'' business course selections consistent with AACSB

Criteria, along with a number of electives. For the marketing major, there

are a minimum of 27 semester hours in marketing, plus the Introduction to

Marketing course which is part of the School of Business ''core curriculum.''

Only nine cf the hours required must be fulfilled with specific courses; all

other courses within the model are electives.

Typically the student enters the strands sections (center portion) during

the junior year. The student may choose to emphasize one of the four strands

(promotional, research/behavioral, retail emphasis, or societal) or the stu-

dent may choose to work the model totally from a ''generalise standpoint,

selecting courses from each strand.

If the student chooses to spncialize in a particular strand, there is

one course in each strand designed to provide the "real world" experience

discussed earlier. If the student chooses the promotional strand, the real

world applications course is Field Consulting in Promotion. If the student

chooses the research/behavioral strand, the course is Marketing Research:

Application, in which the student conducts in-the-field the resear designed

in Marketing Research: Designs. If the student chooses the retailing strand,

he typically works with a retailer in Trends in Retailing in addition to

classroom instruction. And finally, if the student chooses the societal
strand, the field course is the design and implementation of a marketing plan

for a non-business organization such as the Salvation Army, Planned Parent-

hood, and so on.

In addition to the "real world" courses in each strand, the student may
also choose to work in a related field in the Directed Marketing Internship

course (top right of model). This course provides for approximately 3C0

hours of on-the-job training in an area selected by the student.

Even though the curriculum model became operational during the Fall of

1972, the Field Consulting in Promotion course was not offered until the Fall

of 1973. This allowed students to matriculate through oth Bus. 370 (Promo-

tional Strategy) and Bus. 371 (Elements of Advertising Strategy) before tak-

ing the field course.
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The catalog description of Field Consulting in Promotion states the
course is designed to allow students to ''apply their knowledge in marketing

and promotion to the resolution of an Ictual advertising problem facing a

Richmond firm.' With this course deacription as a guide, the course structure

has developed. The full intent was to select a firm, conduct sufficient re-
search to identify the problems and guide the students in designing the cam-
paign, perchase the media, place the advertising and evaluate the results,
Simple as a textbook approach, yet the real world provided a number of valu-

able frustrations-- valuable in that they were excellent learning vehicles.

The major frustrations are discussed below.

Problems in ImnlementRtion

Selection of a Client or Clients

Before asking a firm's cooneration in the course, it was felt advisable

that three requirements be fulfilled. First, the firm should not presently

be utilizing the services of an advertising agency.. Second, the firm should

be of sufficient size to alloy for a potential advertising budget of manage-

able proportions. And finally, that the firm be willing to work with a stu-

dent agency in the development of an advertising campaign and to actually

place the campaign the sttlents design.

After attemping to locate a cooperating firm through such organizations

as the Chamber of Commerce, Downturn Businessmen's Association, the Central

Richmond Association, etc., without any success, the author turned to his own

religious, civic and business associates for help. Finally, two firms were

located_and both indicated a willingness to cooperate. The first was a sav-

ings and loan with five offices in Richmond and the second was a surplus and

salvage grocery retailer. The latter has two stores selling a full line of

grocery products as well as appliances, bedding and furniture. The advertis-

ing efforts for the course would be directed toward the grocery department.

(For reasons which will be discussed later, the savings and loan was dropped

as a client and the course worked only with the salvage food retailer.)

The selection of a cooperating firm for the course will always present a

challenge. Gi.:en a year to locate a client for the next time the course is

taught should eliminate some of the frustrations of client selection. Time

itself will be a welcomed advantage. All of the recommendations for improving

the course and reduction or elimination of each of the frustrations will be

discussed in the conclusion of this paper.

Quasi A;iencv

The student agency is not an officially recognized agency; therefore they

could not receive a discount from media for placement of advertising. They

were not legally recognized as a business and could only play a somewhat

superficial role.

The transfer of funds for the ads were handled directly between the

media and the client. The media viewed the students as tart of the client's

team rather than as a separate advertising agency. The students were aware
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of this media viewpoint and resented -umewhat not being given the recognition
they felt they deserved.

Student PA:ency Structure

After the first three weeks of the course, it became obvious that if the
students were to act in the capacity of um agency they should be organized
into functional positions similar to those found in an agency.

Rather than facing a continued problem of all the students being in con-
tact with the client, an account executive was selected. This meant the
client would be dealing with only one student instead of the complete class.
Another student was assigned to head up the media department, the creative
function, marketing research and so on. Because there vere five students in
the course; each student performed more than one function. This organization
of the students into functional positions with defined responsibilities elimi-
nated the seemingly endless discussions about each decision to be made within
the various functional area.

Assigning students to functional tasks solved the problem dealing with
decision making but brought to the surface another problem. It's one thing

to assign someone to the position of art director and another to ask him to
perform the position of art director, copywriter, creative director and so on,
relative to actually creating advertisements. Ue soon learned that there were
a number of the mechanical skills of preparing advertising for which our stu-
dents of marketing were not prepared. So when it came time to actually create
the art work, the agency had to go outside to find a qualified artist to pre-
pare the camera-ready art work. This cost the client additional expense
which actually should have been covered by the agency's commissions.

Conducting the Research

Because these studentS had chosen the promotional strand from the curric-
ulum, they all had eliminated the Research Designs and Applications courses
from consideration. Therefore, their backgrounds in actually conducting con-
sumer research were minimal. This required a crash course in marketing re
search with the instructor Preparing more of the research structure than as

anticipated. The questionnaire, tabulation and computer program were all
written for the most part by the instructor. The actual interviewing of cus-
tomers uas completed entirely by the students. Although the students learned
a great deal about the value of research in preparing campaigns, this extra
burden was an unexpected frustration for the instructor.

Transportation

Although the cooperatin3 client was located on a major street leading
toward dcwntown Richmond, there were no mass transit buse:, which came even
close to their location. It wasn't until we agreed to meet at the client's

place of business after the first class that the transportation problem came
to light. Only one of the five students had their own transportation. It

never occurred to the instructor that the agency would have to provide trails-
portation to its employees to conduct the interviewing, to visit the news-
paper office, to pick up direct mail pieces from the printer, and so on. The

452
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trar.:portation -croblem reflly rolved. We just seemed to cet by

somehow. The instructor Provided some of tilt: trant:portat!_cn and one of the

students Provided the: rest.

Channel of Communication

Because the inst,.actor had made the initial contacts with the firm, the

client felt it necessary to use the instructor as a middleman for communica-

tions between himself and the students. For a while, all communications were

handled in this two-stage method. From the client to the instructor and then

to the students. The designation of an account executive eliminated a por-

tion of the two-stage process, but not entirely. This Problem may have re-

sulted because of the client's inability to reach the students during his

working hours and the students' other course work.

Course ScheCule

To allow students to discuss their individual functional problems with

other members of the class in detail, the course ,meeting times were estab-

lished in a single block of three hours on one day instead on one hour a day

for three days as is customary at VCU. This meeting time arrangement had

both its advantages and disadvantages. We were able to accomplish the dis-

cussions of problems within the time constraints of three hours one day a

week, but this time frame did not fit the client's needs for student contact.

The savings and loan was dropped as a client because of their needs for

instant action. During this semester, the financial industry was undergoing

a number of rapid changes. Banks as well as savings and loan associations

were changing interest rate offerings on almost a daily basis. For example,

the savings and loan client learned on Tuesday afternoon of a new interest

rate regulation. They needed an advertisement in next morning's paper telling

of the nt-v higher rate. It was impossible to involve the students in this

type of crisis advertising. Because of their needs to act immediately with a

large portion of their advertising and the turmoil within their industry, it

was felt that they could operate best without help from the students.

Anyone who has worke.1 in an agency is aware of the ''needed it yesterday"

approach to some advertising schedules. Even with an attempt to design and

implement a well-plcnned campaign, the client had a number of "needed it

yesterday" ads to be placed that could not be effectively handled with the

students meeting only once a week. In some weeks, the students ended up meet-

ing every day .o handle the panic scheduling the client came to demand.

Local Media Capabilities

Because the client's market is local in nature, all media used were also

of a local nature. This somewhat limited the exposure of the students to any

form of an elaborate national media plan. For example, the two newspapers

are owned by the same agency and have about the same per-line rate. Although

Richmond carries all three national TV networks, only two are local. The

third is carried by a Petersburg station, 25 miles South of Richmond.

The students and client soon learned that all of the local media were

equipped to perform the functions for the client that the students were
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atterzoting to perform. The -:i;:ws-,:s-rder la;rout and copy people, -t:va TV sta-

tion; could write the spots, Lad the radio stations bad copywriters on their
staffs. It soon becaze obvious to the client that he could obtain about the
same result by bypassing the students and worhing directly with the media.
The largest ad of the cammign was placed directly with one TV station to be
run right after ThanIzzciving when t:le students were on break. Although the
students had planned the campai3n, the client became involved in its schedul-
ing and so on.

If nothing else was accomplished for the client, he became aware of a
number of advertising options which he previously had not considered. He in
creased his advertising budget, began using a number of new media and became
avare of the benefits of advertising. The client feels the advertising car-
ried out by the students has had a direct relationship to his doubling of
sales during the Fall of 1973 and early Spring of 1974.

Concision and. Recommendations

Tne experiences of the past semester have provided a number of insights
into the teaching of this type of field course in advertising. Some of the

recommendations for the next time the course is taught are provided below.

1. It is recognized that selecting the proper client will always be a problem.
The goal of selecting a firm not presently using an advertising agency
seems to be a valid one. There are two specific recommendations to be
made in this area. First, involve the students more in the identification
and selection of the client. This may eliminate the client's continual
use of the instmotor as a middleman between the client :_nd the students.
Secomi, once she students identify a potential client and the instructor
has approached the client and requested cooperation in this course, the
instru or should for the most part end his contact with the client.

2. Attempting to sc2ect a client close to school to eliminate the transporta-
tion problem may be too limiting in the selection. The lack of transpor-
tation mz.y be a continual w:oblem which will need to be faced each semes-
ter.

3. As soon as possil-le within the course, organize the students into an
agency structure. This can Le a2colzplished by either allowing the students
to decide who will fulfill the various positions or by the instructor
appointing individuals to various positions. An alternate to this approach
is to divide the stulents into teams of two or three and utilize more than
one client in the course. Tni. s latter option has additional merit as wAl
which will be discussed in recommendation 6.

4. It was felt by the students that one of the most usef61 aspects of the
course was the research conducted to base the remainder of the campaign
upon. Understandably, this research provided usefUl guidelines for a
number of strategic advertising decisions to be made. Because of the

usefulness of the research, it is recommended that more emphasis be placed
on this portion of the course. Also, possibly requiring a pre-requisite

of the Market Research: Designs course.
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5. Rather than scheduElg the colirse f.:.r a sinjle three- -hour block, it is

recommended that the course meet on a three-day-a-week basis. This

sh.;uld r.;11ow for maximi-.1 exposarz! 1,o the clier.t's daily problems, as wer.

as a2low sufficient 1,22.-a for the studen'us to coordinate their activities:.

6. Although the COU20C w%s (5signo0 to allow the students to see an advert.ls-

ing problem through to '..ts uition, a more realistic goal may be the
cone...Acting of research to detenune the problem and then a mixture of the

development of a mock campaign by class members organized into teams of
two or three students, as well as the Placirg of a limited number of
actual advertiseLents. The students felt the creating of an advertisemezt

and seeing their ad on i r or in the newspaper made all the little frustra-

tions of the course worthwhile.

Most would agree that hindsight into a problem is a valuable commodity to

have. hol3efully this pups has provided SO73 hindsight into the problem asso-
ciated with the teaching of a new course, in a new curriculum within a new

11srketing Department. Some of the frsutrations have been specific to this
course in nature, but ho-oefully the hindsight gained by this instr"ctor can

minimize the frus:,rations faced by others.
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PIlSPE:;TI"[ES Cu - (2) G.r.'EttTIVT: CUTIP.ICULTRI

EXP22IMEATAL APPP.CPCHIS TO COPYWRITING

by
JOHN T. RUSSELL

W. ROUALD LAM
School of Journalism
University of Georgia

We in the field of advertising education occasionally fail into the trap
of considering advertising, and more specifically copr.T.riting, an art. The
basic premise of this paper is that copywriting is no mare an art form than
marketing is a pure science. Too often the term art is used to excuse our own
inadequacy in defining what we are accomplishing in the classroom.

For the last several years Professor Lane and mr...elf, among others who
teach copy at the University of Georgia, have become increasingly concerned
about the state of the so-called art of copywriting. This initial soul-
searching centered in on three questions:

1) Wtat is the typical copywriting course designed to accomplish?
2) Were there more effective mthods of copy instruction ;Ilan those

presently being used?
3) Were there more objective means of measuring students' copywriting

efforts than those we were presently using?

Objectives o± Copywriting Instruction

It was somewhat embarrassing that hard questions about the purposes of a
couise which had been taught for several years were so late in being asked.
There were almost as many ideas about the major objectives of the course as
there were instructors. In order to atterpt to investigate this problem we
first asked students what they wished to get out of the course. From student,

as well as instructor, inpat we came up with the following priorities:

1) To give students an appreciation of advertising copy and advertise-
ments as part of the marketing and promotional mix. We found that

only about ten percent of our students wanted to pursue careers as
copywriters. The,cemaining students wanted a knowledge of copywrit-
ing since they would have peripheral contact with copywriters as
account executives, media buyers, etc. In addition, a surprisingly
high percentage of students (approximately 25 percent) were not plan-
ning careers in advertising and would be utilizing their knowledge as
consumers.

2) A second purpose for the course, more often mentioned by instructors
than students, was to develop discipline and an ability to follow
directions. Some students and instructors mentioned the advantages
of developing a creative, inquiring attitude.

3) Finally, the course should strive to turn out competent copywriters
ready to step into the field of advertising. Among this group we
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have always tal.en es gosFel a cuote from David Ogilvy:
Nobody can write goco . copy unless he can write lucid:ly

in the firyt place. fot a Cod wrIte... cannot write good
advertisements until has imrsed himself in the marts o±
trade, studied the reslities of salesthanship, and ccquired a
working knowldje of copy research,

Methods of teachimalLem

Armed with the commen_s of students and faculty, an examination of the
structure cf our cow classes was begun. At that time (1968) the single copy
course, taught in the School of Journalism, met the traditional five days per
we for fifty minutes. The first step in an appraisal of copywriting in-
struction began with the structure of the course, given the goals and objec-
tives sought for our students.

The first change implemented involved the minority of students desiring
careers as professional copywriters. In 19C0 a new course entitled Advanced
Copywriting was instituted to provide the type of indepth instruction needed

by these students. One of the pnlor recurring student criticisms voiced in
the earlier study invelved the lack of opportunity for copywriting instructinn
beyond the introductory course. The advanced coarse was designed to give
students individualized attention, in small sections and in a more realistic
environment than could be provided in the initial, required copywriting
course. At the outset a writing test, graded by the advance copywriting in-
structor, was administered to all potential students as a requirement for
adnission to the course. After two quarters this procedure proved to be in-

przctica,l. At the present time the requirement for admittance to the advanced
course is a grade of "A" or dB" in the first course.

The advanced course has worked well. Both students and faculty have

expressed their enthusiasm for the concept of an introductory "consumer'
oriented course and a more advanced "professionally" oriented course. In-

structors now feel they can place prcper emphasis at both levels without de-
priving either group of students of needed instruction.

Instituting the advanced course did not, of course, solve all the problems
associated with the introductory co-y class. In order to give the student me':e

opportunity for supervised writing, several alternatives were tried. First,

a class of one hour of lecture and two, t:o-hour labs per week was scheduled.
This seemed more satisfactory than the five one-hour lectures, but instruc-
tors compl:dned there was too little time for lecture, especially since stu-
dents resented lectures during what they considered lab periods.

A variation of this lecture-lab schedule was to Y-ld two hours of lec-
ture and two, two-hours of labs per week. This arrangement proved to be the

most satisfactory for students and instructors.

The preceding changes were, for the most Part, structural and adrlinistre-
tive in nature. There was also an awareness that there was a need for cirinr,es

in content. An experiment was initiated where two methods of classroom in-
struction were used. In the first the instruction was centered around
lecture periods with labs devoted to practicing writing skills. In this class
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most instruction was fom the fsr.v1t:- m-mbF.r to the class as a whole and from
the imstruetor t indlrin..,a ht.:cent:. ri*I-_ce- ijttle, if any, interaction
lactw:en class ...ashe=s.

In the second coy cla_..s the c-c.e lab s,ssion per reek was devoted to
critioues of af.vertioaT-ints. At LfS.C. thee calvertiseme:nts were cli?ped from
the media and brcLSilt to class. inter critiques involved advertisc%cuts
written by class meffters. The critiq,:e isLned proved to be much more =Pular
than any other uethod tried.

One nroblem still e.ists in all of these methods and that is the over-
rheiming orientr.tion of the course. It is very difficult. to duplicate
print critique voss(ns :lit(' troc::cast advertising. From a practical stand-
niint it i3 difficult to obtain 'bad' advertisements to use in such sessions.
Z.10 critique of broe.dcast advertising consists essentially of story-boards
dene ty class members ana vicuinr. o: 'Clio winners or other samples which con
be obtained from local stations on an irregular basis.

:4easuring Advertising Tffectivcness

lie thirl question concerning the course wan the evalr.mtion of student
writing. For the most part practical con Aderations have forced us to adopt
the 'instructer-as-goci- methoe. P11 of us have felt the inadequ%cy of placing
rraies on ais with nothing more to 0 on tbcn our intuition. Frankly, after
6ravoling with the Problem for owr five years the solution seems all too illu-
sive. Uhat follows is a short summary of some of the attempts at student
advertising evaluation.

Some of the techniques ::ere Proeedurial in nature.

The first step in evaluation of Stu :.:''t work is determining, for e^.ch
assi,-.nmont, a rrn;:ing criterion pi.Lor to watually aFsi,ning the advertic-
ment. 2his st,..ndardi-.:ed criterion has tuc advantogco. first, it prevents the
inztructer frola cioyi;..ting from hit. or;:inal assig-c.ment. And, when presented
to t^e. clans 11 the foru of a copy plaT,ferr, it males the writing of classroom
copy Lore retlistic. The instrustors.; crit:rioa substitutes for the market-
irg, psfeaolc-;icra, a: ion and in;tiZltio.:al objectives present in most adver-
tisements.

tren aftt.r a standardized criterion for advertisement evaluation has been
drawn up, tha f.s not yet complete. SL.ch a set of slandards only parthily
clim:nate bin:co ea nr:rt of tne instructor. Max. of the grader will pre
vmt any er:aluatlon fro-.1 being objective no xi tter how stringent the grading

rte bias of L'aa inAructor toward the writer of the advcrtiscmcnt is
one of the most ebvicus, ant at the SCM2 time one of the easiest to correct.
°nee the i-strurter admits thst such biases can c:cist he can correct the situ-
ation by as%ing writers to Put the nancs on the bash of the advertisements
and then he may grade them anonymously.

Another, more subtle, bias which mizht creep into such a grading sittkation
is the sin-le-stimull.'s effect. (Wilbert Hcheschie, Teaching Tips (Ann Artor,
kichigan: 11.0 George Waiter Publishing Company, 1963), p. 84.)
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Papers which are read first ere .-,aded ia term,. of sere absolute

standard which pre:en-ably eepre,;-es vhet :he grader thinhs ougnt to

be in such an eear5ratien. leech, h':.. C.'.', pelers get graded in

terms of a frame of reference e-:1.eblir'eed by the character of the pre-

ceding papers. Because of telfs, first, pepees in a group are often

graded against a eLende;. c:' eeeellence leeich is higher than later

papers. The same thing hapee.as in the case of an average paper which

follows a group of unusually goed eaters. (Ibid., p. 84)

Some of the biases we have discussed are very difficult to overceme. One

way to evaluate classroom copy more fairly is to have it graded by more than

one person. ;Idle this procedure cer:ainly does not eliminate some sources of

bias, hopefully they will be diluted among several graders. Recognizing the

limitation which multi-graders presents, another alternative method is for

the instructor to evaluate the elvertisements at two different tines. In

those cases : *here there zee gross discrepancies between the first and second

evaluation, special pains can be taken to reevaluate the advertisements. In

some cases it might be vise for the grader to write an advertisement using

the same information given the students in order to get a better idea of the

difficulty of the assignment. The instructor must develop the grading pro-

cedure most satisfactory for hia. However, being aware of the kinds and ex-

tent of grading bias will make whatever method he chooses more effective.

As tine is short let me discuss three experiments which are indicative of

the kind of woek we are doing.

The Creative Process

All of us on the creative side of advertising have given lip service to

the various stems of the creative process. Two of those steps are the period

of priming and incubation, the periods of contemulation prior to coning up

with a single idea or arproaeh for en ad. While we probably talk about incu-

bation, little has been attempted in the classroom in this area.

In this ;articular experiment we took matched groups of students taking

our copywriting course peer the period of a year and used four variations of

these creative st-ps p2 a control group. The five groups were labeled:

1) short prise, incubation, 2) long Prime, with incubation, 3) long prime, no

incubation; 4) short prime, no incubation, and 5) control, no prime, no incu-

bation.

Operational definitions:

1) Prime - the students were -primed' to enrage in the creative process
by shoving them a series of slides consisting of rough layouts, finished ads

taken from the media, and short statements of creative cliques (action words

are selling words). Short prime was 10 slides, long prime was 20 slides, each

taking three seconds.
2) Incubation - the students were told to think about the ads they had

seen and the creative process in general while classical music was played for

five minutes.

4

When the appropriate variables had been completed the student:: were then

given a normal copy assignment. The ads were then graded by the instructor
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with letter iErad, and t'.e copy -i^s air:, applied to the Riese) ''Hupc3n Inter-

est' and "Ease of lev-.11r.: formils. of ench group were then e(,r21-

pared to the mean of ure2.:,. otb,:r ,;r:),:p. The r-irltL: which are shown in

Table I shored on2y t.l?o com:)ar!.nons r.i.;niic. at the .05 level. Both tbe

short and long prime ineuction Fjr-:114-: slrocTA. sicaificaat when conpared to

the long prime no inc,ihatj-in i7roul. However, it is imortant to rel;ort that

different is not necessaiily since the relationship be-
tween readership tests and creative writing is highly suspect.

TABU; I

Comparisons of Mean Scores for Priming
and Incubation Variables

x of Flesch
Lase Scores

Comparisons
of Group= DP

49

69
60
41

66

57
38

T Score

Grcup I
II
TIT

IV
V

59.73
56.85

53.51
47.62
52.68

1 & 2
1 e.: 3

1 ::: h

1 & 5

2 & 3
2 & 4
2 & 5

0.70
1.70
2.93
1.39
0.87
2.15*
0.79

3 a 4 77 1.61

3 & 5 53 0.17
h a 5 49 0.95

*.05
x of Fle:;ch Hurlan Com7:xisons

Intr-r:st Scorcn of Grepps DF 5! Score

Group I 32.39 1 & 2 49 0.51
TT 30.96 1 & 3 69 0.63
TTT 30.84 1 is 4 60 0.93

TV 29.32 1 a 5 41 0.44

34.90 2 & 3 66 0.01.

2 Z: 4 57 0.50

2 & '' i 38 1.24

3 & 4 77 0.54
1 P, 5 58 1.27
4 a 5 49 1.41

Readability Tests

All of us would like to be r,ble to apply some objective measure to
the. copy our students write and apply this standard rather than our own intu-

ition. also recognize if there were such a fool-proof system, the adver-
tising industry would not have so many unsuccessful ads. In any case Ron and

I have been interested in applying readabllity tests to student copy and one
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experiment in this area sho,:red irt_resbing differences after copy

instruction.

Mathodolryi.

The subjects of the erp:_riwent:

The subjects of the present experiment vere junior and senior college
advertising students, divided iin0 two matched grou2r. The first was the

experimental f"-OUD of 65 studen:s carolled in three sections of a copywriting

course. Of these: 66 students, 53 eomPleted the experiment and comprise the

experimental group. The students it included in the experir_ental group ware
absent from class either the first or last day of the semester.

The second group number 18 students, of which 14 completed the 'before-
and 'after" writing assignments and made up the control group. As far as

possible the control grcup was selected as a matched group to those students

in the experimental group.

Instructions to subjects:

The instructions to both ,rroups of subjects were idential. At the begin-

ning of the sLmester each student in both the experimental and control grouros
as instructed to write a short advertisement of UD to 250 words direct id to

fellow stu:lents. The advertisement was to deal with a typewriter. Other than

the general topic and the length the student was free to approach the problem

in any way he wished.

At the end of the semester the saae instructions were given to both the

control and experimental groups. The following is a discussion of compari-

sons between the before cud after sxmles of each group's writing and compari-

sons among the four sa'rpies of writing.

Resu5ts of the Readability Measures and Extort Opinion

Dale-Chan:

The effects of the course on the Dale-Chall measurement of language
difficulty aze sum-carized in Table II. The 't' tests, presented in Table II,

show that there were no sinnificant differences between the three pairs of

mean tests.

A raw score on the Dale-Chall formula between 6.o and 8.0 (7th to 10th

grade) was co: >i acceptable for this type of material. The mean score

for the ex:)erimeetal P,.oup not having taken the course was 7.1206 while the

group's mean scola was 7.2941 after the students completed the course.

These results from the Dale -Ch l). formula coincide closely with what one

would expect. A class of college students, whetber haying had a -Jriting

course or not, would be e7pected to be familiar with the general languag.s

level of most written material.
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1'1 rr T.

ConTtr'ss:/s cf :alns, iy 't' e,f Pormula

E:merimental
Group Before & up !ftc

Control Croup
Before

Control Group
Eefore

* = .C1

Control Group
kfeer

E:-Parimental

Grouo Before

1.96

1.02

It was felt that the wide dissemination of aavertising using basically
.4he same stamdard vocabmlary micht provide most se ants ef the i:;:mral
the ability to write at the proper level of language difficulty.

To partially test this assumntion a group cf 15 persons, whose only
characteri:tic in coma= s thc fact that they had never had any academic or
professicnul writins ccper.once, was chosen. These people were given the s: m^
instructions as the original writ,!rs, but the only concern was the le-vel of
difficulty at which they wrote. The mean score for this Group vas 7.1001.
This figure was soieblhat hi,rier than ;he before experimental group but iris not
sirmificantly different. From this mther cursory study of nuntmined
writers, it seer s that People do in se e_ way Li mw tIte language level at
which general material should be ritten.

Thr. Flesch "Yuman Interest Forvula-

The effects of tha v-riti.4s course on the Flesch !:uman interest Formia"
,re summarized in "!able III. The t" tests (Table III) show a sienificant
difference in the neLns of the before and after experimental groups.

TAMS III

Comparison of ..eans, by "t" test, of the Flesch
'human Interest Formula'

Experimental Experimental
Group Before Group After 5.51*

Control Group Control Group
Before After .145

Control Group Experimental
Before Group Before 1.20

* = .0'
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An accentabe rau sznre on Vie ?lcseh aHumln Interest Formula" for the
material was 20.0 to 60.0. The Teem the eeprinental group prior to talc-

ing the course W30 25.6. Their :;_e.o.i.e after tn- c-Ju.-zti increased to a meen of

35.1 for a difference of 9.5 (or an incre,! of 37.15), significant at the .01

level.

The significant change scor.,,d on the Tlesch test by those students Ewing
had the copywriting course indicates an awareness on their part of the in-

tended audience. This awar-necs is emphasized by most copywriting testbooks.
The evidence, while not constituting conclus4e proof, seems to indicate that
the student writers in proved in this aspect Jf writing by a substantial margin

after taking the course.

Uhile the Flecch test is a measure of humat interest it is also a measure

of the importance the writer places on his audience. If the writer has at-
temrtcd to comlunicate with each member of the audience as an individual, this

will be reflected in the Flesch score, but more innortantly, it will usually
produce better advertisements.

Obviously, a high score on the Flesch formula does not assure good adver-

tising. For example, the Flesch formula does not consider whether the material

will be understood even though it is directed toward the proper audience.
However, a very law score or. the Flesch test should cause some concern for the

copywriter and lead to a reevaluation of his work.

The Close Procedure

The effects of the copyewiting course on the close procedure are sum-

marized in Table IV. The rt: test (Table IV) of the mean scores shows the
experimental cost - writing course group nerforned at a significantly higher

le-.rel than the experimental Pre-writing course group.

TABLE IV

Com)arison of means, by test, of Close Procedure

Experimental Experimental
Group Before Group After 4.85

Control Group Control Group
Before After 0.00

Control Group Experimental
Before Group Before

*= .01

.05

The advertisements in both the before and after experimental groups had

a total of 12,000 blanks each. This is an average of 23 blanks and 10 graders

per piece. The before-writing course group showed 6,452 correct blanks or

52.7 per cent. The after-writing course group graders correctly filled in

9,503 blanks or 68.2 per cent. Its Table IV indicates this change is signifi-

cant at the .01 level.
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it was felt at the outset of the present experiment. that the cloze pro-
cedure would be a critical tc.st of the effec:iveness of classroom cooywriting

instruction. The clone r:.-ocedui-e .nt-.feCVLS Imay of shortcomings of other

standardized tests of language difficulty. By putting the emrhasis on total
meaning and understanding of a nessoge it avoids the pitfalls which may occur
by. a reliance on sentence 1:-.11,th or selected words as a measure of language

difficulty.

The three types of objective readability tests (form, analysis of con-
tent, and overall comprehensibility) used together offer the best hope for
standardized evaluation of writing. Just as written material may score high

on the Flesh test, but not be understandable, the same material could easily

score well on the doze procedure, but arouse no action from its auaience.
However, several tests may provide information not available from any one

test. The problem becomes a Practical one since the application of these
tests is extremely time consuming especially when the results are of limited

usefulness.

Another obvious Problca cf such tests is that they only apply to the
written portion of an ad. They cannot be used in adz where the major concepts

are visual. Furthermore, a well written ad can be ruined by a poor layout or
visualization, and yet this will not be reflected in any of the readability

tests.

Multi Judgments of Advertising

Since most of us are forced to rely on our own judgment, we tried tc
make some determination about the consistency of such grades. We ashes four

professional copywriters and four members of our staff who had taught copy
within the previous year to rank 134 student ads on a scale from 1-7 (seven

being the highest). The results in Table V were revealing.

TABLE V

Extent of Agreeaent Among Expert Opinion Scores

Differences in
scores of graders

"done 1 point 2 points 3 points 4 points 5 points

23 40 33 25 12 1

17.1% 29.3% 24.6% 18.7% 8.9% .75

From Table V it can be seen that experts a:Treed on the value of an
individual piece in only 17.1 per cent of the 134 examples in the experiment.
The two graders differed two or more points on 71 (52.9 per cent) of '.1fie

material. These figures point up the major disadvantage of relying solely on

judgment in evaluating writing. Just as th:Ifexperts in the present study
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shevcd a great deal of ir.:onz:5tency it rir;ht be e::!..)-2etcd that a letter grads

evalu?.tion in the cles:Iroon trou.'.d dei-)nr-k,rate. the same lac!: of consistency.

At first examination of the reEqlts of t:re exi?ert opinion scores it Van
felt that the aifferences anon= 1*.e vt..rious gradQrs might be (hie to the fact

that professionals and tc.ohtrs Lid different standards of evaluation. Since

she material as assigned to gralers oe a random bazis there were many in-
stances where two teachers or two professionals the sme
van cler from eamining each sa:;le thdt the inconsistency of expert opinion
vas not solely a result of academic-profecsienal differences. In fact, of

the 23 pieces receiving the sane score from both professionals and teachct.s,
11 had been graded by someone from each group. One interesting fact is that

is seems much easi,:r to agree on a good example than a bad one. The avera:e

grade on the 23 pieces which received ale same grade from both graders vas
4.8. By comparison the mean score for all 134 samples ves 3.4.

I would like to close with a Plea for continued experizentation into
both the creac,ive process and the evaluation of this process. We also have

to keep in Lind that the ultimate success of a ad is in the marketplace and

consequently always beyond oui grasp.
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Few would argue, in 1974, with the value of pretesting television

commercials. Viewing in the average American home is currently at the all-

time high of 61/2 hours per day, and the cost of commercial time runs as high
as $120,000 a minute in a weekly TV series. Mistakes--in the form of con-/

fusing commercial messages, vague references, and boring or misleading
claim;- -are exneLsive.

Commercial testing firms, such as Audience Studies, Inc., in California,
measure four different audience reactions to TV commercials: the extent of

interest generated second-by-second, the amount of involvement of audience
members with the commercials, the degree to which each commercial communicated
its sales message, and the extent to which each commercial influenced respon-
dents' de-Ares for the advertised products.

Such attempts at determining attitudinal response are noble--and note-

worthy. But long before the pretest, copywriters have the opportunity to

apply research of a different nature to the actual creation of their commer-

cials. The behavioral sciences provide a rich fund of information from which

to draw, social - psychological principles, culled from decades of scientific

studies, are relevant to commercial messages, and can often assist copywriters

in their selection of themes and demonstrations.

For exam:Ile, college professors and psychologists alike maintain that

things which are understood when they are learned are often better retained

than things memorizeu by rote.I Mere repetition of facts, claims, or in-

structions is of no Great value unless the television viewer has some meaning

for the material in auestion. Green Ciant vegetables claim to be tender,
moist, fresh, and full of flavor--but commercials are a far cry from mere

'factual lists.' On the contrary, the Jolly Creen Giant (and recently his
side kick, Little Green Sprout) grow, pick, cut, and pack the vegetables right

before our eyes, so we have at least a basic understanding of how and why
claims are true. Similarly, not long ago, a television campaign "proved" that

Del :Ionte foods were selected with special care...so viewers might understand

the reason behind the advertiser's promdse.

Given a basic understanding and perceived relevance to his own state of

affairs, a person learns more effectively if he's exposed to information over
several periods of time than if he's bombarded in one fell swoop.e- Cheer

detergent's commercialfpresent the "All Tempa-Cheer' promise in varying sit-

uations over time: the expectant father left home to do the wash, the unknow-

ing brother washing his clothes before a special date, and the college s'-udent

doing his own wash for the first time. Different contexts...different expo-

sures: but the same basic message.
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When mechnnical shills are invo:,:ed, asychclogists have found that
learning is erEelecd when svbjects ces rl.aeo themselves (rentally if not
physically) in roles uf perf:rmer-.3 ln otter word,, if a person can see a
task completed as it would appear to him if he were doing the job himself,

his gain, from a learning point of vjew, will be maximal. Hence, we find

easy-to-operate Kodak and 2o1 arcid cameras demonstrated clearly and specifi-
cally on the TV screen.

Assuming a basic learning situation is present, there are ways to improve
the speed and ef2i iency with which people master new s'Aills or grasp new
ideas. First, demonstrating errors in performance can lead to increases in

learning.4 Since neophytes in a given capacity are hound to make mistakes, a
learning situltien which takes the into account is bound to reach wrongdoers

on coLmon groand. Cr e series of commercials features women whose Clorox has
been taken away...and they proceed to wash with their regular detergents.
Results show clearly tint washing without Clorox is less satisfactory than
washing with it. Or, recall the "uncomfortable.' situation which arises when

the small car car-pool gets crowded. In this case, the copywriter's sugges-

tion for solving the dilemma is expressed by the two-fold question: 'Aren't

you glad you use Dial? Don't you wish everybody did?"

In a related area, studies have involved m,,ssages presenting "both sides"

of an issue (the pros and cons, positive and negative aspects, or "right' and

"wrong" ways of assessing a situation). As in the case of demonstrating

errors, research has shown that, in most instances, two-sided messages are

more effective than one-sided messages in eliciting a desired response
(especially when the audience is exposed to counterarguments, as they certainly
are--daily and hourly -in the case of advertising) .5 A recent TV campaign for

St. Joseph aspirin actually makes use df the other side- in its claim:

"We're better...and their test proves

Second, a knowledge of results leads ta.improved learning.6 Research has

shown that achievemeKt" and "success'' are me.jor American value orientations,
and indicates that knowing "how well they are doing" can be a great aid to

people pursuing a new learning experience. Then, when the road to accomplish-

ment shows some material comfort (another value orientation) at its end,
additional gains in learning can be expected.7 Copywriters on the Grecian

Formula 16 acco,nt.pursued this line of thinking by demonstrating, in step-by-

step fashion, the "progress men could hope to see as their gray hairs disap-

peared.

Related research has involved messages containing explicit conclusions
as opposed to ones leaving conclusions implied. Again, it appears that the
more specifically defined the path of action to a goal, the more likely that

path will be fol1owed.8 Regardless of the derree of audience commitment to

the subject, attitude change has been more favorably affected when messages
stated end results than when they merely implied what might be in store for

message recipients who responded.9 Scars Die-Hard battery commercials leave

no doubts in viewers' minds that the product performs. Cars stand for several

hours with engines off and headlights on--ani the one with the Die-Hard bat-

tery is the only one that starts.

Third, any message is more easily learned if it does not interfere with

previously acquired habits or 'neliefs.10 Practices involving perceived
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threats to ineie.ithial ileedeAs or prcrryess, for 5:potence, or those deemed

ractical or inefficient cannot hc,x to be '.'':tepted--at least not rec.dily. 11

In fact, advertising suecee:le onlf 1,Len it dra..es UP-dil existing attitudesand

shove, consumers how their own intertets cenclde with promises of product Per-

formance or with the goals of a service orgenizetion. Research has also shown

that material which seppots a re:zoa's cars: pot -,It of view is better retaineq

than is material containing conflicting

For many Americans, items associated with Nature are 'pure," "wholesome,"

and "healthy.' Post Grape nuts eonerercials capitalize on this image and posi-

tion thei. product as the "back to Nature cereal." Similarly, Chiffon marga-

rine's "It's not nice to fool Mother mature'' campaign emphasizes its product's

proximity to :ure butter." In both cases, copywriters have taken advantage

of audience predispositions.

Finally, despite all effcrts to the contrary, people's rate of forgetting

tends to be very rapid immediately after learning has occurred. Although

communication studies have shoen varying percentages of recall at intervals

following message exposure, there is general agreement that an initial recall

rate of around sixty percent dzops quickly, and then levels off at about

thirty percent after a period of four weehs.13

In any persuasive situation, therefore, repetition seems mandatory--but

what kind of repetition? A study inrolving news stories presented in three

media (newspapers, radio, and television) on a given day found that the items

presented most freauently were the ones which shoved the greatest audience

recall, regardless of the medium involved.14

Repetition of claims within a given message, however, also increases

retention. Furthermore, repetition with variation enhances both retention and

incerest.15 Research sponsored by the American Association of Advertising

Agencies shoved the importance of "contincally refreshing the creative work,

lest some of it pass into limbo."10 Audio and video for McDonald's restaurant

commercials repeatedly reinfoice each other in getting across the 'You deserve

a break' theme. But across commercials, the reasons for 'deserving a break"

range from: a harried day of shopping for Mom and the kids, a father-son out-

ing, and a case where Dad's away and Mom has to be both mother and father...to

a family scene in which the neighbors get the fastest service because they

choose McDonald's instead of a traditional restaurant. Variation aids memor-

ability and, through viewer identification, credibility as well.

A popular research topic for core than fifty years has been the subject

of primacy versus recency--the early or late placement of key material in a

message or series of messages. Although factors such as audience interest in

the message content, and familiarity with topics presented, may have an effect

on the debate, one solid conclusion can be drawn from the large number of

studies undertaken in this area: placing important material at the beginning

or the end of a message is superior to 'burying'= it somewhere in the middle.17

Television commercials should play is safe and (in keeping with the above

d::.scussion of "repetition") go for the beginning and the end (and, when pos-

sible, the "middle' aL well!).

Now...what about terms such as "attention,' "interest," and "persuasion"

in the creation of television commercials? Since a number of experiments have

been conducted on their behalf, it seems appropriate to examine then here.
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As early as 1929, communication rosearch examined "vividness" devices
used as attention cues in oral message;. The most effective ones included

pauses and the speaker's use of -now get this" before an important state-
ment.lb Similar findings were made in 1945.19 Apparently, listeners regarded
these two devices as indicators that somei:hing unusual or otherwise noteworthy
was about to be said. Today, television audio tracks employ musical "stingers"

and other sound effects (as well as voice patterns and verbal suggestions that
an important item is up and coming) to cue the attention mechanisms in viewers.

Various snack chips (particularly Dorito) use the word "crunch" quite liter-
ally (and arrestingly!) in TV commercials...and the lead-in to numerous jin-
gles invites viewers not only to pay attention, but even to sing along.

Other devices in television, affecting both recall and credibility as
well as attention, are vocal inflection, diction, and gestures. The more

interesting the inflection, the clearer the diction, and the more dramatic the
gestures, the higher the rate of recall and the more believable the message.20

Few would quarrel with the ability of moving pictures to place viewers
"at the scene" in television commercials (and, hence, aid learning as was
previously pointed out), and to impress upon them the value of a particular
promise or reward. Several studies have, in fact, discovered that video ele-

ments in televised messages often generate higher recall than do audio ele-
ments, especially in the case of complicated materia1.21 Maximum recall can
be obtained, however, when audio and visual elements complement each other
(that is, show and say the same thing simultaneously) .22

Regardless of whether a picture, therefore, is worth a thousand, ten
thousand, or a million words, it appears that given the choice (in what is,

granted, a very visual world), people would rather look than listen. And

maybe, in a society that's continually emphasizing leisure, they find "look-

ing" a little easier! Naturally, then, when locking and listening complement
each other, the task of comprehension becomes simpler still. Thus, it be-

hooves copywriters to superimpose the emct words spoken (if they're going to
super claims at all); if the sound track says: "richer tasting with less

effort," why even risk viewer confusion or uneasiness by supering "tastes
richer without the effort"?

Human interest and "spectacular" messages are usually more intriguing to
audiences than are public affairs items, and familiar events tend to draw more
interest than do strange ones.23 Social psychologists insist that man is a
social animal; as such, he naturally enjoys looking at, listening to, and
identifying with other people--in situations where their "human" characteris-
tics are especially prominent. The closer to home the situation, the better;
or, as psychologists claim: "The people I like best are...like me." Perhaps

such reasoning explains, at least in part, the success of such commercials as
Kentucky Fried Chicken ("have a barrel of fun"), Kellogg's Corn Flakes ("Eat

'em all up"), and Listerire ("The taste people hate...or some people like...
twice a day").

One of the most controversial elements in advertising message strategies
is the source or "authority behind the claims. The yell-known studies of

Hovland and Weiss, and Kelman and Hovland, resulted in identification of the
so-called "sleeper effect"--the tendency, among recipients of a message, to
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disscliate the source (chat is, .11e speekor) from the content presented after
a three-to-four-week period. :11a..e, al:flat-go of obtaining a highly

credible (and very e%gensive) ce.p.ee-such aa a ?Dealer actor, actress, or

sports figare--diminishes ever tie...e.-=4

Respect for authority :s learned at an early age and more or less

"accepted'' throueaout a lifetime. The :alue of including an acthoritative

source in a television coenercial, hoJever, is debatable. First of all,

studies like t:oze just mentioned haven't been replicated in the field of

advertising. Second, Cae importance of repetition in advertising has already
been discussed; if messages are raa,eated wil.hin that critical three- or four-
week period, what haprers to the effect of the source? Does he maintain his

persuasive pavers? There's no clear answer. Still, ..ping any theory of

motivation in afvertiaing, and lacking a consistent demonstrated relationship
between advertising and action, behavioral science research findings (such as
the sleeper effect) have shed valuable light on mental reactions to messages
and should serve as important food for thought.

Another persuasive element is the emotional appeal, which is often con-

trasted with the rational one. Frequently, the distinction is drawn between

an emotional and a 'reason-I-thy- approach to persuasion; such classifications

are misleading, though, because both rational and emotional presentations can

(and usually do) offer "reasons why TV viewers should respond in some pre-
scribed manner. Both can be persuasive and, at times, it's difficult to
separate one from the other since 'emotional' is a term for which people have

different meanings at different times.25

Still, emotions appear to run high in TV commercials of the 1970'sfrom
"the next best thing to being there' (Long Distance), and "a nice way to say I

love you" (Seat Belts), to "people you can count on when the going's rough"

(Metropolitan Life Insurance). Today, it seems that emotional tactics are

believed to be more effective than rational approaches in eliciting action.

A final concern here is with persuasive appeals involving fears or
threats. Perhaps the classic study in this area was done by Janis and
Feshbach, deding with strong, moderate, and mild fens appeals regarding den-

tal hygiene. The former resulted in the most emotional tension on the part
of subjects, but the latter led to the greatest amount of conformity to sug-
gestions given in the ressage.26 Apaarently, when fear was strongly aroused
but not fully relieved by reassurances in a persuasive situation, subjects
were motivated to ignore or minimize the importance of the threats.27

As was true in the case of emotional appeals, however, there's a serious
lack of workable definitions in the area of "anxiety- producing" stimuli.20 In

other words, when is a threat not a threat? Whatever your answer, today's TV

commercials seem to side with -mild' fear/threat apaeals. The pretty girl

can't win her man until she uses Close -Up toothpaste...and kids and parents
have to worry about cavities until they switch to Crest. Or, breakfast adds

too many calories unless the choice is Total (or Kellogg's K!)...and you're

not really clean unless you're "cleaner than soap"--Zest-clean. Even the

threat of daaaged hair (Johnson's Baby Champoo is gentle enough to use every

day-) just doesn't seem too frightening in this day of wonder-cures, instant-
remedies, and hundreds--even thousands--of advertising promises coming at us
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every dny. Use of t:!2 fornel, in y zdld threat or

fear situatioh has pr wen satisfactory for nary e,ery television adver::iser
at one time or anothnr, and will c- it to be utilized.

The list of social-psynholozics1 findins which can be applied to TV
commercials is almost endless. The above are but a feu examples selected to

show the neea for specific resear,h studies iu the area of television commer-
cials. They clearly illustrate, hswever, how advertising has borrowed from
psychoanalysis its laws of associatinn--and from behaviorism its principles of
conditioning. Research in mass communication is just beginnin3 to offer
answers to the Questions which PlaLue TV mossage strategists.

1. Steuart Henderson Britt,
Learning," rrinter's
pp. 74-80.

2. Did.
3.

4. mId.
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THAT HEW GHOST:
THEATRICAL DEVICES IN THE CLASSROOM

*It's not whether every Instructor can offer a
theatrical classroom presence -- it's whether
theater helps students attend, learn, retain,
apply, etc.

by
PHILLIP A. SINCLAIR

Associate Professor
Community & Technical College

University of Toledo

During the past five years academic discussion of the subject of employing
theater in the classroom has ballooned. Proponents state emphatically that

theater is a motivational factor for compelling attention, interest, retention,

application, etc. Implicit i.. this belief, and to date without extensive, con-

vincing proof, lies a fundamental belief that theater is an effective teaching
device. Evidence supporting the effectiveness of theater is at best equivocal.

There is, however, seeming and mounting alarm over the possibility of theater's

success disrupting some Instructors from their lecture-and-test habits. The

best guess is that experimentation with theater in the classroom will continue

and will expand despite the threat it represents to some. One does hear occa-

sionally such remarks as: 'I don't want any Dean discovering a television set

that can instruct better than 7 cant'

Proponents of theatrical classroom teaching argue that it is a universal

language that not only entertains (they admit this willingly), but that it

rivets and rams home the fundamentals of any course. Theater humanizes a some-

times starchy, elitist pedagogue. It allows him to speak to members of his

classroom as Rowan and martin speak, not as does Sir Laurence Olivier. Fly-

specked, dessicated professorial authority is made appealing.

Opponents maintain that theater is not universal. What is theatrical to

junior college students is not theatrical to upper level students. Some feel

that theater in most Instructors' hands at best entertains, at worst opens the
amateur teacher-dramatist to ridicule. Some feel that theater wears out

quickly on repetition and consequently does not teach in the long run. In

brief, it dilutes the classroom authority. Further, these people emphatically

state that preparation to become an amateur teacher-theatrist is time -
consuming, time that might better be used to develop straight-forward student
understanding of the subject at hand.

These two views aren't even competitors. Proponents are decidedly in the

minority. Foremost among them, of course, is Dorothy Heathcote of The Univer-

sity of Ifewcastle upon Tyne, England. Her essential thesis is that Instructors

must call on their own resources. Admittedly, some of these resources are

pretty slim. Or, at best, they're oriented to years of book-learning, histori-

cal and unusable classroom facts, speculation, theory, and blue-sky. With a

nod in their direction, let us observe that theater in the classroom may in-

volve a risk, if it does not come off, it's a disaster. If it does come off,
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it can be quite effective. And it would seem that some personalities can use
it, some simply can't use it. Nonetheless, Dorothy Heathcote refuses to
acknowledge a dichotomy, and continues ts press that with training and under-
standing even the most habituated lecture-and-test professor can use theater to
advantage. The big point, and both sides may agree on this, probably i3 that
theatrical devices can be effective if used as a means and not as an end in
themselves. Stith devices might well be the making of conscientious but pres-
ently ineffective Instructors.

The basic plank on which proponents of theater in the classroom rest is
that it is an effective means of compelling student learning, and that it is a
more effective means than a serious straight-forward version of the same mes-
sage. Said another way, these people say that theatricalizing of an Instruc-
tor's message is more compelling than the same message delivered without theat-
rical motion from the Instructor. Much of the existing contention stems from
the fact that there is a scarcity of empirical evidence available to support
one side or the other.

This paper does not review primary nor peripheral literature existing on
this subject. It does, however, refer readers to Dorothy Heathcote's material
as probably the most advanced of its kind available.

What is Theater in the Classroom?

It is an attitude that accepts the theatrical type presentation opposed
to an expository type presentation.. The same material may exist in each, al-
though it may be phrased differently. In the theatrical type presentation
students do not interact with each other. In the course with which this paper

is concerned, students are concerned with the monitor (professor, action,
actors, etc.) in the classroom, and they may take on roles therefrom.

An extension of theater is drama. By drama one means viewing a set

(appearing, say, on the classroom monitor) in which.people interact; they do
not interact with the audience nor the camera. DraMa is internal, and may not

necessarily make a contribution to an audience. Implicit in.theater in the
classroom, however, is an attempt to make material (the message, the content
of the course) explicit by using theatrical flair. Both types, theatrical type
presentation and drama, where used for educational purposes, are not neces-
sarily designed for erformance elsewhere.

When an Instructor uses theatrical motion he presents materials so
(1) it's clothed in a more exciting, colorful, appealing manner, (2) it pro-
vokes heightened student interest, (3) it rivets attention. And while students
are thus more receptive, rams home the message. Variety of presentation en-
hances the message, it also enhances the theatrical presentatioz).. Variety can
cover a multiplicity of effects. Examples: the Instructor's cruising about
the campus on his Honda, appearing in the classroom attired to conform to the
nature of his subjects, sound slide films, transparencies, etc. These examples

are only a few of the possibilities, all offering special characteristics of
theatrical presentation.

The basis from which theatrical effort spring: is students' standard com-
plaint: "It's dull!" Having once heard this, the perceptive Instructor asks

4714



himself: 'How can I compel students to learn more?"' What he means is how can

I cause students to become more receptive once in the classroom, receive more,

retain more, and apply more? Students do have preferences. The stark fact is

they do perceive some Instructors as dull. They reject these people, they are

not receptive. They do not attend, perceive, retain, and,apply. The conclu-

sion of this paper is that students are more likely to select instruction,

perceive its principles, associate, relate, retain, and then apply--instruction

that is theatrically clothed. In sum, the cognitive gain is greater.

The End Result of Teaching with Theatrical Devices

A simple definition of teaching lies in its obligation: to facilitate

learning in a purposeful, planned, and specific manner.

Unfortunately, there are certain juices and impulses and blocks in the

body and nervous system that inhibit learning. Learning is the successful

acceptance of, storage of, and retention of memories in the nervous system.

Therefore, learning occurs best when these inhibiting juices, impulses, and

blocks are minimized.

It is the contention of this paper that instruction by theatrical devices,

particularly when used on television, improves the acceptance of, storage of,

and retention of memories in the nervous system. Evidence supporting this

belief follows.

Instrtction That's Light-Hearted

During 1972 Bud Koontz (F. R. (Bud) Koontz is a television producer-

director for University Television Services and an assistant professor of

technological media at The University of Toledo. He holds a B. Sc. Ed. from

Bowling Green State University and an M. A. from Ohio University where he was

the first graduate student of Ohio University to have a television series go

into nationwide circulation.) and Phil Sinclair (P. A. Sinclair is an associ-

ate professor in the Community and Technical College of The University of

Toledo. He holds a B. Sc. Business from Ohio State University and an M. Sc.

from Northwestern. He spent 20 years in selling, advertising, public rela-

tions, and research, and instructs subjects in these areas.) constructed a

10-unit television lecture series in Business Communications 706-102 at the

University of Toledo. The series was unique in that it used a light-hearted

approach. Further, it used advertising techniques. Principally it employed

the Rowan and Martin 'in-and-out- technique to dramatize high points. The

lectures themselves are strongly visual, comic, topical, with considerable

graphics, some satirical. Inherent in this'theatricalized television presen-

tation is Phil Sinclair's.strong belief that students-learn best in short

bursts of not more than 90 seconds. This'is a philosophy taken directly from

television commercials. The series was launched during the Spring quarter 197'i

with the Instructor doing on videotape what he had done' previously in-person.

Five quarters, 14 sections, and 246 students later the results in this partic-

ular experiment seem to favor theatrical presentation by television. Read on.

How MeaSur. ements Were Approached

Koontz and Sinclair had open to them the standard methods for measuring

impact of their television instruction: (1) by surveying the class with a
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printed questionnaire filled in following presentations; (2) through measuring

impact on students by sone sort of test, and (3) through observation by a

trained observer. All three were ultimately used, but the third was not

scientifically recorded and analyzed.

Do attempt was made to observe students' reactions such as cheering,

whistling, stamping, smiling, etc. Their verbal comments were noted in general.

Thus, no acceptable measurements accrued from smiles, laughter, clenching of

fists, frowns, hisses, hoots of derision, etc., exhibited by student audiences

in response to particular theatricalized skits, and scenes. The intensity and

duration of these exprtssions are difficult to scale. Since this was the first

course taught by television at The University of Toledo, no levels of reaction

were available for comparative purposes.

The heart of the experiment was three-fold: (1) to measure impact of

theatricalized instruction by television through tests: (2) to measure impact

of burlesqued instruction by television through tests, and (3) to measure the

impact of instruction in-person through tests. This latter represented tradi-

tional lecture instruction. Note that all three types instruction, save for

the scenes where speech major c gent actors were employed, were carried on by

the same Instructor instructing tine same message during the 5-quarter period.

Results from testing students after such instruction and results from

surveying students after such instruction are shown in this article.

Overall Lesults

Koontz and Sinclair launched this television series believing such inf-.

struction is superior to in-person instruction. They also suspected there

would be a difference between theatricalized instruction and burlesqued in-

struction. Mean scores of tests and statistical analysis involving 246 stu-

dents tend to confirm this, thus:

TEST AVERAGES
all 5 tests,
15 questions
drawn from
television
lectures

TEST AVERAGES
all 5 tests:

30 questions
drawn from
course
text__

Spring quarter, 1972 74 64

Fall quarter, 1972 75 66

Winter quarter, 1973 73 63

Spring quarter, 1973 75 64

Fall quarter, 1973 71 64

Averages, all sections (14),
246 students, 5 quarters:

Television questions (1-15) . 73+
Text questions (16-45). . . . 64+
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Empirical evidence tends to confirm that 246 students did produce more

favorable test results when instructed by theatricalized television than when

instructed with the aid of a printed text.

However, the nost'inportant aspect of this instruction, reflected in test

results, is the difference in results between Test 3 and Test 4. Test 3 (of

a total of 5) vested students after having been instructed by television using

theatrical devices. Test 4 tested studerts after having been instructed by

television using burlesqued devices. Note. . .

Theatrical Devices vs. Burlesqued Devices

Coupled, Lectures 7 and 8 present about 75 minutes of instruction on how

to prepare reports. Lecture 7 is theatricalized presentation with Rowan and

Martin ''ins -and- outs" but no burlesque. It presents principles. Lecture 8

burlesques the preparation of reports. It's a wild thing. An attractive girl

speech major puts together for the viewing audience a report on a zany subject:

Mad magazine. Test 4 then tests students on these two lectures and their under-

standing of report-making. Results from test 246 students show this:

Spring quarter, 1972, 3rd test .
4th test .

Fall quarter, 1972, 3rd test ."
4th test .

Winter quarter, 1972, 3rd test .
4th test .

Spring quarter, 1973, 3rd test .
4th test .

Fall quarter, 1973, 3rd test .

4th test .

MEAN TEST SCORES,
Television Instruction

79 (theatricalized TV)

. 83 (burlesqued TV)

. 80 (theatricalized TV)
. . 82 (burlesqued TV)

56 (theatricalized TV)

. . 84 (burlesqued TV)

. . 78 (theatricalized TV)

. . 81 (burlesqued Tv)

. . 58 (theatricalized TV)

. . 84 (burlesqued TV)

Notice the continued, high scores from testing students on information

presented by Lectures 7 and 8 ...

Test results, Test 4 ... average test score for all sections caught by

theatricalized Lecture 7 and burlesqued

Lecture 8 (10 sections, 196 students) 82+

Test Results Following In-Person Instruction

Sinclair further offered 4 sections totalling 50 students the same

Lectures 7 and 8, theatiicalized and burlesqued on television, but this time

by himself--in person. The Instructor gave these 50 students in 4 sections

the identical message from a lectern in frontof the sections, but without any

theatricalized or burlesqued effort. This represents the traditional class-

room presentation ...
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Test results, Test 4 ... average test score for all sections taught
in-person, straight-forward lecture, same

content, same Instructor (4 sections, 50 students) 72+

Test Scores Following Instruction from Text

Now look at the third aspect of this measured instruction; this shows
results from tests following instruction from the text accompanying the course.
i.ach chapter was reviewed as the course progressed, and supposedly, students
studied the chapters either before or after class review. Cr so the syllabus

and Instructor requested ...

Test results, all 5 tests ... average test score for 14 sections over
5 quarters taught from course

text (246 students, 14 sections) 64+

Results from Surveying Stude:":s

These results were achieved by administering a printed questionnaire
immediately following each of ten television lectures. This permitted students

to evaluate specific aspects of each television lecture, as well as certain
instructional television production techniques. Each student received a

packet of 10 evaluation forms whereby he could evaluate the 10 televised lec-

tures, one for each week in a quarter of 10 weeks. The specific areas selected

for student evaluation are shown below. Each student was asked to rate each of

these items, using his own judgment. Each item was rated from excellent (5

points), good (4 points), average (3 points), fair (2 points), and poor.(1

point). This form was issued to each of 246 evaluating students during the 5

quarters the television lectures were evaluated, save for those 50 students

taking in-person inst::.ction. Results are shown below in rank order:

1. Skits (the Rowan and Martin -in-and-out" technique) 3 522

2. Visuals 3 494

3. Content 3 484

4. Development 3 428

5. Summary 3 370

6. Lecture rating 3 353

7. Introduction 3 300

8. Hold attention 3 321

9. Length of lecture 3 255

10. Speed of delivery 3 250

11. Participation 3 179

Notice that the skits rate highest. These are humorous, often satirical,

some burlesque. The technique is titled gin-and-out" because it's a direct
steal from the Rowan and Martin show; it's used basically because it's the

Instructor's belief that a light-hearted approach is desirable in classroom

instruction. He also believes academic people must get more theater into their

instruction.

The visuals rank second, indicating that Koontz and Sinclair did achieve
their objective of presenting a highly visual series with strong visual ideas

and concepts to enhance learning.
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The lecture ratings themselves, a 3.353, are at mid-point on the scale.

On the 5-point scale used, perhaps this is about what one would expect. This

is undoubtedly coupled with the low ratings given speed of delivery, a 3.250.

Both Koontz and Sinclair are aware of this defect, and in subsequent television

efforts now planned, the speed of delivery is slowed down. Participation, as

is normal with a television effort, is last, a 3.179. Lecture 3, however, does

incorporate student participation. The Instructor comes on-screen, asks stu-

dents to engage in a practice communicative effort, and then students rate

each others' efforts. Subsequent television efforts will expand student par-

ticipation.

The Nature of TV Instruction with Theatrical Devices

In planning the series, Koontz and Sinclair knew they were dealing with

students who have an imperfect understanding of language and itr uses. Real-

izing this, they resolved to visually reinforce instruction with a considerable

number of graphics and illustrative devices, plus the theatrical quality of

peers using communicative devices favorably and unfavorably. In brief, vital

points leading toward change in habits and attitudes were theatricalized, or

visually reinforced. Cn occasion one student illustrated the point, and

another two and three students demonstrated it. In the opening to Lecture 7,

notice how easily the simile is illustrated with court and fairway shots:

Hi, everybody!

By this time you've realized that communication, to be interesting

and effective, must be like a tennis match One player is obliged

to return the ball to the other court. Theo the other Player returns

it. But to most people it's like a golf match, where each hits his

own ball and keeps pigheadedly after it, ignoring others.

This theatricalized, or "show" quality helps make instruction more inter-

esting, more understandable, more meaningful. The skits lend impact, a prime

characteristic the presentation strove for. Learning need not be lecture-

memory-test, but at the same time it should not be pedantic and spoon-fed.

Students are required to take notes during TV lectures, filling in blanks

with words that complete vital thought. Even though the finished and typed

letter, shown as an example on the monitor, is frequently not readable, dupli-

cates in printed form are provided students at their seats to study. Such

letters on the monitor are then broken into paragraphs for examination and

analysis in detail. Where possible and applicable peers to students act out

vital points, showing unfavorable and favorable results frc2 mis-application

and jroper application of the 7irinciple concerned. These skits are varied,

sometimes straight, often comic, frequently satiric.

As for advertising techniques, several were adopted and made their appear-

ance in this series.

For example, the hard-sell. Two minutes were devoted to scenes from

Franco Ziffarelli's production of Romeo and Juliet to show enclosure. The

before-and-after technique. The Anglo-Saxon version of the Lord's Prayer is

compai'd with the modern version The testimonial. A student confirms he got
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the job because of communicative techniques advocated by this course:

Graduate: Yep, I got the job because I shoaled I could think up activities

to push sales. I contrived a phrase the company used for ten

years: "Good morning, madame. Here, have a packet of

marigold seeds with our best wishes."

The show-don't-tell technique.

Uarrator: Let me show you h' :a sales effect is paralleled by the

written sales ef ti. 2HEN SHOWS A SALES LETTER ANALYZED IN

MARGINS TO SHOW THE .12ARALLEL).

The case history technique uses a 1900-styled, old maid English school
teacher to show the need for cookbook simplicity in speaking and writing:

Narrator: Tell me, Miss Samantha, are you still working on that secret

formula?

Miss Samantha: Oh, my, yes!

Narrator: Just what is it?

Miss Samantha: I'm trying to formulate a wonderful new perfume with my

own ingredient in it.

Narrator: What's that?

Miss Samantha: It makes a man imagine he can support a wife! (PAUSE)

Narrator: No let's continue with dear old Miss Samantha, one of several
teachers who've taught you English in the past.

Miss Samantha: I love elegant phrases like:
-- smell the soft witchery of honeysuckle at midnight

-- I like flower-words:
-- he is a booming bastion of business success

-- I dote on subordinate clauses, but then, perhaps I am

somewhat out of date. I still teach we should throw

away our language's beautiful exclamation point ...

. nobody is surprised anymore!

Oh, yes, I enjoy complicated sentence structure,
properly punctuated, that is ...

As for the "Laugh-In" in-and-out technique, it's a natural. The narrator

makes a point; he immediately illustrates it or proves it by having student

actors act it out, humorously, satirically, straight, or perhaps by burlesque.

In the following dialog, Prunella, the girl student, laments distractions

on her thoughtpat. By using hyperbole she attacks the established need, sup-

posedly valid, to study, to practice communicating mechanically. She is

sympathizing with her audience.
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Narrator: Thoughtput? I know all about input and shortfall and overshoot

and stretchout and inter-mean...

Prunella: (HAUGHTILY, II A SUPERIOR MANNER) Thoughtput, my dear sir, is

the product of thinkput and bodyput. I allocated three-quarters

of an hour of thinkput to this report on Mad magazine, but

twenty-four hours of bodyput. The combined mental and physical

effort equals thoughtput, the total effort to produce a collegi-

ate project.

Another example of this in-and-out technique lies in the fifth lecture

titled, 'What textbooks don't tell you about writing business letters.' The

narrator demonstrates adverse effects from each of five principles: never

Taritelettei.o]A2p_Ievertlsinanerneveraireatene.nboneverromise
what you can't deliver, and never make playful remarks in letters. Each one

is burlesqued to reinforce impact and compel retention. Example: don't make

playful remarks in letters:

Dear Joe: Lunch with your charming wife last week was delightful. I'm

looking forward to doing it again soon.

Narrator: Well, with this double meaning the boss gets a copy of this

letter and he immediately asks himself:

The Boss: H-m-m-m. What's it? It? IT? This going on in my office?

Never! Roquefort! Come in here!

The entire 10-unit series is well localized for quick identification.

College students are easily classified into the Windmaker, the Image-maker,

and the Figure-maker. Each of these is represented on the monitor, hilariously

so, by peers. Example:

The Wind-maker: Hey, Joe, how's your 'ol, bod? Hey, whatcha got on the

test coming up tomorrow? Whaddja do over the week-end?

Oh, heck, I forgot ply comb this morning. Joe, can you

help me with that blasted test coming up? I sure need

some help.

Criteria for Theatrical Scenes

Certain criteria guided the production of theatrical scenes in this 10-

lecture series:
1. Each theatrical scene must directly reinforce the lecture content and

must not distract the student 4:rom the concept presented.

2. The skits must become an integral part of the lecture content and well

synthesized into the behavioral objectives.

3. The scenes must be appropriately designed for the level of the in-

tended audience.

4. The scenes must be constructed in a form that enable actors to learn

their lines in a minimum of time, i.e., scenes do not require an

extensive amount of rehersal time.

5. Scenes must contain some form of reinforcement device, e.g.,

repetition, restatement, example, illustration, analogy, etc.



6. Scenes should be relatively short, ranging from 1 to 3 minutes.
7. Characters in the scenes must be realistic and believable.
8. Scenes must be pleasing, enjoyable and professionally presented.
9. Realistic examples may be used when it is appropriate, e.g., tele-

vision commercials.

Summary and Conclusions

The academic community holds a traditional view of theatrical devices in
the classroom, proved since inb'uruction in the United States is presently
about 955 lecture-and-test. This is provable also since most colleges and
universities do not offer courses titled: How to Instruct Effectively Using
Theatrical Devices. Although individual and highly personal experiments with
theatrical devices do indicate these devices are persuasive, or impactful,
universal adoption is not imminent. The difference between levels is import-
ant. No studies exist to show that highly motivated graduate students respond
better to theatrical devices. Further, credibility of the Instructor undoubt-
edly has much to do with this. A highly respected authority seemingly lectures
and motivates. What would happen to his presentation if it incorporated theat-
rical devices? Improve it? Or make it laughable? Thus, the relative influ-
ence of a theatrical presentation by a young and inexperienced Instructor is
unknown, to say nothing of the effect of such devices when presented by an
authority at the freshman/graduate level.

But there is ample evidence that students dislike dull lectures and dull
instructors. What alternative is there to this? The term theatrical devices
covers considerable zip and zing any determined Instructor can bring to his
classroom. Given the human limitation, certain conclusions seem logical:

1. theatrical devices do attract favorable attention.
2. they seemingly do develop and maintain interest, for how long is not

known.

3. theatrical devices seem to be interest-maintaining, or persuasive,
but the persuasive affect is at best no greater than that of a
serious, authoritative lecturer presenting material to motivated
students.

4. theatrical devices tend to improve source credibility.
5. theatrical devices seem to increase affection for the Instructor and

create a positive mood. This seemingly increases the persuasive
affect, its storage in the memory its retention, and its ultimate
application.

6. theatrical devices tend to reinforce positively; to this extent such
devices may make an Instructor's classroom performance more influen-
tial.

There is, however, a growing belief that more theater must be incorpor-
ated into the classroom. This is inextricably bound up with personality. Most
instruction is traditionally lecture-and-test; yet there is no proof whatsoever
that learning occurs simply because an alleged Instructor appears regularly
before a class in a classroom. The apochryphal story of Harvard students
enrolling in a class, appearing once, and then spending the rest of the semes-
ter in Florida supports this. Tradition is holding back the use of theatrical
devices in classrooms. A further inhibitor is that considerable skill is re-
quired to use such devices.
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But the extension of all this is intriguing, and that is where an

Instructor teaches inspiration, not pedantry.

Resolutions to the foregoing observations, and much more, await empirical

research.
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ADDING A PROFESSIONAL TOUCH TO YOUR ADURTISING CAMPAIGNS

by
DONALD R. HOLLAND

Assistant Professor
Department of Advertising

College of Journalism & Communications
University of Florida

VIDEO

(slide 1)
ADDING A PROFESSIONAL
TOUCH TO YOUR
ADVERTISING CAMPAIGNS

(slide 2)

WRITE IT EARLY

(slide 3)
USE TODAY'S TOOLS

(slide 4)
PACKAGE THE CAMPAIGN

AUDIO

Your advertising students may have pro-
duced the most solid research...the most inno-
vative media plan the most incisive budget
allocation...and they may well be the greatest
collection of advertising talent ever assembled
in one spot since David Ogilvy dined alone...
but if the presentation of their work is fum-

bling and inept, it should surprise no one if
their entire effort is looked upon by viewers as
amateur night at the junior high school.

Surely the presentation of an advertising
campaign deserves at least half the team's

effort.... Surely the show business aspects of

a campaign--mood, pacing, timing, climax, clos-

ing--deserve some scrutiny...

Surely a 1974 student of advertising ought
to insist on communicating through the media he

prefers--music, sound, photography and film.

I therefore propose a more professional
approach...a more up-to date approach...to the
preparation and presentation of student advertis-

ing campaigns. There are three steps to be

taken.

No. 1...have the presentation written as
early as possible...and assign this important
function to one or more of your best students.

No. 2...get rid of the rickety easel, the
newsprint pad, the school-marm's poiuter and the
next-to-impossible-to-read charts...and substi-

tute music, sound effects, voices, photography,
graphics and film to deliver a dramatic message
with real impact.

No. 3...package the entire campaign on
slides, film and tape so the ideas come across
crisply without the frenet:.c atmosphere many of
us mistake for professional verve.
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(slide 5)

THE WRITING

(slide 6)

CU of sample cards

(slide 7)
CU of cards with time
sequence circled in red

(slide 8)
cards arranged on wall

(slide 9)
student working on cards

(slide 10)
two students timing
presentation

(Slide 11)
CU of typed script

(slide 12)

THE PRODUCTION

(slide 13)
CU of open kit

(slide i1)
CU of student with camera

(slide 15)
CO of camera on stand

(slide 16)

THE PACKAGING

(slide 17)
CU of machine name

(slide 13)
long shot of machine

Begin writing and re-writing the presenta-

tion as soon as the necessary data have been

collected. A brief hand-written outline of the

points to be covered provides a guideline for

the preparation of five by eight-inch index

cards containing a rough visual and related copy

for each slide separately.
Number the cards sequentially, and note on

each card the cumulative time.

Arrange the cards in sequence either
spread out on a floor or taped to a wall.

Now read the cards 'end follol; the visuals

over and over. Add a card here...take two out
there...make certain each visual and each word

of copy moves the story along to a dramatic

conclusion.

Use a stop /latch to time the presentation.

Insist that every student campaign conform to a

pre - determined length and make no exceptions.

Once each frame is selected and the visuals

and words tied together, type the script in the

style you use for television commercials.

To assist those-students who:lack the

equipment or the know-how to photograph color

slides, we provide a Kodak Visualmaker Kit.

This inexpensive and readily portable kit

is about as fool-proof and as simple as any

piece of photographic equipment could. be.

The Visualmaker utilizes the ubiquitous

Kodak Instamatic Camera, veteran of millions of

graduations, weddings and Walt Disney World

memories.

Equipped with a flash cube and mounted on

a stand containing a close-up lens, Kodak's

Instamatic automatically provides correct focal

leigth, light source and exposure.

Now, to put it all together, we have a

portable multi-media center built for about

C20.00 and called by some of my students,
"Captain Demo's Magic Show & Tell Machine.

The metal frame is a standard 19" radio

equipment rack that had been gathering dust in

our radio studio for years.
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(slide 19)

CU of machine dolly

(slide 20)
CU of projector
(slide 21)

CU of dissolve unit
(slide 22)

CU of tape player
(slide 23)

CU of plug strip

(slide 24)
instructor moving machine

(slide 25)
instructor removing screen

(slide 26)
instructor removing remote
speaker
(slide 27)
instructor holding power
cord and plug

(slide 28)
students recording in radio
studio

(slide 29)
CU of patch cord from
reel-to-reel to cassette
player
(slide 30)
CU of hand pressing impulse
button

(slide 31)
student installing slides

(slide 32)
placing drums on projector

(slide 33)
focusing projectors

(slide 34)
finger pressing PLAY

A bit of scrounging produced swivel cas-
ters...and my home workshop produced shelves and

a dolly bolted to the bottom of the rack.

Two model 860-H Kodak Carousel Projectn...-s

with four to six-inch zoom lenses were installed
and plugged into a standard Kodak Dissolve Unit.

A combination cassette tape player/
programmer was added on a sliding shelf...
and all the equipment was then plugged into an

integral power strip.

Any classroom, office or meeting room
immediately becomes a multi-media theater when
our "Show & Tell Machine" is rolled into place

and set up.

With the projector screen removed and
erected...

With the remote speaker removed and
placed near the screen...

With the single power cord unreeled and
plugged into the nearest electrical outlet,
your campaign teem is ready for a

automatic presentation.

For the audio portion of the presentation,

we utilize the facilities of our radio studios

to record music, sound effects and voices onto

audio tape.

Using a reel-to-reel tape player, we trans-
fer the audio track to a tape cassette. Once

the entire presentation is recorded on the
cassette tape, an inaudible, high-frequency
imptlse is added to the tape by pressing this
button whenever the script calls for a slide

change.

With the slides inserted alternately in
each slide drum...

With the drums numbered "one" and ''two"
and installed on the projectors...

With the projectors correctly adjusted and
focussed...

All the operator need do is press this
single button to begin the presentation of his
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(slides 35 through 58)
Introduction to Ocala
Jai-Alai campaign

(slides 59 through 109)
Ocala Jai-Alai campaign

(slide 110)
FUN TO PLAIT

FUN TO PRODUCE
FUN TO SEE AND HEAR

campaign automatically...like this one done by

one of my student teams for Ocala Jai-Alai.

(audio track of introduction to Ocala Jai-Alai

campaign)

This campaign was actually twenty minutes
'in length, but because of time limitations
today I can only show you the introduction and

then give you this rather rapid run -through the

campaign itself and then a bit of the closing.

It's worth noting here that all the work in

this campaign was done by four students with no

assistance from anyone at any time. Their own

voices are used in the narration...they took

all the photographs themselves...they designed

their own research survey and conducted their

own interviews...they created and produced

their own ads...did the entire campaign from

beginning to end themselves.

At the completion of the presentation,
which included objectives, strategy, theme,

research, media and all creative work, the team

presented executives from the client organiza-

tion a bound book containing all materials used

in the presentation, along with a computer

print-out of their research cross-tabulated by

means of the Statistical Package for the Social

Sciences computer program. It is, without a

doubt in my mind, the finest effort by any group

of campaign students I've ever seen...and I

might also add, it's considerably more sophis-

ticated than many I've been involved with over

the years in the advertising agency business.

Admen who have viewed this campaign have

come away shaking their heads in disbelief that

work of this quality was produced by young

students...two of whom were hired before their

graduation by agency executives who appreciated

the quality of work done in the Ocala Jai-Alai

campaign.

(audio track of Ocala Jai-Alai closing) .

There it is then..a student campaign
which, in my opinion, is both entertaining and

informative...a campaign which reflected posi-

tively on the team that produced it...a cam-
paign that was FUN to plan...FUN to produce...

FUN to see and hear. Thank you for permitting

me to share it with you. THE END.
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THE CREATIVE CLASS AS AD AGEiTCY

by
JIM R. MORRIS

Kansas State University

Agreeing to teach ad copy and layout at Kansas State University four years

ago posed the greatest threat I had ever faced in my teaching career. For

these reasons: (1) I had not worked in the field; therefore, could not draw
from firsthand knowledge and experience, and (2) I had not had any specific

formal training in the creation of advertisements. Because I felt so uptight

and inadequate in this area, I "discovered" a new approach to teaching this

course, one that is being recommended and copied nationwide. How did the

method evolve?

Consulting with several university professors of advertising about how to

teach creativity in advertising, I learned that (1) they, too, felt inadequate

in this area, t2)-many lacked practical experience and were not current with

the field, and (3) they were not satisfied with the results they were getting

from their teaching.

I struggled with ad copy & layout for two semesters--very much dissatis-

fied with my performance. I felt I had the basic skills for teaching the

course: a strong background in graphics and design and a better-than-average

professional competence in photography and writing skills. I simply wasn't

getting it all together.

In my dilemma I did what every teacher should do. I went to professionals

in the field. I interviewed advertising graduates who had been on the job

from one to five years. I talked with advertising agency owners, with news-

paper advertising managers, with art directors and with anyone else in the

profession who would listen.

I asked them for an evaluation of their college advertising courses.

What did you get from your courses that helped you most? What did you not get

that you found you needed? How would you teach a creative course in advertis-

ing?

One response came through louder and more frequently than any other:

"What we learned in college did not prepare us for the 'real world' of adver-

tising."

How the ad copy & layout class at K-State evolved into an advertising

agency, the teaching philosophy, the early successes and the benefits to stu-

dents were reported briefly by the author in a paper presented to the American

Academy of Advertising in Tempe, Arizona, March, 1973, and in the October,

1973 issue of Journalism Educator.

The class has been involved in projects since that time which have

brought credit to itself and its parent department of journalism, as well as

benefits to state, professional and private organizations.
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It is a Happy Triumvirate in which all participants benefit. The

remainder of this paper will be devoted to an examination of this teaching

concept.

The essence of any professional advertising agency is doing business,

performing services for clients, and hopefully, making a profit. The manage-

ment concepts applied to an agency organized into a classroom situation are

not unlike those applied to a professional agency. "But," the question arises,

'doing business with whom, how much profit, etc?" Obviously a teacher in a

state-supported institution is on rather tenuous footing in organizing anything

that has the potential of competing with private enterprise.

Enter the Happy Triumvirate. It works like this:

Part one of the Triumvirate is the class, functioning as an advertising

agency, searching for a project so that its members might gain professional

experience, build a portfolio, and incidentally, learn something about adver-

tising.

Part two of the Triumvirate is an organization--preferably non-profit,

and more than likely, without an advertising budget.

Part three of the Triumvirate are the media that might print or air the

advertisements produced by the class.

It's not as difficult as it may seem. Following are two case histories

where this was done very successfully.

Kansas Press Association Campaign

Part one--The Department of Journalism at Kansas State University is

always desirous of building better relationships with the Kansas Press Associa-

tion. We need their support. Our graduates need jobs with member newspapers.

What department of journalism is not concerned about the same relationships?

Part two--Members of KPA and its executive secretary had expressed a

desire to obtain advertisements which would promote newspapers as an effective

advertising medium, as a servant of the community, as a watchdog for public

concerns, etc.

Part three--Member newspapers of KPA--more than 300--quite obviously,

would run the advertisements as house ads, if they were worthy.

Result--A Happy Triumvirate: (1) Students work enthusiastically to pro-

duce camera-ready ads they believe will be published in newspapers spanning

the length and breadth of Kansas. (2) The professional staff of KPA takes a

lot of credit for coordinating the effort and providing newspapers with a

needed promotional campaign. (3) Kansas journalists have examples of the cali-

bre of work student journalists are capable of producing. And they have a

backlog of advertisements they might use as the need arises.

Additional details. Students of the class were a formal part of the 1973

annual 'OA convention program. They were alloted more than an hour of program
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time during which they explained background, strategy, creativity and the 35
ads that were shown in the final stages of camera-ready production. The board
of directors of KPA then selected 12 advertisements from which slicks and mats
were made. The class was given $200 for the project, which more than covered
expenses. From the final make-ready stage 500 slicks of each of the 12 ads
were produced for distribution. Printing cost of the slicks was less than
$170.

The ads have been published extensively in Kansas newspapers and are still
being used a year later.

Kansas Department of Economic Development C:us

The next Triumvirate was the State of Kansas (specifically, the Department
of Economic Development, of which the Lt. Governor is head), the Kansas Press
Association, and again, the ad copy & layout class at K-State.

Without dwelling on the obvious relationships involved, let me background
the problem:

Kansas is prohibited by statute from spending money for advertisements to
promote the state within its own borders. There is a small advertising
budget--$50,000 to $100,000--set aside for out-of-state promotion. The latter

account is handled by a To-...eka agency.

Briefly stated, the concerns of the Lt. Governor were (1) increasing out-
migration of young people, (2) lack of appreciation of its residents of the
"quality of life' benefits the state has to offer, (3) overcoming the nega-
tivitism many citizens have toward their own state, and (4) promoting a sense
of pride, a positive attitude, toward Kansas as a good state in which to vaca-
tion, live, work, raise a family, etc.

The idea was presented to the Lt. Governor and the KPA officials with the
theme that "We're all in this together--a state-supported institution, news-
papers which feel an ethical-moral responsibility to support the state, and
the KDED, which is specifically charged with this responsibility, but does not
have the financial resources to get the job done effectively.

KPA officials agreed to distribute final slicks and mats to its members
with a letter encouraging usage on a drop-in basis. KDED agreed to pay class

expenses and to underwrite cost of final print production. The 500 repros of

10 ads from K-State cost less than $400. Mat costs for letterpress papers

will be additional.

The benefits, again, are obvious. The class works with a ''real" advertis-

ing campaign and sees the fruits of its labors used by professionals. KDED

gets a quality campaign and media space (albeit random and unscheduled; there
is an implied commitment to publication) for a negligible amount of money.
And the Kansas Press become the "good guys" in this situation, running freebies
that surely will attract more reader interest than 95 per cent of the adver-
tisements they reach for to fill a hole or fulfill their public service obli-
gation.
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Ideas for Other Campaigns

--The executive director for The Kansas Committee for the Humanities, a
federally fundea project, has asked for help in communicating the meaning of
their upcoming theme: Changing Kansas Communities: Exploring the Role of

Human Values in Shaping Public rJlicy." (Over a four-month period and three

long orientation sessions, ..: haven't been able to understand the theme mYseli,

so we are holding this one in abeyance.)

--Weight, Inc., a non-r.srofit organization whose objectives are to train

mental retardates to become independent, selfsupporting individuals, has asked
for help from the class agency.

--The areas of energ, pollution, the environment, state agencies, mental
health organizations--all offer opportunities for creating campaigns that mighr

be used by the media.

--What the class at K-Sate did for the newspaper profession, it could
Just as easily do for radio, er television, ritnin the same orcanizationea
framework.

church-s;pported, of otherwise -eivately endowed institution, sou
create campaigns that might be published in official publications, or other

promotional pieces.

--On strictly u problem-solving basis, the agency can take anyone's
-dvertising-marketing problem and produce a campaign, or series of advertise-

tents for tem. The class at l_ -State is currently involved in creating a opta,
concept image-building campaign for a local shopping center. We are also worl.-

mg for a travel agency, a large department store, a shoe store, an off-campus

boolz.store and a local beer distributor (hid!). The . .Vents change f-rom semes-

ter to semester (to this point, at our aiscretien.)

In summary. We tend to teach the way we were taught, or the way courses

nave been taught traditionally. As teachers, we sometimes show a depressing

.lack of innovativeness, or courage to experiment with new ideas or creative

`echnioues, especially when we are functioning in an area where we ourselves

are unsure.

-t may sound like educationese, but maybe, just maybe, we need to re-
:;act- cot.rse we teach, with these questions in mind: Am I preparing

he soldents for the real" world? Is my coursf, a solid link in their educa-

tionai .ax?erience/ fla, ,,,ecing their .leeds, beto pregent end future?

I asked tnese questions. And I found myself lacking as a teaeher--and the

content of -,fly course failing to meet student needs, defined and undefined. I

changed. I swept out the old, the traditional. I took a chance. I experi-

mented. It worked. It worked beautifully.

There are S6 a shortcomings, some drawback:: to the method just described,

And 'm tryin, t( sort those out But the enthusiasm, the excitement, the con-

fide,2ce generated in students by the nev format nor ad eopy )?1 Layout at KState
more clan 2omnensacs for whatever is left out. ahen P. student, a group, or
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the class come to regard the teacher as an interruption to the task at hand- -
when the. teacher need only "flip the switch" to get instant motivation, effort
and quality performance, one senses something exciting is taking place in the
realm of learhing.

It happened to me in a class called Ad Copy & Layout.
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SESSION VIII: PERSPECTIVES OH INSTRUCTION - (3) RESEARCH CURRICULUM

HUMOR APPEALS AND ADVERTISING STRATEGY

by
CHARLES E. TREAS

RONALD F. BUSH

JOSEPH F. HAIR, JR.
University of Mississippi

Total expenditures on advertising in the United States amount to

staggering sums annually.3 In view of these high stakes, it is important to

investigate the efficacy of any type of appeal being widely used in the indus-

try.

In recent months, there has been increased interest in the use of humorous

content in advertising messages. As numerous researchers have pointed out,

humor has been used in varying degree for many years13 ,16 and, further, there

is much research on the subject of hymor reported in the literature of psy-

chology, journalism, and speech;2252°27 however, there is in the literature of

marketing, very little reported research on the use of humor in advertising

until the last fey years.17 Of the few articles on the subject, most do no

more than give examples of the successful use o hRmorous advertising' ,4,l2

or caution against risks perceived in its use.142119 A few individuals have

formulated rules or guidelines for using humor in advertising.8,9,10

In a recent article which smnarizes quite well the present status of

humor in advertising, Brian Sternthal of Northwestern and C. Samuel Craig of

Ohio State conclude that, although advertisers have employed humor extensively,

relatively little is known about its efficacy as an instrument of persuasion

in advertising.15 Stated another way, the experimental studies which have

been conducted involving humor and persuasion have not been undertaken in a

marketing/advertising context. Hence, their generalizability to advertising

is limited:.

PURPOSE

Although little is known from an experimental standpoint, the assumption

is made that advertising agencies, based on years of experience, have devel-

oped insights into the proper use of humorous appeals in advertising. The

study described in this paper had as its purpose to survey advertising agen-

cies in an attempt to formulate some tentative hypotheses for filtare research

on humor, and to establish some humor heuristics for the advertising industry.

It was sought to gain answers to questions such as the following:

1. To what extent is humor being used in each of the major media ,tpday,

as compared with five years ago?
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2. Who determines that humor will be used in a given advertisement or

advertising campaign? The sponsor, or the agency?

3. In the opinion of industry experts, what type of target audience

responds best to humor? What adjectives describe the person who is most

likely to respond favorably to humorous advertising?
4. What about placement? Where should the humor come, at the beginning,

middle, or end of a message? Does placement vary by type of product?

5. Do agency personnel think humorous or nonhumorous ads are best for

suspense, mystery shows? For situation comedy? Variety? Sports events? And

so on.

6. Are humorous appeals more appropriate than nonhumorous appeals for

selling goods, or services? Industrial goods or consumer goods? Convenience

or shopping goods? National brands or private brands?

7. What kinds of research on humor would the advertising agencies them-

selves like to have?

METHODOLOGY

A mail questionnaire was sent to a random sample of 295 agencies which

had been in business for at least five years (see appendix). Agency names and

addresses, and names of the top executive of each, were obtained from a trade

directory published five years ago. Undelivered questionnaires, signifying

that a firm was no longer in business, were replaced by another randomly
selected name. From a total of 77 replies (a response rate of 26%), 71 usable

questionnaires were obtained.

FINDINGS AND CONCLUSIONS

The questionnaires received appear to be carefully completed, with full,

thoughtful answers. Almost all were completed by the agency chairman, presi-

dent, or a senior vice president. A few mere filled out by creative directors

or other agency personnel. Of those reporting, 26% had agency annual billings

of under $1 million; 42%, $1 million to $5 million; and 32%, over $5 million.

Incidence of Humor

Among the major media, respondents believe that in the last five years
humor has been used slightly more in the broadcast media, particularly televi-

sion; and about the same or less in the print media, direct mail, and point of

purchase advertising. In magazines, particularly, there is believed to be a

decline. For percentage responses by medium, see Table 1.

WhoDecides on Humor?

Agency executives were asked to indicate the method utilized at their
agency in selecting appeals to be used in a client's advertising. From a set

of four descriptive statements, respondents were asked to select the one which

best described the procedure used at their agency. These statements are given

below, with the percentage of responses for each:

1. "Agency suggests several alternative appeals and the

client chooses one." (Italics added here for emphasis) . . . . 70
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2. "Client stipulates the use of a particular type of
appeal' 4

3. "After a discussion of the merits of several appeals,
agency and client decide together which appeal would

be most appropriate" 44

4. "Agency stipulates the use of a particular type of appeal'. 44

100%

In nine out of ten cases, the agency either stipulates the appeal to be

used, or has a very strong influence on its selection. .Only three agencies

reported that the client stipulated the type of appeal to be used. Thus, the

use of humor seems largely an agency determination.

TABLE 1

Media Usage of Humorous Advertising Appeals
As Compared with Five Years Ago

More Less Same

Television 44% 24% 32%

Radio 44% 165 40%

Outdoor Advertising 215 29% 50%

Newspapers 115 365 53$

Magazines 18% 41% 415

Point of Purchase 16% 315 535

Direct Mail 185 315 51%

Who Responds to Humor?

Terms most frequently mentioned to describe the idealized target recipient

of humorous advertising included the following: "young," (45); "educated,"

(33); "males,' (19); "westerners," (8); and "liberal," (7). Numbers in paren-

theses indicate the number of mentions. Less frequently mentioned terms in-

cluded "females," (5); 'less educated," (4); "easterners," (4); "southerners,'

(3); and "northerners,' (3).

Thus, the profile for the typical "ideal audience member" for humorous

advertising, as envisioned by agency respondents, is a 'young, more educated,

liberal male from the west."

Where to Put It?

Fifty two percent of the agency executives felt that the humor should be

placed at the beginning of the message and 295 at the end. Only 55 prefer the

middle of the message itself (see Table 2). As to whether such placement

should vary according to product type, 645 say ''no."
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TABLE 2

Placement of Humorous Appeals
in Advertising Messages

When you use humorous appeals, . . . do you usually place the

humorous appeal at the beginning, middle, or end of the pro-

motional message?

Beginning: 52 Middle: 5 End: 295

Variable, no general rule to follow: 9

Does the placement (at beginning, middle, or end) of a humorous

appeal in an otherwise straightforward message, vary by product?

Yes: 36% Ho: 64%

Programming .

Agency men were asked whether they consider humorous advertising more

appropriate for certain types of broadcast programming. The responses to

these questions are presented graphically in Figure 1.

FIGURE 1

Effectiveness of Humorous and Nonhumorous
Appeals by Program Type

PROGRAM TYPE HUMOROUS NEUTRAL NON-HUMOROUS

Suspense,
Mystery,
Adventure:

Situation
Comedy:

Variety:

Audience
Participation
and Quiz Shows:

Sports Events:

Current
Events, News:

Soap Operas:
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Appropriateness Humor by Product Type

The ad men were asked their opinions as to greater appropriateness of

humor for various classes of products. In a simple paired comparision test,

they checked the product type in each pair for which humorous appeals were

thought to be more appropriate than non-humorous appeals. The results are

given in Table 3.

TABLE 3

Appropriateness of Humorous Advertising Appeals
by Product Typea

Humorous appeals are more appropriate than non-humorous appeals

for:

Industrial goods 8% or 92";'; Consumer goods

Tangibles 57; or 42% Intangibles

Convenience goods 6 47; or 36% Shopping goods

National brands Teg or 30% Private brands

Goods 64d or jU Services

Luxuries 6e or 547; Necessities

'Prestige- brands 44% or 56% "Non-prestige. brands

aPercentages based on number responding to this question

(ranges from 53 to 62 by pairs).

The strongest opinions are for consumer goods over industrial goods,

national brands over private brands, convenience goods over shopping goods

(and goods in general over services). Luxuries are thought to be more appro-

priately advertised with humor than are necessities. There seems less differ-

ence in opinion in the case of tangibles over intangibles, and 'non-prestige"

brands over "prestige" brands.

Suggestions for Further Research

When asked what kinds of research they would like to see performed on

humor, agency respondents themselves gave numerous suggestions. The sales

results of humorous advertising as compared with nonhumorous was most fre-

quently mentioned. Its effect on level of awareness was mentioned several

times, and also its effect on retention. Other types of wanted information

included 'how to use humor to build an image,' "whether humor overshadows

product recognition," "what kind of humor increases believability," and

"whether brand recall is enhanced by humor."

One perceptive comment is worth quoting rather at length:

I'd like to see a 'humor appreciation/understanding' rating by

normal demographics. Also, an 'acceptable/unacceptable' rating by

product/service 'situation' i.e., is it acceptable to poke fun at cor-

porations, religion, uovernment, social problems/causes, money/finance?
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Also, what's considered in good/bad taste? How is one defined from

the other? How do you measure the 'wear-out' factor of humorous

advertip ig? Is it longer or shorter lived than the direct approach?
Are these any 'sure fire' humorous approaches in advertising? What

are they?

Additional Comments

As "parting shots," some respondents contributed interesting comments. A

partial selection follows:

"People tend to use humor to be clever, not to sell;"
"Humor is dangerous (mentioned several times);'`
"It is cruel;"
"Becomes old very fast;'
"Isn't good for retention purposes;"
Most ad directors'are scared of humor;"
"There's too much misuse of humor;"
"Humor is just too broad to study."

One respondent thinks the use of humor decreases, at first; as the

economy worsens; but when conditions become extremely bad, he believes humorous

concepts become more effective. The rationale of this theory is that our best

known humorists were very big" during the worst of times. As examples he

cites Mark Twain, Will Rogers, Bob Hope, Jack Benny, and others. During wars

and depressions, according to this respondent, "we need a laugh!`'

COgCLUSIONS

It is believed that advertisers do have some knowledge of the efficiency

of humor appeals and certainly this basic knowledge may serve as a strong

foundation for future research in this area. The findings of this survey pro-

vide some heuristics on the effective use of a widely utilized advertising

strategy. At lcact, it points in the directions to which future research

should prove to be of benefit.
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PROMOTIONAL STRATEGY: ACCENT ON THL MOBILE CONSUMER

by
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State University of New York at Albany

Introduction

The subject of geographical mobility in qe United Sat has provided the

base for a multitude of research undertakings. °,7,10,
1,36, Economists,

sociologists, and, more recently, marketers have devoted much of their energies

and other resources in attempting to measure, understand and predict georaphic

mobility patterns and the influence that they have upon human behavior.° ,10,29

This interest can be appreciated in view of the following statementr-

Of the 199.0 million persons 1 year old and over living in the

United States in March 1970, 36.5 million, or 18.4 percent, had been

living at a different address in March 1969.... Of the 36.5 million

- persons who had moved between March 1969 and ;larch 1970, 23.2 million

had moved within counties, and 13.3 million between counties....34

This high rate of geographic mobility has many ramifications; however,

this paper is concerned primarily with the implications for marketers and their

promotional strategies. More specifically, it concerns itself with the rela-

tionship between the consumer's mobility and his receptivity to advertising

messages. In this context, studies have shown that during a period of a year

after moving, movers had higher rates of purchasing certain types of products

than non movers.12 Also many movers changed their retail patronage habits

after moving.8 ,16

The main purpose of this paper is to outline the reasons why marketers

should consider the 'mover" market segment in developing, promotional campaigns.

Under this major heading, several related topics will be discussed in an effort

to understand and predict the behavior of the mover. Included are: (1) a

characterization of those consumers who will most likely move in the future;

(2) why they move, (3) where they will be moving to, and (4) when these moves

will take place.

The Mover Market

The term mover is generally given to a person or family that recently

completed a move. The mover market segment is, in an economic sense, a very

important one to advertisers.' ,2,3,4,5,8,17,33 The value of goods and services

that can be purchased by approximately 20.0 percent of the population of this

country should by itself make marketers take note. However, there are addi-

tional reasons for catering to the mover market. A positive association exists

between geographical movement and consumption spending. 12,13 Families that

Love have a signifies...40y higher rate of consumption, even with family size,

income, age, and education of family head adjusted for, during the year they

move.12
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La a study published by Daniel Starch and Staff, it was reported thcy

pere1e vho moved within one year prior to being interviewed acquired more small
and large appliances than those not moving during the same period.9 This study

suggests that movers are more receptive to advertisements for durables than non

movers. Producers of durables should therefore pay special attention to the

rover market.

In addition to durable purchases, much hes been written about the problems

that mobility creates for retailers. When a family moves, the probability de-

creases that they will continue to shop at he same store(s) or even at one(s)

that they were previously familiar with.813233 A move of even less than a

mile encompasses a change in drive time to various stores.16 Short distance

moves are currently more likely to cause changes in store loyalty because of

the energy crisis. Longer moves may create a complete breakdown in chain

loyalty.1,8233

In some cases, retailers find new customers moving into their market

areas. Li an effort to remain competitive, they must continually attract.
maintain, the-newly-arrived consumer's business. This is especially true

areas with high rates of mobility, i.e., Houston (23.8), Los Angeles (27.11),

etc.23025

The economic importance of the mobile market segment bas been confirmed by

several authors. Marketers may want to selectively promote to the mover seg-

ment. In order to do so, it would be helpful to outline the results of U.S.

Government Census studies that attempted to characterize the mover.

Mover Characteristics

Do people who move have some characteristic(s) that differentiates them
from those who do not? The following discussion will attempt to answer this

question. Female movers are'not directly referred to in this discussion be-

cause as DaVanzo points out:

Most empirical studies of migration...only look at the migration
behavior of males. I have seen no study which explicitly analyzes

the migration of women. Most authors dispense with this issue by

saying that women migrate along with their husbands.... However,...

it is hard to believe that they have no say whatsoever in their
husband's decision whether to more and, if so, where. Migration

should be viewed as a family decision, since a fanily usually moves
as a unit.10

The exclusion of females from the discussion is not a serious drawback in
veving the family unit because wives are similar to their husbands in social
status, age, etc. Therefore females, via the discussion of their husbands,

are indirectly considered.

Occupation. Differences in mobility exist among general occupational

classifications. Census figures suggest that males in the white collar cate-

gory move long distances (inter county) more frequently than persons in other

occupational groupings; members of tie manual occupational group move short

distances (intra county) more often.34
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Education. On the national level, variations in short distance mobility
rates among educational groups appear negligible, however, long distance mobil-
ity rates are related to educational attainment. Those heads of households who
were college educated had the highest incidence of long distance mobility.34

Income. On an aggregate basis the income variable does not discriminate
movers from non movers. For example, the incidence of both long and short
distance mobility is almost evenly divided among a wide range of low and middle
-income categories.34

Age. Geographical movement and age are related. This relation applies to

both short and long distance mobility for males eighteen and older. Those

males ip their late teens and early twenties moved more frequently than those
older.34

The census information discussed indicates that, on a national basis, it
is difficult to discriminate a potential mover from a non mover. However, if

such characterizations are made on the local or even regional basis, I4entifl-
cation of future movers can be more clearly made.6 ,15,16,9,21,d2,24,c6,27,20

The discussion of local and regional predictions is given below.

The Whys and Wheres of ilObility

Most of the studies that deal with the whys and wheres of mobility refer
to two categories of movement, long and short distance mobility.3b Because, as

a group, recent long distance movers are more likely to make short distance
roves in the future,23225 only inter county moves will be considered in this
discussion.

A family's rationale for moving a long distance is generally fprmgd oe-
cause they perceive some positive economic ,6,10,11,14,15,16,1,22,24,26,2,28

socia1,15219 and/or climatic15219 differentials at the proposed destination.
Also, all else being equal, families will be more likely to move to areas
nearer their origin than to those farther away. 15,19,21,24,31

Generally, the characteristics of movers, such as socioeconomic level, to
a particular area can be predicted by examining the 'differentials" of various

areas.18

In other words an area offering higher real wages for people with certain
skills will likely attract segments of the populations from areas that offer
lower incomes.18 222 For example, Bell found that among the recent movers to a
particular area, 82.0 percent of the household heads were college educated and
nearly 90.8 percent were white collar workers.3 Andreasen's findings were

similar to Bell's.1

Under the heading of economic differentials are differences in real wages
for various skills between areas, and unemployment levels. Some theorize that

people who have 'invested' much -capital- into their educations and training
are more prone to move to areas with more economic opportunity because of a
need to recover their investment. 10,11,27,29,36

Social differentials of an area include: recreational, educational and
other social facilities provided by government as yell as private industry and
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nature. Greenwood and Sweetland point out in regard to areas providing good

educational opportunities:

Better educated individuals are more likely to move to such areas

titan elsewhere, and less likely to move away from such areas, because

the demand for educated persons is likely to be greater, because edu-

cational opportunities for their children are likely to be better, and

because they are likely to find certain amenities in such localities

that are deemed important by well educated persons.15

These authors also report that many less educated persons would not

respond, by moving, to this same differential.

Climatic differences explain much of the movement to areas of frequent

sunshine, little temperature variation, and milder winters from areas with less

enjoyable climates.

The influence of distance upon mobility between various areas has been

thoroughly examined in the literature. Some theorize that distance. reduces

the flow of information from one geogrwhic area to another and, at the same

time, increases the cost of the move.lo,21

By examining the economic, social, climatic, and distance differentials of

various locales, the marketer is in a better position to determine where fami-

lies will move. The perceived magnitude of the differentials will provide

information about the rate of movement. Also, the marketer is in a better

position to predetermine the socioeconomic, life style, and life cycle charac-

teristics of future.residents of the market areas. The areas from where these

families originate can also be determined. The consumption behavior of vari-

ous socioeconomic, life style and life cycle groups has been extensively ex-

amined in marketing related literature. Also, the variation in regional pre-

ferences has been confirmed.20,35 Therefore, the consumer behavior of the

'new' arrivals can be estimated more accurately. Those manufacturers as well

as retailers can thereby design marketing strategies that will be attractive

to the new consumers.

Mobility Fluctuations

In order for marketers to implement a possible promotional campaign in an

effort to influence the mover favorably, it will be important to determine if

there are seasonal fluctuations in geographical movement.

The literature indicates that most people move during the summer season.

For example, the Progressive Grocer study found peak geographical movement

during the months of June, July, August and September.8

In addition to these studies, the North American Van Lines suggested that

fifty-five percent of their business was conducted between May 25 and Septem-

ber 30. Allied Van Lines also reported similar findings.

One of the major reasons that people who move choose to do so during the

summer months is attributed to the fact that they prefer to keep their chil-

dren in the same school until vacation time. However, it should be pointed
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out that climatic conditions in the Horth are such thlt people prefer warmer

temperature conditions when moving.8

Conclusions

The above discussion indicates that the mover market is an important one

to the marketer. This segment accounts for nearly one fifth of the population

of the United States, and it has a higher consumption function than non movers.
Marketers attempting to promote to this group should consider: (1) who the

mover is; (2) where he is moving to; (3) why he is moving, and (4) when he will

move.

These considerations are best determined by examining the economic, social,

climatic, and distance differentials of various locales. It is also important

to note that most people move during the summer months. Marketers interested

in directing promotional messages to the mover should determine the areas of
this country that are especially attractive to the mobile consumer. Finally,

the warm months may be the best time to advertise to this important consumer.
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BRAND AND SLOGAN AWARENESS OF ADOLESCENTS

by
STEPHEN K. KEISER

University of Delaware

Marketers have focused the thrust of many promotional efforts on
adolescents (defined in this paper as individuals between 12 and 18 years of

age). Frequently, the objective of these promotional efforts is increased
awareness of the brands of products offered for sale by the sponsor of the

promotional effort.

In order to assure maximum return for the marketers' efforts, it seems
necessary to assess the degree to which the awareness objective is accomplished.

In the case of adolescents, attention on awareness should be focused on two

questions:

1. Are adolescents aware of the seller's brand or the slogans used to

carry the brand message?
2. Are certain segments of the adolescent market more aware of brands

and slogans than others?

In order to provide answers to these two questions, a questionnaire study

was designed and conducted among a random sample of Columbus, Ohio, high school

students. The results of this study provide the basis for the design of a

profile of adolescents who are most aware of brands and slogans. In addition,

the differences observed between adolescent awareness of different brands and

slogans are examined.

METHODOLOGY

A questionnaire was constructed to measure the criterion variables of

brand and slogan awareness and several predictor variables (age, income, sex,

social class, mass media exposure, and opinion leadership).

Measurement of Brand Awareness

Brand awareness was assessed by asking respondents to identify twenty

brand names. For example, respondents were asked to furnish the type of prod-

uct which is identified with the brand name, Ultra Brite. As show in Table I,

ninety-eight percent of the respondents correctly identified Ultra Brite as a

brand of toothpaste.

The wide variation in adolescent awareness of the examined brands reflects

the range of brands chosen. Brands representing different types of products

were selected, including several products, such as paint or butter, generally

not used by adolescents.

The manufacturers of several of these brands may wish to reevaluate their
promotional objectives in regard to the adolescent market. The brands, such

as Glidden, Villager, or Ansco, may be jeopardizing future sales by not
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emphasizing adolescent awareness of their brands. However, managerial judgment

and experience must be used when evaluating the'cost of securing brand aware-
ness in the adolescent market and the expected long-run sales from such a
market.

TABLE I

Adolescent Awareness by Brand

Brand

Ultra Brite
Phase II
Anacin
Captain Crunch
Mogen David
Clearasil
Clairol
Vega
State Farm
Spaulding
Land o' Lakes
Tijuana Smalls
HIS
Bulova
Swank
Botany 500
Glidden
Villager
Ansco

Type of
Product

Toothpaste
Soap
Headache remedy
Cereal (ice cream)
Wine
Facial medication
Hair care
Automobile
Automobile insurance
Sporting goods
Dairy products
Cigars

Clothing
Timepieces
Men's jewelry
Men's clothing
Paint
Women's clothing
Photography equipment

Percentage of
Respondents
Identifying*

*Percentages are rounded to nearest percent.

985

96

93
93

90
89
87
6o
6o
53
48
42
41
4o
26
17
10

9

3

Slogan Awareness

Respondents were asked to complete the ten slogans shown in Table II.
The results of this measure were used as an indication of slogan awareness.

As noted above for brands, slogans were chosen which covered different
types of products and expected degrees of familiarity among adolescents. The

range of sample proportion correctly completing the slogan (29% to 88%) sug-

gests that the slogans chosen have different degrees of familiarity among

adolescents.

Respondent mis-identification of several slogans implies that some cur-
rent efforts of marketers may be more beneficial to competitors than them-

selves. Some respondents tend to connect the wrong company or brand with a

slogan. The "Fire yours, Hire ours," "Choosey Mothers Choose and
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Join the Unhooked Generation slogans were most plagued by this problem.
Approximately one of every five respondents connected each of these slogans
with the brand of a competitor. Reevaluation of the promotional programs of
these advertisers may be in order, assuming that slogan awareness of adoles-
cents is an objective of their promotion campaign.

TABLE II

Adolescent Slogan Awareness

Company or Percentage

Slogan Brand Name Identifying*

, the uncola Seven-Up 88%

Choosey Mothers Choose Jif 79%
Family 5n dis s...calling

the man from Glad 77
Sit right down bad get your

worth Campbell's 68

The Green Phantom Scope 63

Be Careful How You Use It Hai Karate 59
Join the Unhooked Generation American Heart

Association 55

Fire yours, hire ours Right Guard 47

You can be sure if it's a Westinghouse 41

This is the Moment T., & M 29

*Percentages are rounded off.

Measurement of Predictor Variables

It was hypothesized that brand and slogan awareness are a function of
(1) age, (2) income, (3) sex, (4) social class, (5) exposure to mass media,

and (6) opinion leadership.

Sex, age, and adolescent income

The measurement of the first three of these six predictor variables was
relatively straightforward. Respondents were asked to indicate their sex,
age, and average weekly earnings. Male adolescents and those with the highest
weekly earnings were expected to identify more brands and slogans than other
respondents.

The exact nature of the expected relationship between brand awareness
and age of respondents was not hypothesized, as previous research has provided
support for positive as well as negative relationships between age and brand
(slogan) awareness (Katz and Rose, 1969; Ward and Robertson, 1970). It was

simply hypothesized that age and brand awareness would be related.
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Social class

Hollingshead's Index of Social Position was used to determine social class
of respondents. This index consists of a weighted scaling of the occupation
and education level of the respondent's father. The scale for measurement of
both occupation and education is such that the higher the scale value, the
lower the class of the respondent. It is important to be aware of the nature
of these scaled values when evaluating the results of the survey.

Existing research evidence provided by Guest (1942) and Larson and Vales
(1970) support the postulation of greatest brand awareness for adolescents in
the upper class and the least brand awareness for adolescents in the lower
class. Logically,-the increased literacy rate, shopping effort, and resources
availability may provide upper class adolescents with greater ability to gather
and assimilate brand and slogan identification information than that of their
lower class counterparts.

Mass media exposure

The brand awareness of adolescents who are exposed the longest amount of
time to different scources of mass media--television, radio, newspapers, and
magazines--should be greater than those who are exposed less to mass media.
This relationship is expected because mass media frequently serve as carriers
of brand and slogan information.

The expected relation between mass media exposure and brand awareness may
not materialize-if media exposure is not directly linkable to receipt of
product information. For example, adolescents spending many hours viewing
television may screen out commercial messages of all advertisers and, as a
result, be less aware of brand names and slogans. This ability to screen out
commercial messages may depend on the type of media to which adolescents are
exposed. The break in programming in broadcast media generally makes the
approach of a commercial message apparent, while print media may not provide a
similar forewarning of commercials, as no break in the printed material is
evident.

Broadcast media exposure of respondents was determined by examining the
average number of hours spent watching television and listening to the radio.
Respondents were asked for average hours of television and radio exposure for
an average day during the week and the weekend. Television and radio exposure
habits were investigated for the two time periods, since the different situa-
tions experienced by adolescents during the week and on weekends may result in
wide variations in broadcast media exposure patterns. For example, an adoles-
cent who works on weekends will probably have fewer available hours for broad-
cast media exposure during the weekend. Examination of television viewing
habits for the two periods, weekdays and weekends, supported the expected vari-
ations for the two periods, although relatively high correlation (gamma = +.73)
was found. Similarly, radio exposure for weekends and weekdays was significant
and positively related (gamma = +.89)..

Print media exposure was defined to include exposure to newspapers and
magazines. A measure of frequency of readership of different newspapers and
magazines was constructed. For eat newspaper or magazine provided, the
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respondent was asked tc indicate his frequency of readership. The choices

ranged from "never read" to -almost always read."

Opinion leadership

The final criterion variable consisted of a measure of opinion leadership.

The role of personal opinion influencers has been given increased recognition

by students of social processes. The research of Katz and Lazarsfeld (1955)

and Summers (1970) has been influential in moving the role of opinion leaders

to the forefront of consumer behavior research.

The importance of the "opinion leaders" to marketers depends on their

reception and perception of business-sponsored promotional messages. Marketers

must influence these opinion leaders in order to influence these opinion

leaders in order to influence the followers of these opinion leaders.

In order to determine the relative level of brand awareness of these

opinion leaders, opinion leadership was measured and related to brand aware-

ness. Eight self-designation items were used to determine whether or not

respondents were opinion leaders. Each of these items enabled the respondent

to indicate the likelihood of his being used as a personal information source

for different products (such as movies, phonographs, or stereo tapes).

Sample

A multistage technique was used to select the 1280 respondents. Columbus,

Ohio, secondary schools were divided into junior and senior high strata. Five

schools were randomly selected from each of these two strata. Finally, two

homerooms were selected from each grade level in the selected schools.

Statistical Analysis

The effects of the six predictor variables on brand and slogan awareness

were investigated by examining the degree of association between each predictor

variable and brand (slogan) awareness. Goodman and Kruskal's coefficient of

association (gamma) was used to determine the degree of association between the

predictor and criterion variables. The gamma coefficient as described in

Freeman (1965) was selected because it was deemed to fit the nature of the

data (ordinal scaled). The use of Pearson Product Moment correlation was dis-

missed as inappropriate, despite previous use of it in branl awareness research.

After determination of the gamma coefficient for each combination of cri-

terion and predictor variables, the size of gamma was used to determine if a

significant relationship existed. Moreover, the statistical significance of

the Chi-square statistic for each relationship was examined. The relationships

considered to be statistically significant were those where the value of gamma

and chi-square exceeded the expected value when the rejection region (alpha

level) was set at .05.
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RESULTS

Brand and slogan awareness appear to overlap, as the two were significantly

and positively related (gamma = +.30). However, discrepancies were found be-

tween the relationships of the predictor variable with brand awareness and

those for slogan awareness.

Brand Awareness

The gamma coefficients which resulted when the predictor variables were
related to brand and slogan awareness are presented in Table III. As indi-

cated, most of the predictor variables are significantly related to brand
awareness.

The gamma coefficients reported for brand awareness in Table III suggests
greatest brand awareness among:

(1) older adolescents,

(2) adolescents earning the highest weekly incomes,

(3) male adolescents,
(4) adolescents whose parents are in the upper social class,

(5) adolescents who spend the least time watching television and the

most time reading newspapers and magazines, and
(6) opinion leaders.

These relationships agreed with most of those hypothesized. Only in the case

of television exposure did the relationship contradict expectations. Broad-

cast exposure does not appear to re,ult in the receipt of information about the

brands examined in this study. In the case of television, broadcas4 media

exposure detracted from brand awareness.

TABLE III

Association Between Predictor Variables
and Brand (Slogan) Awareness**

Predictor Variable

Brand
Awareness

Slogan

Awareness

Age .26* -.07*

Income .15* -.02

Sex -.13* -.01

Social Class -.20* -.10*

Television Viewership-Weekdays -.13* +.06*

-Weekends -.14* +.07*

Radio Listenership- Weekdays .03 -.01

-Weekend. .01 .02

Newspaper readership .16* .16*

Magazine readership .20* .19*

Opinion leadership .13* .13*

*p < .05
**Gamma coefficients are assumed to be positive unless

shown as negative.
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Age and brand awareness

As discussed above, older (senior high school) adolescents correctly

identified more brands than those in junior high school. Although learning of

brands may be generally correlated with age, the observed relationships between

brand awareness and age of adolescent depended on the particular brand investi-

gated (see Table IV). As shown in Column 2 of Table IV, three brands, Anacin,

Glidden, and Land o'Lakes, were known less frequently by older adolescents. In

the case of Anacin, younger adolescents were more aware of the brand.

Income and brand awareness

Knowledge of brands appears to depend on available income. Generally,

greater brand awareness is found to accompany higher incomes. However, the

sellers of Ultra Brite toothpaste and Land o'Lakes butter should not assume

that adolescents with low income are less aware of their brands than those wit)

high incomes. The gamma coefficients reported in Column 3 of Table IV suggest

a significant negative relationship exists between these brands and income. In

the case of two other brands (Captain Crunch, and Phase II), no significant

relationship was found with amount of income.

Sex and brand awareness

The relationship found between total brand awareness and the sex of the

adolescent depends greatly on the brand investigated. Although total brand

awareness was found to b greatest for male adolescents, female awareness was

generally greater than that of males for eight of the twenty brands used in the

study. An examination of Column 4, Table IV, shows that the brands for which

female awareness was highest included brands such as Halo, Clairol, and

Villager, which are generally considered to be products used mostly be females.

Social class and brand awareness

An examination of Table IV (Column 5) reveals that upper class adolescents

were not able to identify all brands better than middle.or lower class adoles-

cents. Spaulding was a brand which enjoys greater awareness among the lower

classes than the upper class. Moreover, awareness of Phase II and Glidden is

not significantly related to social class.

Mass media exposure and brand awareness

The negative relationship between television exposure and brand awareness

tends to prevail for most brands. The only brand for which greatest awareness

was found among adolescents who spend the most time watching television is

Phase II. Moreover, this relationship held only for weekday television view-

ing. Although no significant relationship was observed between weekday viewer-

ship and the brands of Captain Crunch, Ultra Brite, Anacin, Tijuana Smalls,

and Mogen David, significant relationships are encountered for weekend tele-

vision viewership.

Radio exposure

No significant association was reported between brand awareness and radio

listenership in Table III. However, more than one half of the coefficients
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(shown in Column 8 and 9 of Table IV) found for radio listenership and each of
the twenty brands are significant. Most of the significant relationships are
positive, thus allowing an assumption of increased awareness for many brands
among those adolescents who spend the most time listening to the radio.

Print readership

The relationships between print media exposure and awareness of individual
brands were consistent with the relationships found, for total brand awareness.
As shown in Table IV, only in the cases of Swank and Mogen David were brand
awareness and frequency of newspaper readership not positively related.
Glidden was the only brand for which magazine readership was not positively
related.

Opinion leadership and brand awareness

Although most brands were more readily identified by opinion leaders,
awareness of several of the brands (Ultra Brite, Anacin, Botany 500, State
Farm, and Vega) was negatively related to opinion leadership. However, these

relationships were not found to be significant. In,comparison to non-opinion
leaders, adolescent opinion leaders appear to be equally aware of some brands
and more aware of other brands.

Slogan Awareness

Slogan awareness and brand awareness are not to be considered measures of
the same characteristic. Only in the cases of the predictor variables of
social class, radio exposure, print media exposure and opinion leadership were
similar relationships encountered for both brand awareness and slogan awareness
(see Table III). Age is negatively related to slogan awareness instead of
positively as encountered for brand awareness. Television viewership was
found to be negatively related to brand awareness but positively related to
slogan awareness. In the case of the predictor variables of income and sex,
brand awareness, but not slogan awareness, was found to be significantly re-
lated.

In short, greatest slogan awareness was observed among adolescents:

(1) in junior high school,
(2) in the upper class,
(3) who spend the most hours watching television,
(4) exposed most frequently to print media, and
(5) who are opinion leaders.

Age and slogan awareness

The nature of the relationships between age of adolescents and awareness
of each of the ten slogans used in the study are shown in Table V, Column 2.
Older adolescents were found to be less likely to identify slogans in general
and the Jif, Campbell's, Scope, and Right Guard slogans in particular. Other
slogans, especially those of Seven-Up and Westinghotpe, may be learned with
age, as positive relationships between these brands-and age were encountered.
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Incor'e and slogan awaren:!r,s

Slogan awareness vas generally n,rolated se th) amotnt of adolescent

income. However, significant relatImships were observed for one-half of the

slogans (see Table V, Column 3). lItterestin7IY, adolescents with highest

incomes were more nar of "-the Uucele and -man from Glad" and less aware of

"Sit right down," the "Green Phantom," and "Fire yours" than earners of lever

income.

Sex and slogan cliareness

Right of the ten slogans used in the study were significantly related to

the sex of the adolescent. However, the total slogan mareness of adolescents

was not significantly related to sex of adolescents; some of the slogans were

beat known by males, while others were best known by females. As might ba

expected bask cn the nature of the products, the Hai Karate slogan was best

known by males while the slogans of Jif, Campbell's, and Scope were best known

by females.

Social class and slocran awareness

As shown in Column 5 of Table V, lower class adolescents were more likely

to identify the cigarette (L & M) and mouthwash (Scope) slogans. In addition,

the identification of the slogans for Caxobell's, Right Guard, and Westing-

house is not related to the social class of adolescents.

Mass media and slogan aTmren.lgo

Most slogans were more readily identified by adolescents with the greatest

exposure to mass =die. (see Table V). Similar to relationships observed for

brand awareness, all slogans were more likely to be identified by those who

read print media the most frequently.

Awareness of several of the slogans was negatively related to television

exposure. It is interesting to note that the Glad, Unhooked Generation, and

Westinghouse slogans were least recognized by adolescents who spent thd post

tine viewing tele-risicn. This finding is especially important to the sponsors

of slogans which are aired on television.

Opinion leadership and slogan awareness

The nature cf the relationships between opinion leadership and awareness

of the ten slogans, as shown in Table V, Column 12, was generally positive.

Only the slogans of Hai Warate and Right Guard experienced as high awareness

among non-opinion leaders as among opinion leaders.

SUMMARY

The results of a questionnaire survey of 1280 Columbus, Ohio, high school

students suggest that brand and slogan awareness are dependent on the age,

social class, and amount of print media readership of adolescents. Moreover,

brand and slogan awareness was found to be related to the incidence of opinion
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leadnrshin. Brand and slogan a!nwena_a was greatest among opinion .lea6ers,

adolescents in the upoer and ado:It:scents who spent the most timn read-

ing newspapars and mak,azinen.

Several important differences wele Observed between brand and slogan

awareness of adolescents. 13..and awarenens appeared to increase with age,

while the reverse relationship hid for slogan awcreness. Also, the amount of

television enoosure bad a compleely different impact on brand awareness from

that on slogan awareness. Slogan wareness increased with increased televi-
sion viewing, 'senile brand awareness was least among those who watch television

infrequently.

The results of examination of the relationships between the predictor

variables and adolescent identification of each brand or slogan suggest that

measures of total brand or slogan awn.reness should be constructed and inter-

preted cautiously. Nany of the relationships found for individual brands or

slogans we-ne cancelled by oiTesing relationships when total brand or slogan

awareness vas considered. For example, sex was a predictor variable found to

be related to total brand awareness. Eight of the twenty brands in the study

were more recognizable to female adolescents, while eleven of the brands were

most familiar to males. Similarly, males were more omare of three of the

slogans, although female awareness wns greater for five of the other slogans.

Variations in awareness of individual brands (or slogans) were also found for

the other predictor variables. The most consistent relationship was that

brand and slogan awareness was greatest for adolescents who spent the most

time reading newspapers and magazinen.

It is desirable that slogans and brands used in a measure of total aware-

ness should be considered as items which may or D:9y not be related in the same

mariner. Without consideration of the individual relationship between predic-

tor variables and awareness of individual bcnds and slogans, many erroneous

conclusions about brand or slogan awareness may be drawn.
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Sons, Inc., 1965, 79-87.
Guest, Lester P. The Genesis of Brand Awareness,- Journal of Applied
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Journal of Advertising Research, Vol. 10 (December, 1970), 38-41.

Summers, John O. The Identity of Women's Clothing Fashion Opinion Leaders,"

Journal of flarketing Research, Vol. 7, (May, 1970), 178-185.

Ward, Scott and Thomas S. Robertson. "Family Influences on Adolescent Con-

sumer Behavior," Paper presented to the Association for Consumer

Research, Amherst, Macs., August, 1970.

END OF SESSION VIII
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by
11 L. ATKIN

Department of Advertising
Michigan State University

and
President, American Academy of Advertising

First, my heartfelt thanks to all those who assisted in raking this
conference a success. Weald that I could be so eloquent as to fully convey my
deep appreciation to each and everyone who is helping to build the Academy into
a sturdy, Pr:ductive, and respected organization. It is also an appropriate
moment to give special thanks to Steve Greyoer for his outstanding leadership
the past two years. Connie Hill, too, deserves high nitise for his magnificent
performance as general chairman of the conference. And to the session chairmen,
officers, and participants--a toast to you all:

"The world is good and the people are good,
And we are all good fellows togeLher."

The Academy is alive and well. Our membership is expanding. Our finances
are sound. Our mission is more essential tcdey than ever before, Any assess-
ment of the Academy could only conclude that, in the words of Leibnitz, the
present is great with the future::

Looking ahead, what are some activities the Academy might consider doing
during the next two years?

As you knnw,
specify goals and
money, and effort
manager who said,
yet. Thus, what
action programs.
of goals prior to

planning is the art of designing programs of action which
describe the means for their attainment in terms of time,
My plans, I'm afraid, currently resemble those of the new
Of course I have plans; I just don't know what they are as

I shall outline are some personal hopes which may emerge as
I need your advice and support in evolving a reasonable set
defining the programs to attain them.

Our long term goals, as I see them are:

1. to promote the art and the science of advertising
2. to improve education in advertising and its correlates
3. to provide a means for meeting the unique needs of our membership,

some of which are common to the entire group and others which center
around special interests.

Ny short range hopes can be stated more specifically. All are aimed
toward strengthening the Academy by achieving what I feel are worthwhile pur-
poses. Please regard them as suggestions at this time. Some lack substance,
some need definition; all are subject to your criticism and revision. By all
means, let me know of other goals yo' think should be pursued.
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1. Membership Fzpansion

We need to reach out to evexy educator who has an interest in advertising

and enlist in our ranks. More reorescatntion is needed from all sectors:

business administration, journalism and communications, and from junior

colleges. More women are needed. There is a critical need to attract

more minority members. Thanks to membership chairman Lou Wolters, the

stage has been set for vigorous action.

2. Industry Relations

We need to expand and strengthen our relations with all segments of the

industry: agencies, media, advertisers, service organizations, and their

associations. There can no longer be any question of mutual benefits...

but there is still a need for greater awareness and interaction to fully

realize the potential for the common good.

3. Relations with AMA, AEJt snd ADS

My philosophy of advertising education is simple - -it is needed. Any

organization which promotes and improves the discipline deserves support.

Thus I'm delighted to work hard for the Academy. At the same time I think

it essential to work both with and within the American Marketing Associa-

tion, the Association for Education in Journalism, and Alpha Delta Sigma

to advance the cause. Most Academy members belong to other groups; this

is as it should be. Let us work together to build stronger relationships

to achieve common goals. There is a need for a vigorous program to unify

educators involved in advertising education. The Academy can be the

catalyst.

4. Certification

AMA President Bill Lazer asked me to sound out Academy members as to the

possibility of establishing some sort of certification for practitioners

in marketing and advertising. We are evolving into a profession. We

should not wait for the practitioners to set standards. A profession

connotes a foundation of science and a motive of service, ineltding:

(1) the practice must rest on a systematic body of knowledge of substan-
tial intellectual content plus shill in applying to specific cases;
(2) there must exist standards of professional conduct; (3) there must be

an association which enforces standards; and (4) there must be a pre-

scribed way of entering the practice. We do not meet conditions 2, 3,

and 4 as yet; certification could be a step forward.

5. Clearinghouse of Ideas and Information

Publication and communication are essential to any discipline. I rejoice

in the fact that the Journal of Advertising is making its mark. It

deserves our vigorous support. I would also hope we can expand our news-

letter in size and frequency so as to provide linkage with one another on

a variety of topics. The annual conference should continue to be a prime

medium for interaction and inspiration.



6. rubli.c

Many of us are in unit:: whin. taach cony T-a in is communications, public
communications, public roLationa, am;. marl.eting communications. The
subject-matter comnoilalities wLth advervisii!g are far more similar than
disnarate. Cannot thy. Acad.:mu do more to accommodate these areas? For
the first tirae this year we had a neaoion for those interested in pUhlia
relations. There is no oucstion that public relaLloas education, for
e=ple, has need for a batter defined and accepted educational model
which in itself could help to better define 'he practice.

7. Advocacy of Research

The wide wonderful world of research, theory, and methods is second only
to effective teaching in importance. Advertising theory and methods is
Ls yet rimitivn. ITt.! should no'c, loch to practitioners to contribute sia-
nificantly. The range of papers presented at this conference is proof
positive that we can and are contributing to knowledge.. Our membership
includes those flom a varioty of disciplines--behavioral sciences,
economics, systems theory, and others-who can focus a wealth of talent
on advertising problems. We need to systematize and cross-fertilize.
The Academy must strongly advocate and support member research by every
possible means, especially In attracting financial support. The Academy
should assist in communicating research findings within and without
academia.

8. Recognition

Advertising education has come a long way. Unfortunately, it has not
achieved the status and recognition accorded to many other disciplines
yet is justly deserved. In short, we must do more to blow our horn.
Sure, recognition must be earned; I happen to believe we have earned far
more than as commonly recognizod. The Academy can certainly be a facili-
tating agent in upgrading the status of advertising education.

Last, it is a privilege to have the opportunity to serve you. The welfare
of the Academy is close to my heart. Your hip is absolutely essential if we
are to advance. All ideas, all suggestions, all requests to be of service will
be warmly welcomed. Just fire away.

My best wishes to you all.
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